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An Exploration of Spring Festival Temple Fair
Visitor Motivations in Beijing
LI Wei XU Zhong-wei WEI Xiang
(School of Tourism Management, Beijing International Studies University, Beijing 100024, China)

Abstract: This paper samples visitors to Spring Festival Temple Fair in Beijing to explore the motivations
for repeated visits via an empirical approach. It shows that enjoying delicacies at the Fair rather than
experiencing traditional Chinese culture represents the major motivation for repeated visits. It also examines
the impact of population characteristics, such as gender, age, and education, on the number of visits and
motivation, with findings including that female visitors driven by the desire of keeping company of families and
friends are less likely to revisit the Fair than male visitors.

Keywords; spring festival temple fair; visitor motivation; population characteristics
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