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Abstract 
Gaming industry is the pillar of Macao’s economy. The content of the gaming industry has become more 
extended and dynamic due to Mainland China policies and strategies of Macao government in tourism industry. 
As a leisure tourism destination with the gaming industry in Asia, Macao has become a popular tourist 
destination. This study tries to explore the impacts of cultural differences on gaming behaviors and reports on the 
observations of a convenience sample of 196 tourists in Chinese and non-Chinese. The results show that the 
nationality variable had a significant effect on the gambling, entertainment, shopping, and Food and beverage 
behaviors. The researchers provide some suggestions to government officers and gaming industry operators.  
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1. Introduction 
Macao is the Special Administrative Region in People’s Republic of China and is the only region that has 
Mainland China government approval for commercial gambling. With more than 150 years of experience in the 
gaming industry, the gaming industry has become the backbone of Macao’s economy. Tens of millions of tourists 
come to Macao annually to gamble, and gaming industry is driving other related industries. According to 
Macao’s Statistics and Census Service (2015), gaming industry receipts have been the dominant part of the 
Macao GDP for decades. In 2013, the receipt of gambling and related services revenue were MOP 362,750 
million. It accounted for 87.73% of the Macao GDP, and the average rate from 2009 to 2014 was 83.97%. The 
tax of gambling industry income for Macao government made up 86.41% of the total income of government tax, 
with the average rate of 78.5%. The proportion chart from 2009 to 2014 is shown in Figure 1 below. From 2009 
to 2013, the rate of increase of receipts from gambling and related services are 30.5%, 57%, 42%, 13.5%, and 
18.4%. However, in 2014, for the first time a reduction happened and the rate was negative 2.85%. In order to 
keep long-term and stable development, Macao government has had to change their strategy as a ‘gaming city’ to 
a ‘leisure tourism city’. The term ‘gaming’ has been described as the casino gambling industry relatively (See 
Figure 1).  
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Figure 1. The proportion of gambling receipt and tax on GDP and government tax 

Unit: Million MOP. (Source: Macao’s Statistics and Census Service, 2010-2015) 
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By analyzing the tourist markets in Macao, we found that the Asian tourist market is the largest source of Macao 
tourism, it occupied nearly 97% of the total market share in 2009 to 2014. Mainland China, the number-one 
source of tourism to Macao, currently represents 63.5% of the tourist market. While the Hong Kong market, with 
the second largest source, represents 23.1% of market share. The Taiwan market is the third largest single source, 
representing 3.4% market share. Followed by Republic of Korea, Japan, Malaysia, Thailand and Singapore. 
According to the above, a large number of inbound tourists with different cultural backgrounds enrich the 
cultures. In the meantime, to be able to provide the kinds of products each cultural group preferred is emergent. 
There has been very few study on the relationship between cultural difference and gaming behaviors to help 
designing gaming products. Understanding the tourists in terms of their cultural differences and gaming 
behaviors can provide specific and innovative information to destination marketers and gaming industry 
operators.  

2 Literature Review 
2.1 Cultural difference 

Culture refers to a character which is stable and regnant to a society shared by most of its individuals and stay 
the same over long periods of time (Reisinger & Turner, 2002a; Reisinger & Turner, 2002b). Differences among 
cultures were increased by the cultural dimensions of which national cultures are various. Main cultural 
differences can be identified in cultural values; social categories, and nonverbal behaviors (Reisinger & Turner, 
1997; Reisinger & Turner, 2002a); communication, service, expectation, western and eastern culture. The 
cultural difference may induce cultural conflicts. If the cultural differences are large, the cultural distance will 
separate people and cause cultural conflicts between tourists and the host population (Sutton, 1967; Wei, 
Crompton, & Reid, 1989; Reisinger & Turner, 2002a). The main source of these cultural conflicts are: (1) 
cultural ethnocentrism, (2) language and interpretation during communication process, (3) differences in lifestyle 
and customs such as accommodation and food, and (4) lack of understanding, poor quality of service and 
appreciation of international service standards and visitors’ expectations (Wei et al., 1989; Reisinger & Turner, 
2002a).  

2.1.1 The Measurements of Cultural Differences 

Previous studies in the study of culture differences have widely adopted nationality as the basic classification. 
Pearce and Butler (1993) argued that national boundaries circumscribing should employ alternative approaches 
such as personality, lifestyles, tourist-roles, social-class for analysis. Pizam and Sussmann (1995) got a 
conclusion that the nationalities perceived differences resulted from cultural influences and not geographical 
factors or linguistic (communication) difficulties. Latter, Pizam and Jeong (1996) put forward that perceived 
nationality differences where residents or tourist entrepreneurs tend to hold specific stereotypes of tourists based 
on their nationalities, regardless of their country of birth, ethnic background and country of origin. Some 
researchers considered that different ethnic minority and cultural groups are affected unequally by issues related 
to gambling. Therefore, they conducted the researches with classification separately and found that some ethnic 
minority may be easier to fall into problem gambling (Ellenbogen, Gupta, & Derevensky, 2007). Some 
researcher also found that compared with western people, Chinese are more active in gambling (Raylu & Oei, 
2004; Oei, Lin, & Raylu, 2008). Otherwise, there is an immanent limitation, that is called self-report, existing in 
a series of scaled items which involved the cross-cultural nature. It is recognized that response collected from 
different cultural groups may not mirror meaningful difference in attitude or response process (Schwarz, 2003; 
Tsang & Ap, 2007).  

2.2 Gaming Behavior 

In this article, because of the lack of academic definition of the term ‘gaming’, we define gaming as a series 
activities what included gambling, accommodation, shopping, and entertainment in the casino gaming industry. 
For understanding tourist behaviors, scholars have made use of concepts, models, and theories from disciplines 
such as marketing, anthropology, sociology, psychology, among others. For example, some apply models for 
pedestrian behavior such as model with a network of nodes and links for study of route choice behavior (Borgers 
& Timmermans, 2005; Kemperman, Borgers, & Timmermans, 2009). Some researchers put forward that, using 
means-end chain theory which developed in marketing to better understand personal values as the basis of tourist 
behaviors (Mclntosh & Thyne, 2005; McDonald, Thyne, & McMorland, 2008). 

2.2.1 The Measurement of Gaming Behaviors 

In these studies, researchers mainly used observation by tour guides or employees in casinos to conclude tourist 
behaviors and player behaviors based on national differences. For example, Pizam and Sussmann (1995) found 
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20 behavioral characteristics which were perceived by tour guides. They divided the items in five factors: Social 
interaction, commercial transactions, activities preferences, bargaining, and knowledge of destination. Soon 
afterwards, Pizam and Jeong (1996) made use of these items to test the cultural differences among Japanese, 
American and Korean. Kim, Prideaux and Kim (2002) concluded 28 items of cultural differences among 
Japanese, Korean resident abroad, Chines (Mainland Chinese, Taiwanese, Hong Kong Chinese), Westerners (US 
citizens and Europeans) perceived by employees in casinos. Where after, Wan, Kim, and Elliot (2013) divided 
the 28 items into seven factors and utilized them for analyzing behavioral differences in gaming patterns among 
Chinese subcultures. Gamblers’ behaviors are often analyzed by their frequency of gambling, frequency of visits 
to particular casinos, the time and money spent gambling at one visit and the game played most often, gambling 
experience, and gamblers’ demographic characteristics (Wan, 2012). Some of the researchers divided shopping 
behaviors into the approach and avoidance behaviors for environmental study (Mehrabian & Russell, 1974; 
Yüksel, 2007).  

3. Methodology 
We developed a twelve-item scale to conclude the typical tourist behaviors during gaming in Macao. We 
referenced the questions of a questionnaire used by Las-Vegas government and combined the question form to 
set up our questions. To develop the pilot test questionnaire, we administered a structured questionnaire with the 
twelve-item to four professors who had worked for more than five years in the gaming industry, ensuring there 
have sufficient experience in studying the gaming field and have adequate experience in gaming behaviors. Their 
response to the item scales were consistent, indicating that all twelve-item behavioral items set up appropriately. 
To further verify the items, we conducted a three-people group whom three are students majoring non-gaming 
subjects to answer the questionnaire to make sure that each of the questions can be answered without sharing one 
meaning and can be understood easily. According to the reaction and feedback in place, all three respondents 
indicating that twelve-item behavioral items were appropriated.  

Next, a pilot test with a sample of tourist who are waiting at the ferry terminal lobby was conducted. As 
recommended by Hinkin (1998), we used 5-point Likert-type scales anchored by strongly disagree (1) and 
strongly agree (5), with a moderate point at (3). To ensure the accuracy, we asked the tourists who will stay over 
in Macao for 24 hours and are 21 years old above. Although errors might occur during the recall process, 
recognized as a study limitation, behaviors are the subject of interest in this study (See Table 1). 

 
Table 1. Gaming tourist behaviors of Chinese and non-Chinese 

Items Behaviors Chinese tourist (M) non-Chinese tourist (M) 

Item 1 I tend to gamble to earn money. 2.00 1.75 
Item 2 I tend to gamble. 2.06 1.96 
Item 3 I tend to take time when betting. 2.65 2.14 
Item 4 I tend to gamble in two or more casinos. 2.91 2.02 
Item 5 I tend to play table games. 2.66 1.97 
Item 6 I tend to watch different kinds of shows in Macao. 3.29 2.96 
Item 7 I tend to watch ornamental shows in Macao. 3.24 2.67 
Item 8 I tend to watch the show where I need to pay. 3.20 2.72 
Item 9 I tend to shop in casino outlets. 2.94 2.31 
Item 10 I tend to buy luxury goods. 2.49 2.30 
Item 11 I tend to have meals in casino. 2.94 2.40 
Item 12 I tend to have meals in luxury restaurants. 2.69 2.59 

 
Lastly, a statistical testing of scale to check the validity and reliability of the scales. Exploratory factor analysis 
resulted in three factors with eigen-values greater than 1 (Kaiser’s criterion), all factor loading are all above the 
standard criterion level of .45, they are between .572 to .858, and 64.18 percent of the variance explained. 
Cronbach’s alpha measures of reliability to ensure internal consistency among items in a factor are provided in 
the ‘Result’ section (see Table 2) that follows. 

3.1 Data Collection and Analysis 

Once the final questionnaire was determined, it was administered in May 2015 through face-to-face interview 
with tourists at the airport and ferry terminal who stayed in Macao for over 24 hours and were 21 years old 
above. To encourage survey completion, The researchers fit the questions on one-sided page to help tourists read 
quickly and respond with ease. Through the City University of Macao, ten master students in gaming or 
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hospitality management were recruited to carry out filed interviews. Five of the students are English speaking 
people, the rest students could speak Mandarin and Cantonese well. They were familiar with the casino setting 
through their working experience and casino visits. To ensure data reliability, two researchers who had rich 
experience in doing surveys were invited and they gave a training for rehearsal. 

The researcher divided the interviewers in two groups, one of the group invited Chinese speaking tourists only, 
the other one focus on non-Chinese speaking tourists. The interviewers read the questionnaire to participants and 
recorded their answers, in a process that took about 5 minutes to complete. A total of 250 qualified tourists 
agreed to be interviewed, 54 were discarded due to missing values, 196 completed questionnaires are valid and 
usable for the analysis. 

3.2 Profiles of Respondents Sample 

The sample comprised the following nationalities: Chinese (45.4%), non-Chinese (54.6). About 53.6 percent of 
the participants were male, 33.2 percent were aged between twenty-one and thirty, 29.1 percent were thirty-one 
to forty, and 17.9 percent were forty-one to fifty. In terms of education, 21.9% chosen some college (no 
bachelor’s degree), 29.1% chose graduated college, and 24.0% chose master or higher. For income, 50% 
respondents earned below 20,000USD while 19.9 % earned 58,001 or more. 

4 Finding 
4.1 Exploratory Factor Analysis Results  

Factor analysis of the twelve items revealed three underlying factors where eigen-values greater than 1.0 (Table 
2). Screen plot tests confirmed those eigen-values for the three factors. Based on the existing statistical example 
(Wan et al., 2013), we chose both orthogonal and oblique rotation techniques. The results of the oblique rotation 
were tenable. This suggests that the underlying factors are correlated (the range of correlation coefficients was 
2.88 to 3.69) due to the range of the activities are mostly gathering at casinos. With a sample size of 196, and 
twelve variables for the Tourist Gaming Behavior Scale, this 1:16 ratio can be considered acceptable (Hinkin, 
1995). For the result shown below, the Varimax orthogonal rotation to maximize variances of the factor loadings 
in a certain predetermined fashion was used (Hair, Black, Babin, Anderson, & Tatham, 2010). This rotation 
produced a factor solution for all twelve items. 

 
Table 2. Exploratory factor analysis of tourist gaming behaviors (N = 196) 

Factors and Items Factor loadings Communalities 

Factor 1 (gambling behavior)   
I tend to gamble to earn money. .649 .526 
I tend to gamble. .701 .642 
I tend to take time when betting. .799 .691 
I tend to gamble in two or more casinos. .754 .735 
I tend to play table games. .765 .658 
Eigen-value =4.74 , variance explained =24.64% , Cronbach’s α = .830   
Factor 2 (entertainment behavior)   
I tend to watch different kinds of shows in Macao. .788 .687 
I tend to watch ornamental shows in Macao. .858 .784 
I tend to watch the show where I need to pay. .784 .645 
Eigen-value =1.72 , variance explained =20.66% , Cronbach’s α = .823   
Factor 3 (shopping behavior and F&B behavior)   
I tend to shop in casino outlets. .572 .527 
I tend to buy luxury goods. .795 .658 
I tend to have meals in casino. .635 .547 
I tend to have meals in luxury restaurants. .730 .603 
Eigen-value =1.24 , variance explained =18.88% , Cronbach’s α = .751   

 

As shown in Table 2, the resulting factor model explains 64.18 percent of the variance. The Kaiser’s measure of 
sampling adequacy was .842, matching the threshold value of meritorious (Tabachnick & Fidel, 2001). Thus, we 
conclude that the relationships between pairs of variables are reliable. The result of Bartlett’s test of sphericity 
was 933.297 (df = 66, p = .000), indicating that the factor structure has one or more factors. Communalities for 
each variable, indicating the amount of variance shared among variables (Hair et al., 2010), ranged from .572 
to .858, meaning that factors account for 57.2 to 85.2 percent of the variance in the variables. Even though an 
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obvious cutoff rule for commonality is not determined, the values of.45 or .5 could be a guideline to explain 
whether the variables meet acceptable levels of explanation (Hair et al., 2010; Tabachnick & Fidell, 2001). In 
this study, all communalities were greater than .5, and thus well accounted for by the factor solution.  

The reliability alpha for all three factors are .751, .823, and .830. The Factor 1 meets the criterion for acceptance, 
and Factor 2 and Factor 3 meet the good alpha reliability for an exploratory study proposed by Hair et al. (2010). 
In addition, Allen and Yen (2001) recommend a minimum of .60 in any case. Hence, we concluded that internal 
consistency for all three factors act well. 

Factor loadings range from .572 and .853 of the three factors, which are obviously higher than the .45 criterion 
of Comrey and Lee (2013). We labeled the three factors as follows: (1) Gambling behavior, (2) Entertainment 
behavior, (3) Shopping and F&B behavior, The mean scores in each factor ranged from 2.50 to 3.93, with 
standard deviations from 0.48 to 0.74. 

4.2 Differences in Behavior of Gaming Tourist by Chinese and Non-Chinese  

Using the three factors as dependent variables, we conducted a multivariate analysis of variance (MANOVA) 
procedure to examine the effect of the two nationality groups as independent variables. The results showed that 
the nationality variable had a significant effect on the three behavioral factors (p < .001), allowing us to continue 
the analysis by undertaking General Linear Modeling (GLM) with repeated measures (Tabachnick & Fidell, 
2001). 

The results of the GLM, which assessed the behavioral differences of the three subcultures, are shown in Table 3, 
with significant differences between the three groups in six of the seven factors (p < .075 or better). The 
exception was chips and money holding behavior (p < .1). Considering the possibility that observations of 
behavioral differences could differ due to the employee respondents’ personal characteristics such as age, 
education level, gender, and nationality, we attempted to analyze the GLM results to determine whether these 
employee characteristics work as covariates. Only in the case of factor 2 were employees’ gender and education 
level as covariates significant at the .05 (See Table 3).  

To assess the degree to which the independent variable(s) and dependent variable are related, we report the 
partial eta square for each factor, which measures the proportion of variance in the dependent variable that is 
associated with levels of an independent variable (Tabachnick & Fidell, 2001). The higher the value, the stronger 
the association is between the dependent and independent variable. In addition, a series of Duncan’s multiple 
range tests was used to identify the source of significant differences. 

 
Table 3. Results of GLM to compare gaming tourist behavior by Chinese and non-Chinese 

 Two groups of nationality    

Behavior Chinese tourist 
(N=196)  

None-Chinese 
tourist 
(N=196) 

Within-subject 
one-way ANOVA 
F value 

P value Partial eta 
square 

Factor 1 (gambling behavior) 12.28 9.84 13.49 .000 .065 
Factor 2 (entertainment behavior) 9.73 8.36 9.33 .003 .046 
Factor 3 (shopping and F&B behavior) 11.07 9.60 8.34 .004 .041 

Note. GLM = General Linear Modeling; ANOVA = analysis of variance; SS = sum of squares. Measured on a 5-point Likert-type scale: 

strongly disagree (1), moderate (3), strongly agree (5).  

 
5. Discussion and Implications 
5.1 Discussion and Managerial Implications 

This study was motivated by the need for research that can lead to a better understanding of the cultural 
differences and tourist behaviors in Macao. The concept of gaming used here is defined as that not only 
including gambling, but including entertainment, shopping, and Food & beverage (F&B), which activities relate 
to casinos of Macao. We discussed the represented behaviours among gamblers, entertainment, shopping, and 
F&B which is followed by testing a structural model of the behaviors between Chinese and non-Chinese.  

Firstly, we can get a conclusion that compares with non-Chinese, based on the means of the three underlying 
factors, Chinese is more tend to gamble and tend to gamble for money in Macao, this may relate to their history 
and culture. According to Raylu and Oei’s (2004) research, it claims that culture is one of the factors that affects 
the gambling behaviors. Compare with other countries, Chinese are more frequent to gamble in the world. This 
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finding match our conclusion and give an explanation for it. Further more, Chinese like to experience more than 
one casinos, this result supported by the previous studies what they show that most of the Chinese would like to 
visit three or more casinos during traveling in Macao (Chan, Wan, & Wong, 2015). For the item of betting, 
Chinese and non-Chinese are familiar, both of them hold a moderate time when betting. This result is probably 
involved with the other characters such as motivation of gamble, education level, and the budget of chips.  

Secondly, for the entertainment factor, Chinese tourists are easier than non-Chinese to choose Macao as a travel 
destination, they cost less time and transportation fee, and can easily adopt into the culture and language of 
Macao. For this, they may care more about their own habits, and tend to spend money for entertainment. Chinese 
like the ornamental shows more than non-Chinese. This can be explained that violent plays and bloody shows 
are strictly forbidden in mainland China. Chinese are more familiar with ornamental shows like girls dancing and 
other courtesy shows. Due to the long distance of traveling, non-Chinese prefer to explore fresh elements in 
Macao, and they are facing the risk of language and culture conflicts, what make them more carefully when 
consuming. An effective promotion of shows is needed. 

Thirdly, on the shopping and F&B factor, it is found that Chinese are more likely to choose the luxury goods and 
have meals in luxury restaurant and shop in casino outlets where the price is higher than non-casino places. This 
situation can show the desire of quality life of Chinese and also show the fast developing economy in China. 
Compare with Chinese tourists, non-Chinese may less care about the luxury,  but the individuality, it can be 
explained by individualism-collectivism proposed by Hofstede (1984). The revenue of gambling is reducing now, 
how to keep economy develop stably is a problem. The Macao government decided to change the Macao to a 
leisure tourism destination. Reference the development of Hone Kong where is near by Macao, the luxury 
consuming can be considered to adopt by the local business. 

The finding confirms the existence of gaming behavior variances between Chinese and non-Chinese, which the 
number of Chinese tourists has absolute advantage. We need to analyze the difference from power distance, 
uncertainty avoidance, individualism-collectivism, and masculinity-femininity (Minkov & Hofstede, 2010). 
While all cultures have much in common, a wide situation of different behaviors can be found within each 
culture. The results of this study demonstrate that tourism marketers should take into account not only a tourist 
place of origin, but also their socioeconomic, educational, ideological, and political background (Wan et al., 
2013). On the other hand, an insight of Chinese and non-Chinese differences will help casino and hospitality 
operators generally understand their customers’ behavior, design efficient marketing strategies, and meet the 
needs of distinct cultural groups. 

5.2 Limitations and Future Research Directions  

First of all, the major limitation of this study is that part of the respondents did not take part in gambling, 
entertainment or shopping activities, but only came to Macao for historical heritages and to experience the street 
life and then eventually leave for Hong Kong. This kind of people occupied a certain part of the non-Chinese 
respondents and chose strongly disagree (1) to represent the meaning of didn’t experience. With this limitation, 
the data will lead to bias for the result. Secondly, it depends on the tourist’s self-report from memory. They had 
to remember specific behavior after experiencing a place in line with one of the three different factors, and then 
respond to the survey questions. As with any self-reporting survey, errors might occur in the recall process. 
Similarly, urbanization would be a key factors influence on tourism development (Zhang, Luo, Xiao, &Denizci 
Guillet, 2013; Luo, Qiu, & Lam, 2015; Luo, Qiu, Goh, & Wang, 2015). Thirdly, this study measures gaming 
tourist behaviors based on a convenience sample in 196 copies. To further substantiate the findings, a future 
study could extend the sample of tourist and use a random sample. Lastly, this study focused on examining the 
behaviors between Chinese and non-Chinese. Future studies could assess the different Chinese cohorts and 
non-Chinese cohorts through self-evaluating surveys so that results can be more specific and accurate, also as a 
good way to make a comparison of this survey. Acquiring an understanding of the potential sources of customers 
will shed some light on how casino operators can better serve these markets. Future studies are required to 
explore and understand the range of subculture behaviors, and the managerial implications. 
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