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Abstract

An increasing number of mainland Chinese tourists coming to Taiwan offer material benefits
for many vendors on Taipei’s night markets. Using in-depth interviews, this thesis examines
the effect of mainland Chinese tourists on attitudes of the night market vendors on Ningxia
Night Market in Taipei on China related topics. The difference in economic transactions with
Chinese tourists offers a possibility to study the influence of the related rational incentives
and contact on policy attitudes and opinions toward: Chinese tourists, cross- Strait economic

integration and the alienation from the PRC.

Taking into account the variables of business transactions and identity the study analyzes 22
interviews of night market vendors and suggests that vendors with more business transactions
with Chinese tourists tend to have more favorable views on two of the three investigated
attitudes. Vendors with more benefits from the increase in tourists also show a considerable
amount of pragmatism in their opinions, which leads this study to assume a strong positive
influence of economic incentives when compared to another possible factor like contact.
While negative effects can be caused by identity, contact and incentives, the positive

influence in this framework seems to be mainly affected by the incentives.

Keywords: Incentives, Identity, Contact, Night market, Public opinion, Attitudes toward
China
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1. Introduction

“The current phase of cross-Strait relations is fundamentally one of ‘political

confrontation with economic integration.”” (Wu 1997).

The economic interactions across the Taiwan Strait “will determine the future of

cross-Strait relations” (Keng, Chen, Huang 2006).

Within the complex field of Cross-Strait relations, the aspect of the Cross-Strait integration
has become increasingly important. Especially after the implementation of the Economic
Framework Agreement (ECFA) between the governments in Taipei and Beijing, a new phase
of economic interaction has been engaged. While many studies try to answer questions
regarding the Cross-Strait policy by treating the two involved states as unitary actors, this
study will follow a different approach and focus on factors outside of the traditional “state”.
Economic interactions are dependent and closely tied to the public opinion in Taiwan. Since
Taiwan is a democratic country and its government is elected by democratic institutions, the
public opinion can directly and indirectly influence government and government policies
(Page, B. I., & Shapiro, R. Y. 1983; Sheng 2002).

During the last couple of years, an increasing number of Chinese tourists have come
to Taiwan. Responsible for this development has been a series of agreements between the
governments on both sides of the strait in close relation to the Economic Framework
Agreement (ECFA), which made it possible for mainland tourists to visit Taiwan. The first
step of this happened in 2008 after the election of president Ma Ying-jeou. Ever since, the
number of tourists has increased substantially and now reached over 2.5 million during the
year 2012 (Mainland Affairs Council 2013A). First, Mainland Chinese tourists were only
allowed to come to visit in groups, but this has been further relaxed in the year 2011. Now

individual travels are also possible (Chan 2012).



Some of the main attractions for the tourists are the popular night markets in Taiwan,
which are being visited frequently. In 2011, 73.99% of all interviewed inbound visitors to
Taiwan said that they would participate in night market sight-seeing, which was only
outranked as most favored activity by “shopping” (Ministry of Transportation and
Communication, Tourism Bureau 2011). Some of these night markets are being visited by
very large numbers of visitors and benefit directly from their spending. While no actual data
on the average spending for night markets exist, a tourist coming from China spent 270 USD
on average per day in 2011 and a part of this spending is being done on night markets

(Ministry of Transportation and Communication, Tourism Bureau 2011).

Using in-depth interviews, | will try to examine the effect of the Chinese tourists on
the public opinion of the night market vendors on Ningxia Night Market in Taipei. | want to
study the attitudes among those vendors on cross-Strait related issues and try to assess the
question whether these are being affected by the presence of tourists or not. The increasing
number of Chinese tourists offers material benefits for many vendors on Taipei’s night
markets. The difference in economic transactions with Chinese tourists offers a possibility to
study the influence of the related rational incentives and their effect on policy attitudes and
opinions. Night markets are a good object to study, because they offer a good and easily
accessible environment to directly assess the impact of tourists resulting from cross-Strait
economic integration and government policies. Especially for the rather low income workers
on night markets, of which many operate their own business, the increased number of
customers matters and directly affects their income.

| set up a framework to study the economic benefits for the vendors on Ningxia Night
Market and check for the influence of those different levels of business interactions with
mainlanders on different levels of attitudes. The attitudes | am interested in are directed
toward Chinese tourists, cross- Strait economic integration and the alienation of the
Taiwanese people from China. Do vendors, which benefit more from Chinese tourists, adopt
a different view on the visiting tourists? Do they take a more favorable viewpoint on cross-
Strait economic integration? Do the material benefits and the gains from Chinese tourists on

those night markets alter their feelings of alienation from the mainland? And finally, do the



vendors themselves think that the presence of tourists has altered their political attitudes and
opinions? All these are questions, which | want to be able to answer for the small sample of

night market vendors in this study.

The influence of tourists on the attitudes toward cross-Strait related issues can be
cause by two different factors rational incentives and the contact between the two groups
with each other. Different levels of affective identity among vendors also have to be taken

into account and included into the study.

The structure of this thesis is as follows: in the second chapter, | will briefly discuss the
main variables, related literature and include all the main theories, which are important for
this work. The research framework of this study follows in section three and is followed by
an overview of the research methods and the analysis of the interviews in section four.
Section five concludes. References and the appendix can be found in sections six and seven.
Before introducing the framework, a short outline of the general situation is given to clarify

the background conditions of this study.

Background Information

The Economic Cooperation Framework Agreement (ECFA) as the main agreement of
cross-Strait economic integration is probably one of the most important agreements in the
history of Taiwan. After the diplomatic ties between Mainland China and Taiwan had been
significantly improved and the KMT had come back into power in 2008. The ECFA was
signed on June 29" 2010 in Chongging. This agreement is a preferential trade agreement
between the two countries and marks a policy shift. Tariffs have since been reduced and
commercial barriers removed to facilitate closer economic ties between both countries
(Hong, 2010) and during the following negotiations tourism from Mainland China to Taiwan

also has been liberalized.

Official documents advertise the framework agreement vehemently and speak of it as
“creat[ing] unprecedented opportunities for Taiwan’s economy” (Org, E. C. F. A. 2010).

Unlike more common Free-Trade Agreements, ECFA had no definite content or timeline



other than an “Early Harvest List”. However, it contained the intention to negotiate further
agreements, of which today several already have been signed and others are currently still
under conciliation. These post-ECFA negotiations will have a considerable impact on
Taiwan’s economy and they are intended to ultimately open up substantially all trade (Hong,
2010).

Whereas ECFA is perceived very positively in foreign countries and China, the most
debates about it happen to be right within the domestic politics of Taiwan. Concerned about
the security of their country and in opposition to the former enemy of the civil war, people
often fear the economic interdependence between China and Taiwan. The gradually deepened
economic relations ECFA would bring about might be used by China to “force, coerce and
manoeuvre toward unification” (Armstrong, 2010:5). Proponents of this argument fear the
assymetric relationship caused by the size of China and its growing economy and that this
progress might give China power over domestic economy and politics in Taiwan. Other
scholars see this issue rather relaxed and propose that closer economic relations would also
make Taiwan more valuable to the mainland and more dependend on it or even that Taiwan

itself might get political leverage from the interdependence with China (Armstrong, 2010).

One source of this fear obviously is the role of identity, or in the terms of this study’s
framework: the affective identity, in Taiwan. Another major argument is concerned with the
development after ECFA is signed. ECFA is widely believed to offer a new basis for other
states to take Taiwan as an economic player into account more seriously. At the moment,
Taiwan’s ability to sign FTAs with other countries is seriously limited by its international
relations to other countries. Before the signing of ECFA, Taiwan had only engaged in FTAS
with Peru, El Salvador, Honduras, Guatemala, and Nicaragua (Armstrong, 2010). These are
not major trading partners. But every other intent to sign trade agreements with different
countries has been threatened by China. All of the above named countries, which have signed
FTAs with Taiwan, have also diplomatic relationships with Taiwan and not with China. Every
country with diplomatic ties with China is put under pressure to not engage in these kind of
activities with Taiwan. Therefore, the preferential trade agreements of Taiwan have not really
been significant enough to seriously boost the trade volume of Taiwan. Many analysts hoped

to see a change in this regard after ECFA has been implemented, because the normalisation



of economic relations across the Taiwan Strait might allow Taiwan to engage especially the

East-Asian region much more substantially (Armstrong, 2010; Chen W.).

But the possibility of Taiwan to actually follow up on ECFA with similar libaralization
agreements with other economies without interference from China has been a difficult
question (Rosen & Wang, 2010). The reasoning behind this debate is the claim that by
signing further FTAs, Taiwan could not only boost its trade and subsequent its economy, but
that by engaging in these kind of agreements it could also lessen the interdependence on the
Chinese market. FTAs could function as strategic policies to prevent Taiwan from being
marginalized in international trade. Especially the “ASEAN plus One”-FTA (the ten ASEAN
states plus China), which was implemented in the same year as ECFA (2010), and the
possibility of an ASEAN plus Three FTA region (in addition including Japan and Korea),

would put Taiwan under pressure economically.

The probably most important positive arguments for signing ECFA have been made
about the estimated Effect of ECFA on the economy. Predictions have been made about
different industry sectors, which should benefit from the agreement (textile, basic iron and
steel, petroleum and coal product manufacturing industries, plastic material and automobiles)
and which should suffer from the competition (electronics, transport equipment, wood
product manufacturing industries) (Hong, 2010). In general, the domestic demand-driven
sectors of the industry, small and medium enterprises, and downstream companies in specific
industries were identified as most vulnerable (Hong, 2010). The also potentially difficult

sector of agriculture is left out of the early agreements and stays protected.

These effects of the free trade agreement with China might very well impact the public
opinion of ECFA. Looking at the rational incentives for different kinds of industrial sectors
or people, we assume that a more favorable opinion about ECFA is being held by those

industry sectors and people, which can look optimistically at the future development.

If we categorize these opinions about ECFA, we can see different arguments for and
against cross-Strait economic integration. We can broadly classify these arguments in
economic (or rational) arguments and value (or symbolic) arguments. National identity,

nationalism and the perception of China as a threat to Taiwan do significantly influence the



public opinion about ECFA, facilitate protectionist agendas and a rather negative view of
Mainland China. But if we look at the material incentives included here, we can see that for
economists, disregarding all of the security issues or value-based arguments against ECFA

propose a purely economic viewpoint and would stress the maximizing of general welfare®.

It is probably no coincidence that ECFA, embedded in a general improvement of cross-
strait relations, was signed in the aftermath of the 2008 global financial crisis. While there
might be pros and cons to every agreement on trade, the general view of scholars predicts
that a FTA can boost business for both partners and benefit the economy (Hong, 2010;
Armstrong, 2010; Chen W.; Rosen & Wang, 2010). This may be even more true, if we look
at the “combination of economic complementarities [...] and geographic proximity as well as
psychological distance” (Hong, 2010:4). Taiwan and China’s economy are highly
complementary. While Taiwan has advantages in high technology and skilled labor and is
more industrialized, China can conversely offer high abundance of unskilled labor and low

cost production (Armstrong, 2010).

Turning to actual data-based predictions, we find several studies estimating the effect of
ECFA on the domestic economy of Taiwan. The Chung-hua Institution for Economic
Research (CIER) has predicted that Taiwan’s economy will grow from 1,65% to 1,72% after
signing the ECFA and domestic GDP will increase from US$ 6.9 billion to US$ 7.1 billion.
Employment is foreseen to rise by 257,000 to 263,000 people and each of those factors will
positively affect Taiwan’s economic performance (Cited in: Org, E. C. F. A. 2010).

Therefore, we can see that rational incentives should lead to a rather positive view on
cross-Strait economic relations and probably the image of Mainland China in general. In
contrast, affective arguments and security concerns would influence the public opinion in a

negative way and lead to a more negative view on cross-Strait economic integration and the

! While economists disagree on many different issues, the topic of trade is being debated mainly
technical. Although this issue is highly disputed among the public, we can find a mainly universal consensus
about the quality of international trade: Free trade is a good thing (Mayda & Rodrik, 2005). While we can find
many views favoring protectionist viewpoints in politics, the scholars agree upon the fact that international
trade maximizes the overall wealth and, therefore, should be adopted by all countries.



image of Mainland China. Thus, | expect the view on cross-Strait economic integration to be
mainly influenced by rational incentives and affective identity. By looking specifically at the
role of the tourists, | hope to see, whether the night market vendors in Taipei, which benefit
from the increased amount of Chinese tourists in Taiwan, respond to these material
incentives and the contact with tourists and hold different views than their counterparts,
which do not enjoy the same benefits. We now turn to the literature regarding this topic and

to clarify the main terminology and variables used in this study.



2. Literature Review

CEIMEEA] ) BT RUMERRE] ) RN AT BUAER T W (EA [F AR S e o A
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»Rational incentives* and ,,emotional identity recently have become two
different theoretical directions within political science. No matter if in the realm
of private actions or in the public realm of political-social actions, people always
are being influenced simultaneously by emotional values and material interest
and these two motivations are often times very much entangled and hard to
analyze separately.

(Wu 2005)

Like described by Wu Naide in the citation above, Taiwanese politics, or better: the interest
of vote maximization and winning elections for the political parties in Taiwan, has been
described by many scholars as an issue, which is affected by mainly two forces: “rational
incentives” and “affective identity” (or emotional identity). These are being recognized by
many scholars as the powers, which determine the public opinion in Taiwan and face each
other antagonistically (see the following articles: Wu 2005; Chen, Keng, Tu, Huang 2009;
Keng, Liu, Chen 2009; Liu, Keng, Chen 2009; Chen, Keng, Wang 2009; Keng, Chen, Huang
2006).

The prevailing view suggests that rational incentives, such as economic interest,
influence the view of the public on cross-Strait Economic exchange and China positively,
while an “affective identity” (holding a Taiwanese identity) accounts for a more negative

view of cross-Strait economic exchange or China in this process (Keng, Chen, Huang 2006).

The terms “material interest” and “affection” for this issue in the context of Taiwan
have been coined by Wu Naide in his article “Romance and Bread: A Preliminary Study of
the Identity Change in Taiwan” (“ZHELELE % © IR &SRR RIEL FEREE Wu

2005), but there is a wide range of different translations for these terms in the literature on



the topic. While the “romance” (affection) and the “bread” (material interest) in the title of
Wu Naide’s article itself also are being used as descriptions of the two forces, we find terms
like “sense” and “sensitivity” (Keng, Chen, Huang 2006), “idea” and “practice” (Liu, Keng,
Chen 2009) or “pragmatism” and “principles” (Keng, Liu, Chen 2009). All of those terms do

point at the same antagonism between the “rational interest” and the “affective identity”.

A large body of scholarly work is devoted to the question, which of the two factor’s
influence is larger. What these papers have in common, is the notion that they all find that
both, “rational incentives” as well as “affective identity”, do influence the public opinion on
cross-Strait related issues (Keng, Chen, Huang 2006; Keng, Liu, Chen 2009; Chen, Keng,
Tu, Huang 2009; Liu, Keng, Chen 2009; Chen, Keng, Wang 2009; Keng, Chen 2003). What
those articles differ in most of the times, is the degree of influence that is attributed to the
two factors and sometimes also the quality of that force. Some articles suggest that the
affection or group identity, which is supposed to lead to a rather negative view of cross-Strait
economic integration, is the dominant one and is responsible for the public opinion on that
topic and the rational incentives only play a minor role in the process (Wu 2005; Chen, Keng,
Tu, Huang 2009; Keng, Chen & Huang 2006).

Some of those scholars even think that group identity and “symbolic factors” actually
underlie and form the foundation of the rational self-interest. In this view, the affective
powers do actually decide which rational and material incentives we regard as favorable and
which ones we do not. (For a good discussion of this topic refer to: Chen, Keng, Tu, Huang
2009).

On the other side are the theorists, who focus on the rational incentives and think these
motives are the most important in forming the public opinion about cross-Strait economic
exchange (Keng, Chen 2003). Concerning the quality of that force, there are also theories
supporting the directly opposed argument of the proponents of the above stated “affective”-
argument. Those theorists hold that the affective powers are, in fact, caused by group interest.
Building on the work of Russell Hardin, these scholars hold that beneath the level of personal
benefits and personal incentives there is also a societal or group incentive, which shapes the

long-term identity and, therefore, can also account for the dimension of the affection in
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public opinion (Hardin 1995; Funk, C. L. (2000); Chen, Keng, Tu, Huang 2009; Keng, Chen,
Huang 2006).

In this study we can find both of these major factors as important concepts. The
increase of Mainland Chinese tourists coming to Taiwan allows us to study the effect of this
development and the importance of both factors on this issue. The purpose of this study is to
measure the influence of Chinese tourists on the attitudes of vendors and get a better
understanding of their thinking and the change of their opinions. Therefore, I will first
introduce and set up a framework for the study of tourists influence on vendor’s attitudes and
develop a working definition for the dependent variables: attitudes on cross-Strait attitudes.
Then I will turn to the independent variables (identity and business with tourists), before

concluding this chapter and introducing the research framework.

2.1 Public Opinion on Cross-Strait Issues

Although much literature exists on the unification/ independence issue and it is one of the
core questions in Taiwanese politics today, for this study the primary focus will not be on
this topic. This issue has been present for many years and is highly politicized. Scholars like
Sheng showed that a close relation between the respondent’s identity and their views on this
issue exist (Sheng 2002). The present study has a different approach and wants to specifically
analyze the attitudes of night market vendors and the changes in these opinions. Thus, it
focuses on attitudes, which are influenced by short-term impact. Those longer lasting policy
issues like unification/ independence might not be influenced directly by the tourists and,
therefore, their influence might not be visible here. Studies find significant influence of
short-term variables like rational incentives on the image level, but most of them fail to
recognize significant changes on the level of (political) identity (Keng, Tseng 2010). In the
context of the present study, | will, thus, focus on other areas of attitudes. The main emphasis
is put on questions regarding other contentious issues with a more immediate and short-term

oriented background, which can be seen as belonging to the image level instead of the
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identity level. For this purpose, the study concentrates on three issues: Attitudes toward

Chinese tourists, economic interactions with China and political opinions on China.

Attitudes Toward Chinese Tourists

While there is substantial literature on Taiwanese politics and cross-Strait related
issues, the views of the Taiwanese public on China and the Chinese people has not been
studied as thoroughly. This is astonishing because this aspect of public opinion could also
give interesting insights into other areas of research on this topic. Among the few recent
accounts of public opinion of Taiwanese people toward other countries is the work of Gries
and Su (2013). In their paper, they show that Taiwanese people tend to have negative
feelings toward China, which ranks second last only before North Korea in a ranking of
attitudes comparing 19 countries conducted in 2011. While, not surprising, Taiwanese people
on average felt the warmest toward their own country, China ranks low in absolute and

relative terms.

For the present study, the attitudes about the Chinese tourists will be among the most
important measures of attitudes. Although no substantial body of research exists to compare
results with other studies, the everyday presence of the mainlander tourists on the night
market should invoke strong attitudes among most vendors. While some vendors might have
no interest in economic or political affairs, this issue directly affects their working situation
on the night market and, therefore, strong reactions are expected among the vendors. The
results of Gries and Su’s study also suggest that the attitudes on Chinese people should tend

to a more negative view.

Cross-Strait Economic Integration

The pace of trade liberalization with mainland China has been a contested issue in the

Taiwanese public. Since president Lee Teng-hui announced the “no haste, be patient” policy
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in 1996, there has been discontent among many of the Taiwanese businessmen and
repeatedly demands for trade liberalization have been issued (Sobel, Haynes & Zheng 2010).
But polls show that protectionist views have been dominant all throughout the 1990’s and the
early 2000’s. Only then leading up to the year 2007, the support declined to 44% and the
percentage supporters of cross-Strait economic integration increased from 18% in 2003 to
42% in 2008 (Sobel, Haynes & Zheng 2010). Since then, the majority of Taiwanese people
prefer a modest trade liberalization of cross-Strait economic integration. According to
statistics of the Mainland Affairs Council, we can see that the pace of cross-Strait economic
integration seems to be just about right for about 45% of the people (Mainland Affairs

Council 2012) and has a rising tendency since the ECFA has been signed in 2010.

To explore the attitudes of night market vendors on this issue will hopefully give
some more insights into the influence of their economic incentives. The specific focus on the
economic side might be also favorable for this study, because it addresses rather the short-
term benefits of the people. The nature of this issue as an economic one also leads us to

expect rational incentives as being especially important for this question.

Alienation of Taiwanese People From China

Another set of attitudes, | want to address, is the alienation of Taiwanese people from
China. This question is also related to the complex area of cross-Strait relations and, just like
for the issues of attitudes toward tourists and cross-Strait economic integration, should
highlight the short-term prospects rather than the long term expectations. While attitudes
toward tourists touches primarily upon the personal feelings of the vendors and the issue of
cross-Strait economic integration is primarily an economic issue, the alienation from China

can be seen as a first and foremost political topic.

Just like the questions on cross-Strait economic integration, this issue has been
studied intensively by several institutions and, again, we can use the data of the Mainland
Affairs Council to observe the development over the last couple of years. Sobel, Haynes and

Zheng observe “significant movements in the percentage of the Taiwanese public” (Sobel,
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Haynes & Zheng 2010: 14) on this topic during the years from 1998 to 2004. At the end of
this period, we find that 62% of people saw the relations between China and Taiwan as
hostile during spring 2004 (Sobel, Haynes & Zheng 2010: 14). Looking at current data, we
find that the percentage has dropped since then and currently resides at 43.9% (Mainland
Affairs Council 2013B).

2.2 Affective Identity

As mentioned in the introduction, the affective identity is often regarded as one of the two
major factors influencing the opinion toward cross-Strait related issues in Taiwan. Together
with rational incentives, affective identity can be seen as influencing the public opinion on
China related issues. Both forces represent distinct traditions of theoretic thought within the
political science tradition. While rational choice theory predicts that the rational interests of
individuals will shape their public opinion and that the desire to maximize the self-interest
accounts for the political activities of people, the symbolic politics thesis gives support to the

affective identity as an important factor.

David Sears and others have developed this idea as an antagonistic force to rational
behavior in public opinion. Symbolic politics as defined by Sears argues that symbolic and
affective attitudes shape political behavior. These attitudes are not as much influenced by
short-term consideration like rational behavior is believed to be, but rather formed through
socialization and during early childhood. Therefore, it is also harder to change and can be
seen as a factor, which has a long-term influence (Sears, Lau, Tyler & Allen 1980; Sears &
Funk 1990; Edelman, M. 1985).

In the tradition of symbolic politics, “people acquire stable affective preferences
through conditioning in their pre-adult years, with little calculation of the future costs and
benefits of these attitudes” (Sears, Lau, Tyler & Allen 1980: 671). Among those preferences
the most important ones are those, which are rather general predispositions like party

identification, ideology, nationalism or racial prejudice. Political attitudes are being formed
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according to long-term predispositions and values about society and politics and the
similarity of symbols in policy issues and the long-term values determines the political action.
Short-term considerations do not play an important role in this view and “political and

personal lives exist largely isolated from one another” (Sears, Lau, Tyler & Allen 1980: 671).

In the context of the present study, it is important to address the role of the affective
identity. As argued by Wu Naide and others, it might play a major role as an independent
variable. While the economic incentives generated by the mainland Chinese tourists, might
influence certain vendors attitudes positively, the affective identity dimension is believed to
have a rather negative influence on public opinion toward the cross-Strait economic
integration for people holding a Taiwanese identity. The group, personal, and political

identities of respondents might also have a large influence of their choice of attitudes.

The purpose of this study, however, is to address the short-term considerations of
vendors and to analyze specifically the role of the Chinese tourists. Because it is the
influence on short-term attitudes and opinions is important to us, the affective identity is
designed to be a rather constant factor, which should not be affected by the everyday
business transactions and remain largely unchanged. Because of the nature of affective
identity and its development being largely conducted during socialization and pre-adult years,
we can assume that the identity of the vendors did not change significantly during the two to
three year period, in which the main increase in Chinese tourists happened. This is not the
case for the second and main independent variable of this study: the business transactions

with Chinese tourists.

2.3 Business Transactions with Chinese Tourists

The main independent variable in this study will be the amount of business transactions of
the different vendors with Chinese tourists. The measurement of this variable will provide the
means to group the vendors into different “economic benefit groups” and to see if the amount

of business transactions influences the views of the vendors in any way. According to many



15

theorists and as we have seen before, the public opinion in Taiwan is believed to be
influenced mainly by the factors of affective identity and material incentives. The amount of
business transaction or the economic benefit of the vendors is obviously very closely
connected to those material incentives. Every business transaction is a favorable event for the
vendors, because they earn money of the Chinese tourists. Therefore, one might consider the
business transactions and the material incentives as one and the same. However, in the

present framework, this assumption falls short of another important factor.

When assessing the influence of economic incentives on the night market based on
the business transactions with Chinese tourists, we would not only measure the economic
incentives alone. Other than the pure economic business transaction, there is also a different
factor, which will distinguish vendors with many Chinese customers from their counterparts.
They do not only get economic benefits, but by being involved in those business transactions
with them, the vendors also might get exposed to the tourists more often than the vendors,
who do not enjoy the same business with the mainlanders. Economic incentives and contact
are highly correlated in this situation and are embedded in the whole process of the business
transaction itself. While this process naturally incorporates some kind of contact as well as
economic benefits, the concept of those two ideas is very different. While it is impossible to
measure these two concepts separately in the current framework, it is still necessary to
distinguish them conceptually, if we want to explore the influence of both factors alone.
Therefore the variable of business transactions with Chinese tourists has to rely upon two
separate concepts, if we want to clarify the effect of those business transactions and shed
light on the quality of the nature of those transactions. Starting with a conceptual assessment

of the material incentives this chapter aims at clarifying this complicated relationship.

A key assumption in rational choice theory for political behavior is that individuals
constantly try to maximize their self-interest. This also applies for political behavior and,
therefore, predicts that people will act politically according to their own personal benefit and
choose the actions, which provide the greatest personal benefit for them (Downs 1957). This
argument has been very common ever since it gained popularity, but as some authors note,

can also be found in as early works as those of Thomas Hobbes (Funk 2000; Mansbridge
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1990; Monroe 1991). For the research on public opinion, this question has also been a central
one and the question whether people’s beliefs and behavior are guided by rational incentives
and self-interest has been prominent in “virtually every Western moral philosophical and
psychological theory” (Lau & Heldman 2009: 513; Sears & Funk 1991).

The definition of self-interest is a complicated one, but | would like to adopt the
working definition of Sears & Funk as the “(1) short-to-medium term impact of an issue (or
candidacy) on the (2) material well-being of the (3) individual’s own personal life (or that of
his or her immediate family)” (Sears & Funk 1990: 247). This definition includes three basic
psychological assumptions: “the idea of materialistic hedonism ... the idea of egotism ... and
the idea of rationality” (Sears & Funk 1990: 247) and excludes other possible factors of self-
interest like long-term considerations, non-material aspects of well-being and interests that

affect well-being of the individual’s groups, but not the individual itself.

Rational incentives will be the first part of the main independent variable of this study.
Special regard will be directed toward the dimensions of past or retrospective considerations
(i.e. experiences) and present or prospective rational incentives (i.e. future expectations). The
distinction between retrospective and prospective considerations on the rational incentives is
important because both differ in their purposes: Looking back retrospectively, “allows people
to express their pleasure or dissatisfaction with what the government has done” and, thus,
they are “potentially a means of holding the government accountable for economic
conditions” (Conover, Feldman & Knight 1987: 559). In contrast, prospective evaluations
allow people to express their view about preferences for future economic development and,
therefore, those are rather a “means of shaping economic policy” (Conover, Feldman &

Knight 1987: 559; Chappell & Keech 1985).

According to rational choice theory, vendors with more business transactions with
Chinese tourists, therefore, should be influenced positively in his attitudes. The material
incentives they get from this relationship should cause them to alter their attitudes and
opinions. This is also the assumption, which has been used by Wu (2005) and many others in
their assessment of the public opinion in Taiwan. Although the effect of the incentives is

supposed to have a positive effect only, matters are very different for the other aspect of the
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business transaction. Contact, on the contrary to material incentives, might influence attitudes

as well and can have a positive and/ or negative influence.

When we look at the work of Gordon Allport, who developed the “contact
hypothesis” we can find some explanations for this. In his “contact theory”, Allport proposed
that prejudice reduction would occur when members of divergent groups met and developed
relationships with members of the out-group (Allport 1954). Today many researchers have
provided empirical research to support this core proposition in situations where four key
conditions are present: equal group status within the situation; common goals; intergroup
cooperation; and the support of authorities, law, or custom (Brown & Hewstone 2005;
Pettigrew 1998). Therefore, many researchers hold that by increased contact between two
groups, the prejudices and attitudes toward the out-group will change to a more positive

status.

But, as Pettigrew & Tropp (2006) show, the contact hypothesis can also have a
negative impact. In fact, Paolini, Harwood & Rubin (2010) demonstrate that the negative
effect of intergroup contact might even overshadow the positive effect. They predict that
negative contact makes individuals more aware of their respective group memberships and

confirm this prediction in two studies (Paolini, Harwood & Rubin 2010; Barlow et al 2012).

This theory does not exactly apply for the present study. Starting by the four core
propositions of contact theory, we see that in the relationship between China and Taiwan, not
all of those propositions apply. The conditions of an “equal group status within the situation”
and “support of authorities, law, or custom” are at least questionable. But for the “common
goals” and the “intergroup cooperation” the matter is different and it is safe to say that there
are considerable differences between both of the groups. This evokes problems with the
framework of contact theory, especially as a positive force. Even more importantly, the
contact theory also implies “contact” as its most important aspect. While there certainly exist
business transactions between both of the sides, this is a very limited experience in terms of
time period and quality and it is not sure if the term “contact”, like it is used in the above
cited works, even applies to this kind of transactions and can be seen as a process of

“developing relationships” as Allport (1954) suggested. As there are many prejudices about
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Mainland Chinese people in Taiwan and the political situation — as well as the historical
developments — have shaped the image of Chinese people significantly (for this also see:
Gries and Su 2013). The special situation between those two states and the very limited

version of a “contact” speak against a useful effect of this theory in the present case.

However, we cannot completely disregard the possibility of the contact among
vendors and tourists as being important in this framework. But since the theory as developed
by Allport does not seem to apply to the present situation, | will consider a limited version of
this concept, which is derived by Allport’s ideas and the possible influence to the positive
and negative side on the attitudes of the vendors. To shed light on the issue and because of
the difficulties of measuring contact and incentives separately, | will measure the business
transactions of vendors as a whole and then make use of the qualitative set up of this study to
look into the answers of vendors to try to differentiate between arguments, which do suggest

a role of incentives, and arguments supporting the role of the contact.

2.5 Hypotheses

By using the research framework outlined above, | want to try to assess the influence of
Chinese tourists on the attitudes of night market vendors in Taipei. The set up should allow
me to gain insights and to understand how the presence of mainland Chinese tourists on the
Ningxia Night Market affects the opinions and attitudes of Taiwanese vendors. Therefore, I
will start from an evaluation of vendor’s affective identities and then look at the amount of
business transaction with the Chinese tourists and categorize the vendors into three distinct
groups. A discussion of the vendor’s attitudes toward Chinese tourists, cross-Strait economic
integration and alienation from the PRC then gives us the chance to compare the attitudes of
vendors with their level of business transactions. At last, an assessment of the quality of the
answers on the attitudes will be used to further differentiate the amount of business

transactions influence into the effects of incentives and contact.
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Through this analysis, | hope to see whether vendor’s responses show a relationship
between the business with tourists and their attitudes on the three China related issues and,
thus, gain insights into the quality of this relation for the three different aspects of the
attitudes. By looking deeper at the motivation and reasoning behind their answers | hope to
clarify, whether the attitudes are solely influenced by economic incentives or if contact with
the tourists is also an important factor in this situation. At last, vendor’s self-assessment of
the influence of the tourists on their attitudes will be analyzed and a comparison of their

answers and the empirical results will be drawn.

| expect the vendors with more business transactions with Chinese tourists to express
more positive or moderate views than those with less benefits (Hypothesis 1). This reflects
the assumption that the business transactions with Chinese tourists have a positive effect on
the attitudes toward China either through contact or economic incentives. As | expect the
effect of incentives to be stronger than that of the contact, those same vendors of the high
benefit group should also show a considerable amount of pragmatism and use economic

arguments to support their views (Hypothesis 2). This can help to show that the contact as a
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possible factor within the business transactions does not have a positive effect in the situation

on the night market or at least is less important than the effect of the economic incentives.
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3. Research Framework

The basic idea of this study is to explain how mainland Chinese tourists in Taiwan influence
the images and attitudes on cross-Strait related issues among night market vendors in Taipei.
As expressed earlier, this study wants to look especially at the economic incentives and the
contacts of the Taiwanese vendors and observe their effects by comparing the opinions of
vendors with a different exposure to Chinese tourists. In the following section, | will

introduce my framework for the in-depth interviews.

There are many reasons why | decided to look at night markets for the empirical part.
Although this choice might not immediatly come to mind for some, it can serve as a very
good case study, when doing research on economic incentives and attittudes in Taiwan. This
is because many of the background conditions are very favorable for the researcher. First, all
the study objects are located in a somewhat confined area and have very similar business
conditions. Logically, all of the businesses on a night market mainly open for the same hours,
offer very similar goods, and — most of the time — try to address a similar customer base. On
top of that, one can expect that vendors themselves also tend to have a largely similar
background. Most of the people working in a restaurant or food both of the night market
probably do not have any college education and have similar career options, fall generally in
a similar age group and also seem to roughly have similar ethnic backgrounds. All these
factors allow for a very good comparability and allow us to focus on the main variables while

minimizing the outside factors.

The second very big advantage that night markets in Taiwan offer for this research is
the good environment to study the influence of Chinese tourists. While many night markets
have been around for some decades, there have been very recent changes and some of the
markets have seen a sharp increase of mainland Chinese tourists. Because this increase of
tourists in Taiwan is very well documented and night markets are among the prime
destinations for many of the tourists, this offers a very good chance to study the change in
incentives and related attitudes among those vendors. In addition, business transactions with

the Chinese tourists also affect different night markets and different businesses in a non-
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uniform way. While some night markets register a large increase in tourists, others still

mainly serve to local customers. Although some businesses are very popular among tourists,
others are not and mostly frequented by the locals. This variation in benefit situations among
a comparatively unitary group of vendors, allows for a prime environment to study the effect

of Chinese tourists on the attitudes of vendors on China related issues.

For my case study, | am going to look at Ningxia Night Market in Zhongshan District
of Taipei. Ningxia Night Market offers the researcher all of the above described advantages
of night markets and further adds some specific ones, which make it an even better object to
conduct research. Located in an area close to the city center, but not in direct contact to any
of the major tourism sites, Ningxia Night Market has established itself during the 1940s and
ever since attracted customers. The main business always has been food and this is the case
until today with few exceptions of other businesses around (Zhang, Pan 2013). While the
night market always attracted some tourists, it never really has been one of the top
destinations for them and cannot be compared to night markets like the famous Shihlin Night
Market. This continues to be the case until today, although the number of mainland Chinese
tourists increased by a huge share and now makes up an estimated 30% of the customers on
the night market (Lin Dingguo, personal interview, June 7™ 2013). While other night markets,
like the one in Shilin, always attracted very large number of foreign tourists, the scale of the
development and increase of tourists on the Ningxia Night Market is very new for the
vendors. For the research, this is a very good situation. These changes allow us to assess the
changes and problems of the vendors with this development and to study these changes and

its effect on attitudes over a period of time.

Another interesting feature of Ningxia Night Market is the fact that it has been
established for a long time and presently also has a very low turnover rate (only about 10%
of the businesses change per year; Lin Dingguo, personal interview, June 7" 2013). This
means that most of the vendors are working on the night market for several years and gives
business owners a good idea of the general business situation and future prospects. It is also
important, because almost all of them were around to see the inrease in tourists by

themselves and they are able to compare the situation today with the business of former years.
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Apart from increase in tourists and the turnover rate, the location of Ningxia Night
Market also offers benefits for the empirical research itself. The night market is located
almost entirely on Ningxia Road and stretches out in a fairly uniform way. In contrast to
many other night markets with a large number of small alleys and sometimes confusing
structure, the location of the booths in Ningxia Night Market should be less important than
on other comparable night markets. The composition of vendors and businesses also seems to
be very consistent and offers a good environment to conduct interviews and assess our main

variable of economic incentives.

The empirical research for this paper has been conducted by using qualitative
interviews of the vendors and business owners on Ningxia Night Market. Each of the
interviewees has answered a set of questions and was asked to elaborate on the topic
whenever possible. Interviews lasted about ten to fifteen minutes and concentrated on the

following issues.

3.1 Dependent Variable: Attitude Toward Mainland China

Different questions on the attitudes toward mainland Chinese tourists and cross-Strait
economic integration, and level of alienation of Taiwanese people from the PRC shall help us
to get a picture of respondents’ political views and attitudes. A special attention has been
directed toward the changes of attitudes over time in all three cases. By comparing the results
of these questions with the respondents economic benefits from the Chinese, we then can
analyze those two variables and by evaluation of respondents’ answers also get insights into
the nature of this relationship. To further examine this relationship, questions about this

relationship itself has also been asked and can shed additional light on this issue.
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3.2 Independent variable: Affective Identity

The identity of vendors on different levels is used as a measure of their affective identity. As
we have seen, the term affective identity revolves around “stable affective preferences” and
Is a rather long-term development, which is being conditioned during pre-adult years.
Therefore, the measurement of identity used in many works on cross-Strait relations seems to
be useful (Chen, Keng, Tu, Huang 2009; Keng, Liu, Chen 2009). In these articles, the
identity of subjects is divided into three different levels: group identity, personal identity, and
political identity. All of those can be seen in the context of symbolic politics and help us to
understand the affective identity of the night market vendors. Questions on the ethnic
background will account for the personal level, questions about the identification as
Taiwanese, Chinese or both will give us information on the group identity and, finally,
questions on the party identification will be used for information on the political level of
identity.

3.3 Independent Variable: Business Transactions with Chinese Tourists

The second independent variable in this study will be the business transactions of the vendors
at Taiwanese night markets with mainlanders. The measurement of this variable will be
based on a self-assessment of the vendors of the night markets. Questions regarding the
business activities with Chinese tourists have been asked to clarify the amount of business
transactions and to evaluate the level of economic benefits each particular vendor enjoys. To
further clarify the matter, vendors also have been asked to estimate the share of Chinese
customers in their business and been evaluated according to this. A last question asked if in a
hypothetical scenario (suddenly no customers from mainland China would come to Taiwan)
the business of vendors would suffer. These assessments help us to group vendors
accordingly and establish different “benefit groups” divided by their respective amount of

business with the tourists.
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Another way to assess the economic transactions is to look at the different kinds of
businesses. One can expect certain kind of vendors to gain more from the Chinese tourists
than others. Especially vendors, which are selling fruit or Taiwanese delicacies, profit from
the mainland visitors. Businesses with larger food portions, which take more time to
consume, or businesses, which offer textiles or other non-food items, are also expected to
benefit less from the tourists, while food stalls with fast delivery and smaller portions or

souvenir shops will benefit more.

As has been outlined in the theoretical section, the issue of business transactions with
Chinese people can itself be conceptually divided into two factors. A similar influence as
from economic incentives on the attitudes among vendors could come from the contact with
the customers during the business transactions. While the influence of economic incentives is
supposed to be largely positive, the influence of contact is believed to be negative, if it is
present at all. To clarify this issue and assess the actual role of incentives and contact, the
answers of respondents will be analyzed for the motivation of their arguments and the
reasons they give us for their choices. By looking into these answers we, then, can
distinguish between a more rational, economic reasoning or other arguments, which suggest a
role of habituation an which one could expect to observe, if the contact would influence the

attitudes.
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4. Interview Analysis

Interviews were collected from April 25" to June 6" 2013 during low business hours (23 pm
— 2 am) on Ningxia Night Market. In total 23 interviews were collected with one being
invalid. Of the 22 valid interviews, 14 vendors were male and 8 female. Most of them were
aged from 40-50 (9 interviewees), while six interviewees each were 30-40 and 50-60 years
old. One vendor had not finished 30 years of age and was older than 20. An estimated

average of the group age adds up to 44 years.

Vendors have been chosen based on two variables corresponding to the theoretical
framework: ethnic background and amount of business with Chinese. The aim was to find a
mostly uniform group in regards to ethnicity, but to allow for the greatest possible variation
in terms of economic transactions with the Chinese tourists. Therefore, the kind of businesses
among the interviewed vendors varies greatly and includes all kind of Taiwanese delicacies,
fruit stands, small restaurants, foreign foods, tourist shops and so on. A focus has been put on
food, because most of the 180-200 businesses on the night market operate on this business.
Of the 22 interviews, 20 have been conducted among restaurants or booths, which sell food
or drinks, and two among vendors involved in other businesses. Of all 22 interviewees, 19
were of Taiwanese origin (benshengren), while only three people have labeled their own

families as having Mainland Chinese background (waishengren).

Every single vendor observed a large increase in Chinese tourists on the night market
during the last two to three years. According to the CEO of the Ningxia International
Delicacy Co, Ltd. (& k%8 & [#F5 3% & i A IR 22 7]) the amount of Mainland Chinese
tourists has increased about 300% compared to 2010 and these tourists now make up 30% of
costumers on the Night Market (Lin Dingguo, personal interview, June 7" 2013). On
weekdays without rain, 8000-10000 people come to the Night Market, which implies about
2400-3000 Mainlanders on the night market every day. On weekends those numbers double
(Zhang, Pan 2013). This was easily confirmed by the vendors themselves. While the amount
of Chinese customers was very different for different businesses, everyone agreed on the fact

that there is a very sharp increase in mainland tourists.
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Economic
ID Benefit
No Gender Age Kind of Business Location Ethnic Background Group
L1 M 50-60 Retail Stall No information Low
L2 F 40-50 Food Restaurant Taiwanese Low
L3 M 40-50 Food Restaurant Taiwanese Low
L4 M 20-30 Food Restaurant Taiwanese Low
L5 M 40-50 Food Restaurant Taiwanese Low
L6 M 40-50 Food Restaurant Taiwanese Low
M1 M 50-60 Food Stall Taiwanese Medium
M2 F 30-40 Food Restaurant Taiwanese Medium
M3 M 30-40 Food Stall Taiwanese Medium
M4 M 30-40 Food Stall Chinese Medium
M5 M 30-40 Taiwanese Delicacy Stall Taiwanese Medium
M6 F 40-50 Fruit stand Stall Taiwanese Medium
M7 M 40-50 Food Stall Taiwanese Medium
M8 M 40-50 Taiwanese Delicacy Restaurant Taiwanese Medium
H1 F 30-40 Retail Store Chinese High
H2 F 40-50 Taiwanese Delicacy Restaurant and Stall Taiwanese High
H3 M 50-60 Fruit stand Stall Taiwanese High
H4 F 30-40 Fruit stand Stall Taiwanese High
H5 F 50-60 Taiwanese Delicacy Stall Taiwanese High
H6 M 50-60 Taiwanese Delicacy Stall Taiwanese High
H7 F 50-60 Taiwanese Delicacy Stall Taiwanese High
H8 M 40-50 Taiwanese Delicacy Restaurant Chinese High
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4.1 Affective Identity

To measure the affective identity of vendors on the night market, interviewees were asked
questions on their personal, group, and political identities as well as on their opinion on

cross-Strait economic integration.

The personal identity or ethnic background of vendors is largely the same. Of the 22
vendors, only three have a family background that leads them to categorize themselves as of
mainlander origin (waishengren), while 18 vendors label themselves as having a Taiwanese
family background (benshengren). We also see a strong tendency among those vendors in
their group identity. Most of them see themselves as being “Taiwanese” instead of “Chinese”
or “Both”. Out of all interviewees, 15 say they would call themselves “Taiwanese”, while
there is only one vendor, which sees himself as being “Chinese”. Three respondent think

they belong to both of those categories and two did not want to answer the question.

The political identity of vendors was harder to assess. Many of the interviewees did
not want to share their views on this topic or claimed to have no tendency in either direction.?
Only five people answered they would support one of the party coalitions. Four of them
claimed to vote for the blue coalition, while one respondent maintained a tendency for the
green coalition. Because we only have very few answers on this topic, it will not be taken
into account for the classification of the vendors and | will focus on the personal and the

group identity instead.

These answers show that the interviewed vendors mainly share the same personal and
group identities. For the political identity, results are not very expressive. Those results, in
general, do not differ too much from the data from the Mainland Affairs Council and the
Election Study Center of NCCU. While the share of people with “Taiwanese” origin is
comparatively high as intended by the choice of the vendors according to ethnicity and

economic benefit situation (See also chapter 4), the tendency of vendors to label themselves

2 Respondents were asked whether they support the blue or the green coalition. Blue coalition includes (KMT,
NP and PFP), green coalition includes (DPP, TSU).



as “Taiwanese” instead of Chinese seems to be in general similar to the data of the recent

surveys, although the choice of “both” identities is observed less (Election Study Center
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NCCU 2013). The data of the political identity does not really tell us much about the political

identity of the respondents and is therefore not taken into account for the analysis.

Table 2 — Affective Identity of Night Market VVendors

Vendor Kind of Business Ethnic Background Personal Identity
H1 Retail Mainland Taiwanese
H2 Taiwanese delicacy Taiwan Taiwanese
H3 Fruit stand Taiwan Taiwanese and Chinese
H4 Fruit stand Taiwan Taiwanese
H5 Taiwanese delicacy Taiwan Taiwanese
H6 Taiwanese delicacy Taiwan No answer
H7 Taiwanese delicacy Taiwan Taiwanese
H8 Taiwanese delicacy Mainland Taiwanese and Chinese

M1 Food Taiwan Taiwanese
M2 Food Taiwan Taiwanese
M3 Food Taiwan Taiwanese
M4 Food Mainland Taiwanese
M5 Taiwanese delicacy Taiwan Taiwanese and Chinese
M6 Fruit stand Taiwan Chinese
M7 Food Taiwan Taiwanese
M8 Taiwanese delicacy Taiwan No answer
L1 Retail Taiwan No answer
L2 Food Taiwan Taiwanese
L3 Food Taiwan Taiwanese
L4 Food Taiwan Taiwanese
L5 Food Taiwan Taiwanese
L6 Food Taiwan Taiwanese
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4.2 Amount of Business Transactions With Chinese Tourists

We find large variation among the perceived business transactions of different vendors. Eight
vendors readily admit to have a very good business with Chinese tourists. Two interviewees
even estimated the share of Mainlanders among their customers to be above 50% (H4, H5).
All of these eight vendors with large benefits were selling Taiwanese delicacies like Stinky
Tofu, Fruit, Oyster Omelets, Aiyu Jelly Drinks or Souvenirs for tourists and some of them
specifically targeted Chinese customers. Vendors in this group issued statements like “since
2 years they [Chinese tourists] are increasingly influential” (H1), “yes, about 50% of [our]
customers are Chinese” (H4) or “yes, many [Chinese] people come here. They probably do

influence our business” (H6).

The other 14 vendors more or less all said they don’t get large benefits from the
mainland Chinese tourists. Answers included: “We don’t really benefit from them” (M2),
“No, our [business] is already here for more than 40 years. We cannot earn any money off
them. Our customers are mainly local people” (M6), “Not much. The customers make up for

less than 10%” (L4) or “They only look and walk past. Very few buy something.” (L6).

But we can further divide this group, when we look at their perception of the
importance of the tourists for the business. When asked, how a hypothetical scenario
(suddenly all tourists from the mainland would stay away) would influence the business, we
find six of the vendors still reluctant to admit any influence on the business: “No, we don’t
get any benefit from them. More or less tourists wouldn’t make a significant difference.” (L2)
or “They come only very seldom to our store at all. This would absolutely not influence
business. It’s best if they do not come at all” (L5). On the other hand, there’s a group of eight
vendors, who think this would have an influence on the business situation: “We would have

less customers. It probably would influence our business a bit.” (M5)

According to the answers to those two questions, we then can divide the vendors into

three different groups (see also Table 1):
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- Large benefit group, which actively targets Chinese customers and earns a lot, if not

even the major share of their revenues from the tourists (8)

- Middle benefit group, which does not easily admit to earn a lot of money, but which

also in part relies on tourists as a source of income (8)

- Low benefit group, which does not perceive the large number Chinese tourists as a

part of their customer base and denies the influence of them in business matters (6)

We can use these three groups to compare their attitudes and beliefs in light of those
categorizations and therefore get a better understanding of the influence of the business with
mainlander tourists on the independent variables. The composition of those groups itself is
interesting and confirms our earlier assumptions. As noted above, the large benefit group
consists only of Taiwanese delicacies or tourist oriented businesses. The two other groups
tend to attract a relatively larger share of local customers and there are some observations,
which do suggest explanations for this. At first, the low benefit group consists only of
businesses, which do not sell any of the “famous” Taiwanese delicacies. Although some of
the businesses are very well known on the night market and run their business for many
decades (for example vendors: L4, L5, and L6) their food appears to not be among the “must-
eats” for most of the Chinese tourists. The same is true for the businesses L2, L3, and L1,
which appear to attract almost no tourists and aim almost entirely for locals. Businesses
selling “stinky tofu”, Taiwanese fruits or other “branded” delicacies, however, can be found
in the large benefit group, although not all of them necessarily attract that many Chinese

customers.

This might be the case, because there also seems to be another factor which is important
for the economic benefit here. Apparently, the location also plays a role. When we look at the
medium benefit group, we find a large share of Taiwanese delicacies as well as some very
regular businesses without any special reputation. In part, this can be explained by the choice
of location. While all of the businesses in the low benefit group (with the exception of a retail
store) are restaurants with seating, in which a considerable amount of time needs to be spend

before consumption, almost all of the businesses in the large benefit group are stalls or
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booths, which offer faster service and the possibility to eat “on the go”. The only two
exceptions here are two Taiwanese delicacy restaurants, both of which are in a special
position. The first business (H2) also has a small stall on another location of the night market
and, therefore, gets the advantages of both business types and the second business (H8) is
very different from most other night market businesses and requires a reservation weeks in
advance, because they are so popular and do not rely on any passersby customers.
Accounting for this, we find a possible explanation why all of the Taiwanese delicacies
restaurants with seating are grouped together in the medium benefit group, while many
ordinary food stalls also belong to the same group and the large and low benefit group both

appear to be very similar in composition.

Future Economic Prospects

When asked about the future prospects, most of the vendors do not see any large
difference compared to the present situation. The large benefit group does profit very much
and all of the vendors of this group without any exception expect to gain a good share of any
further increase of Chinese tourists on the night market. In contrast, the low benefit group
largely expects to gain no significant benefits at all from this development. Notably, there are
two exceptions here and one vendor states that “this could influence it [the business situation]
a little and become more” (L6) and another one also hopes to get more customers and
believes “the more [Chinese] the better” (L4). The medium benefit group is largely divided
and, while some also hope for a larger share of Chinese tourists in the future (M4), there are
also other vendors, which actually predict a negative influence on the business situation. For
them, the main customer base still constitutes of Taiwanese people and they fear that the
amount of tourists scares away many of the Taiwanese customers. They are anticipating a
development similar to the popular Shilin Night market in Taipei, which is crowded with
tourists from the mainland and from other countries and, therefore, avoided by many local
Taiwanese: “[there are] too many Chinese on the night market. | feel they are even more than
Taiwanese. Also, I’ve heard that some Taiwanese don't come because of Chinese people. All

together I now have less business” (M3), “[If the government allows more Chinese to come
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to Taiwan] less Taiwanese come to the night market” (M5), “some Taiwanese do not come
anymore because of the Chinese tourists” (H7). The future prospects with a further increase
of tourists, thus, might cause very different results for the vendors. Those who do profit from
tourists might have a very contrasting viewpoint of this development in comparison to the

businesses, which largely rely on local customers.

Especially the fact that some of those vendors see the Chinese tourists affecting their
business negatively is interesting for this research. While the overall future prospects match
the present development and most vendors do not see a large change in the shares of Chinese
tourists they will receive, the negative aspect in which the presence of Chinese tourists
“scares” away the local customers is very remarkable and counter-intuitively suggests an
influence of the amount of business with Chinese tourists not only on the large benefit group

(positive), but also on the low benefit group (negative).

4.3 Attitudes Toward China

Attitudes Toward Chinese Tourists

Probably one of the major findings in this study is the obvious negative attitude of
night market vendors toward Chinese tourists. When asked how they feel toward different
groups of tourists (Westerners, Japanese and Chinese), a very large share of the vendors (16
out of 22) issued comments on the misbehavior of Chinese and only one of the vendors
actually said something positive. Although even the vendor with the positive attitude limited
the statement saying: “Asian tourists”, instead of Chinese tourists. ““Asian tourists are more
favorable here on the night market, because they spend more money than Western tourists”
(H8).
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Table 3 — Attitudes Towards Mainland Chinese Tourists

Negative Moderate Positive

Large Benefit Group 5 2 1
Medium Benefit Group 5 3 0
Low Benefit group 6 0 0
Total 16 5 1

Like some of the negative statements, the moderate respondents highlighted the fact
that there are many differences between Taiwanese and Chinese (“Chinese bargain a lot
more” M1, M5, H3; “Chinese are louder than others” M7). But in contrast to the negative
group, they limit themselves to describe the differences in a neutral tone or are indifferent in
their opinion (“There’s love and there’s hate” H5). In general, they are classified moderate
because interviewees seemed to prefer moderate statements instead of revealing their true
feelings and, thus, it might be possible for them to diverge in either direction, positively or

negatively.

Turning to the by far largest share, the negative accounts, it becomes obvious that
there is a cultural gap between Taiwanese night market vendors and the Chinese customers.
Many vendors connected the behavior of Chinese explicitly to bad intentions or made their
negative attitude very clear. We find many people complaining about noise (L4, M3, M8,
H2, H6) or the attempts to bargain on a night market with fixed prices (M3, H1, H4), just like
in the accounts of moderate vendors. But, in the answers of these sixteen more negative
vendors, we can observe statements like: “Chinese have no manners” (in many different
variations issued by L2,L6, M2, M3, M4, M8, H1, H2, H6, H7). Some also connect negative
experiences with the whole group of Chinese tourists: “Order without paying and then leave”
(L6), “They touch our food and make the other customers feel uncomfortable” (M2, M6, H6).
Although one vendor was aware of this oversimplification and stated that “the majority of
[Chinese] people are very nice” (L6), he still held on to the view that there is a large number
of “black sheep”.
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Of the sixteen vendors with negative attitudes, again, five stand out and express
especially negative attitudes. They stated that “the bad attitude [of the Chinese] affects all of

99 ¢¢

the workers on the night market” (H7) or that “it doesn’t matter if they come or not” “they
[just] make everything dirty” (M2). Some even said they hated the Chinese (L5), that they
“sometimes drive me crazy” (H7), are “getting on my nerves® (M6), or that they “might as

well not come anymore, all they do is to make everything dirty” (L1).

These results match the negative views, which Gries and Su (2013) observed in their
study on attitudes of Taiwanese people toward other nations. As in their findings, the vendors
on Ningxia Night Market seem to dislike the mainlanders in both absolute and relative terms.
The comparison to either Japanese or Western tourists reflects this, as no vendor has a better

opinion on Chinese tourists as on the other nationalities.

Looking into these findings from the perspective of the business transactions and
categorizing the answers according to the benefit groups classified earlier, we then find
something interesting. As one might have expected, there are no moderate or positive
attitudes about the Chinese among the group with low amount of business with the Chinese
tourists. All of the vendors in this sample, who do not profit from the increase of mainland
tourists, have issued negative comments as stated above and seemed to be estranged from the
mainlanders. Although, we also find many negative comments in both the medium and the
large benefit group, all of the more moderate accounts can be found in both of these

categories.

Change of Attitudes about Tourists over Time

When asked, whether the attitudes toward the tourists from the mainland had altered
over the last two to three years, twelve of the vendors answered that they had changed
positively and eight vendors responded that no change had occurred. Only one vendor stated
that his attitudes had changed negatively, while one business had only been at the night

market for less than two years and therefore could not answer this question.
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Table 4 — Change of Attitudes on Mainland Tourists During the Last Years

No Positive Negative No

change answer
Large Benefit Group 2 5 0 1
Medium Benefit Group 3 5 0 0
Low Benefit Group 3 2 1 0
Total 8 12 1 1

From the perspective of economic incentives, we would expect the vendors with more
benefits to have a tendency toward a positive change in attitude, which reflects the material
benefit, which those vendors can gain by the presence of the tourists, while the contact that
those business transactions bring with them might have a negative or positive influence. The
interviews show that only two of the interviewees of the large benefit group said that there
had been no change at all, while four issued statements similar to “I got used to the
manners” (H2, H3, H5, H6). The two vendors with no change in attitude both issued a
negative overall attitude: “try to bargain too much” and “many [people] share one drink
[instead of buying multiple ones]” H4, H7. The positive changes of this group stated
arguments like: “[1] want to earn money off them, [that is] worth ignoring the bad habits”
(H2), “the Chinese now buy more, I got used to them” (H5).

For the group with very low economic benefits, things are very different. As expected,
the economic incentives and the contact seem to be not as strong and out of the six vendors in
this group, two did actually respond that a positive change had occurred. One of them also
states “I got used to them”, but got limited right away by adding “a little bit” (L2). The other
vendor expressed: “[I] learned to ignore them™ (L4), which also can be seen as a less
positive viewpoint than that of the others out of the large benefit group. All the other vendors
of the low benefit group said there had been no changes at all, but one. This one vendor was
very explicit and actually claimed that his views had changed negatively: “I now think that
they [the Chinese] are even worse. Earlier, | thought they were ok, [but] now | know they are
really terrible and extreme” (L6). While the economic transactions seem to play a role in the
attitudes of some of the respondents from the large benefit group, the lack of economic

transactions in the low benefit group fails to mitigate the generally bad view of Chinese
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tourists and the positive effect which can be observed in the large benefit group are missing

here.

So what do we expect from the medium benefit group then? — Probably a mixture of
both the large and the low economic benefit groups. The findings suggest this result and are a
little bit more indifferent than those of the other two groups. While five of the vendors had
changed their attitudes positively, three claimed to have not changed their attitudes. We see
positive changes: “They are better than before. Earlier, they would eat one [food item] with
five people, now it is only one for two people” (M8), “[The] tourguides now give them better
information than before [on their behavior]” (M3) or “T am more used to them now. Before,

their level of education [from the tourguides] wasn’t as good* (M4).

Altogether, the change of attitudes seems to confirm the expectations. In the large and
medium benefit group, more vendors have expressed moderate views than in the other group
and we see a clear difference between the attitudes of vendors with different amounts of

business transactions.

Attitudes on Cross-Strait Economic Integration

On the issue of cross-Strait economic integration, things are more complicated. While
there is a tendency toward a positive evaluation of cross-Strait issues, all of the economic
benefit group’s respondents are distributed very similar and there does not seem to be a large
difference. Notably, there is no one in the low benefit group, who issues a negative view.
Only in the medium and large benefit groups do people disagree with the opening of Taiwan
and those views also do not completely reject the ECFA policies, but rather opt for slowing it
down (M3, M4, H2). Apparently, most people agree that those policies are necessary and
sometimes even think they are inevitable: “It is good for the economy and if the time comes,

it just has to happen” (H6).

Taking the influence of different amounts of business transactions into account it
becomes obvious that the vendors do not seem to make any connection between this issue

and their personal situation. Apparently, the connection of cross-Strait economic integration
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and increased numbers of tourists is not important for the vendors here. Positive statements
like “the economy is now better than it was before” (M8), “It is good for the economy and if
the time comes, it just has to happen” (H6), “there’s good and bad things about is, but for the
Taiwanese economy it is good” (M5) can be found in all of the benefit groups.

Alienation of Taiwanese People From the PRC

When asked about the attitude of the Chinese government toward Taiwanese people,
most vendors take a moderate viewpoint and see the intentions of China as neither good nor
bad. Many vendors also thought it was hard to assess the questions or didn’t have an answer
to it. Of those, who answered the question, most of the positive evaluations came from the
large benefit group, while the medium group took a very moderate stance again. Looking at
the low benefit group, we see a small tendency toward a negative perception of the Chinese
attitudes towards Taiwan. Interestingly, the large benefit group did not offer many
justifications or arguments for their viewpoint, while the medium and low benefit groups

seemed to feel more obliged to explain themselves.

Out of fourteen valid answers, only six vendors gave reasons for their decision.
Positive arguments included: “there are advantages [for Taiwan]” (L3), “they are better to us
now than before in economic terms” (M4), “For politics their attitude is not good, but the
economic policies are good” (M5), and “only business matters. Businessman don’t belong to
any country” (M8). More negative statements mentioned: “I feel they are hostile. They think
Taiwan belongs to them” (L2) and “They want to change us and take over Taiwan. [They]
think Taiwan is very poor and everything here should be cheap as well. [...] But they might

change later, when they have better education.” (M6).
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Table 5 — Alienation from Mainland China

Positive Moderate/ Negative No
view Indifferent view answer
view

Large Benefit Group 2 4 0 1
Medium Benefit 1 4 1 2
Group

Low Benefit Group 0 2 2 2
Total 3 6 3 5

The overall tendency suggests that there exist a similar case as with the attitudes
toward the Chinese tourists. The low benefit group has the least favorable opinion on this
issue, and the large benefit group has the most moderate, if not positive. Surprising, however,
Is that the opinions on this political issue give us more reason to believe that there is a
correlation between the alienation and the amount of economic transactions than between

those transactions and cross-Strait economic integration.

4.4 Pragmatism and Habituation

Like briefly mentioned during the respective sections, some of the answers about the
different levels of attitudes were justified mainly by pragmatic arguments and other
arguments included habitual motivation, which suggested that vendors have gotten
accustomed with vendors. To further address the issues of the independent variable of
business transactions with Chinese tourists and to try to differentiate the impact of economic
incentives and contact on this variable, it is useful to look at these motivations more
thoroughly and find out if those attitudes are in fact influenced by rational incentives or if the
contact with Chinese people also has to be added as an important variable. The categorization
of the answers according to those two kinds of arguments, therefore, can help us to answer

the question which factor really affects the results reported here and which one does not.
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When looking for pragmatic or economic reasoning in the attitudes about the Chinese
tourists, we find a clear tendency. While the large benefit group mainly justifies their
attitudes of the mainlanders by pragmatic arguments, the low benefit group does not rely on
this kind of reasoning. Many vendors of the high benefit group rely on arguments like “many
buy only one piece and share it with a group of people” (H5) or “the Chinese bargain too
much” (H3) to underscore their more moderate views, but other also use those economic
viewpoints to justify their bad opinions: “[they are] only old people without much money.
The people, who really spend money, go elsewhere. They also don’t spend enough time
here.” (H1). Therefore we have reasons to assume that these vendors are very much
influenced by the economic side of the arguments. Although we find a couple of vendors
with bad attitudes, this does not seem to be particularly influenced by contacts because
pragmatic arguments prevail. This becomes even more evident, when we look at the change
of attitudes. Vendors, which argue that their opinion has changes positively, argue that they
have gotten used to the Chinese. This at first can be seen as an influence of contact, in which
the vendors get accustomed to the mainlanders. But, when looking at the reasons many give
for this development, we see arguments like “I want to earn money off them, [therefore] it is
worth ignoring the bad habits” (H2) or “my attitude got a little better, [because] the [Chinese]
customers now buy more” (H5) which, again, hint at a pragmatist influence even in the

context of those habitual arguments.

On the question of cross-Strait economic integration, we have seen that the arguments
given are a bit different and, instead, appear to be motivated by pragmatism only and we
cannot find any affective or habitual arguments in those responses. The analysis also suggests
that the vendors do not really make the connection between their business situation and the
issue of cross-Strait economic integration. Neither contact nor economic incentives appear to

largely influence this attitude.

For the alienation of Taiwanese people from China we, in turn, can see an overall
trend, when taking the economic transaction categories into our considerations and
corresponding to this, we find both pragmatic and habitual arguments in the answers of the

vendors. Therefore, it is interesting to note that we find neither affective nor pragmatic
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answers given by the large benefit group. It is only among the medium and low benefit
groups that we can observe justifications of any kind for the responses given. Of those, who
did give reasons, however, there was a tendency to see their attitudes on the PRC to have
changed positively during the last years. And the arguments given for this development were
almost all very pragmatic: “The political side is not good, but the economic side is [now]
very good.” (M5), “Now it is better than earlier, but not on the political side. (M4), “There’s

good and there’s bad. The economy belongs to the good.” (L6).

The answers for the attitudes about Chinese tourists and the alienation from the PRC
give us reasons to believe that many of the more moderate or positive attitudes are influenced
by pragmatic motivation and, therefore, by economic incentives. We can find many
pragmatist arguments in the positive accounts and even some in the negative attitudes. When
we look at the changes in attitudes, this is even clearer as most of the positive changes are
caused by economic reasons. But we also find one memorable exception with a negative
change in attitude, which might be interesting for us. While positive changes in this case are
apparently caused by economic reasons, the vendor with the negative account argues: “I now
think that they [the Chinese] are even worse. Earlier, | thought they were ok, [but] now |
know they are really terrible and extreme” (L6). This account clearly suggests an habitual
background and that the reasons for this might be the contact with Chinese tourists, which

actually had a negative effect for the vendor.

When classifying all of the opinions given by the different vendors on the attitudes in
terms of pragmatist and habitual arguments and comparing them to the economic benefit
groups, we find that there is a great overlap (See table 2). This is especially visible for the
large benefit group. All of the vendors in this group have used several pragmatic arguments
in their responses and are significantly more pragmatic than the other two groups. There are
comparatively only very few habitual reasons given by this group. This suggests that the
large benefit group is thinking significantly more pragmatic than the low benefit group,

which offers a lot more habitual arguments and fewer pragmatic considerations.

This tendency for the high benefit group cannot prove that there is no influence of

contact on the vendor’s attitudes. In reality, we see quite some habitual arguments in the
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large benefit group, which do suggest a subtle positive influence of contact on the attitudes.
But, the increased usage of pragmatic arguments in describing their attitudes does give us a
hint that economic incentives are very important. If we see this development of the influence
on the positive attitudes or attitude changes, that, however, does not mean that there are no
cases with negative influence. As has been shown above, we can find one vendor issuing a
negative change in attitude toward Chinese tourists. This attitude is underscored by a very
habitual argument, which gives us reasons to think that it is influenced by contact although
the vendors comes from the low benefit group. Apparently, for this vendor, the contact with
Chinese people has strengthened his aversion against the mainland tourists and while we

suppose his identity has not changed, the influence of contact in this is possible.



Table 6 — Pragmatist and Habitual Arguments Used by the Vendors®

IDNo Economic Benefit Group Pragmatic Habitual Tendency
arguments arguments

L1 Low 1 1 no clear tendency
L2 Low 0 3 Habitual

L3 Low 0 2 Habitual

L4 Low 1 1 no clear tendency
L5 Low 1 1 no clear tendency
L6 Low 2 2 no clear tendency
M1 Medium 1 0 no clear tendency
M2 Medium 1 1 no clear tendency
M3 Medium 2 1 no clear tendency
M4 Medium 1 2 no clear tendency
M5 Medium 3 1 Pragmatist

M6 Medium 2 4 Habitual

M7 Medium 0 0 no clear tendency
M8 Medium 6 1 Pragmatist

H1 High 3 1 Pragmatist

H2 High 2 1 no clear tendency
H3 High 3 0 Pragmatist

H4 High 3 1 Pragmatist

H5 High 3 0 Pragmatist

H6 High 4 1 Pragmatist

H7 High 4 1 Pragmatist

H8 High 3 0 Pragmatist

* Vendors have been classified as having a tendency toward either direction, if they have issued at least two
more arguments of the either pragmatic or habitual kind. All others have been classified as having “no clear
tendency”.
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4.5 Self-Assessment of Influence of Mainland Tourists on Policy
Attitudes

At last, the vendors were asked whether the presence of Chinese tourists would influence
their attitudes toward China. A large majority of the vendors denied any influence of the
presence of mainland tourists on their own attitudes and beliefs. Only four of the respondents
said they have been influenced and only one saw a possibility for this to happen in the future.
Among those four interviewees, three did say that they have been influenced to take a more
favorable stance toward Mainland China in their attitudes and opinions and one claimed to

have been influenced negatively.

The negative response here is clearly motivated by habitual reasons. The interviewee
said: “[I have] become more pro-independence [, because] Chinese people are very different”
(H2) and claimed that her feelings toward Chinese have been influenced by their behavior
and bad manners. This argumentation is interesting, because this was a vendor with one of
the largest economic incentives. Apparently, for this vendor, contact with Chinese people
was indeed important and even caused the owner of a very successful Taiwanese delicacy
restaurant to change her attitudes toward a more pro-independence stance. Although she also
said that it “is worth to get used to their bad habits” and she “wants to earn money off them”
this apparently did not cause a positive reaction toward the people, who bring the economic

incentives with them.

For the positive changes, we can observe something differently. Those changes were
more often caused by incentives. Interviewee’s attitudes toward Chinese people also did not
seem to be very good. But unlike the other vendor, they said that the business transactions
caused them to change their mind. While they readily admitted that it would “influence the
short term views, not so much the long term views” (No 1) and the influence was not very
large (M3), they were more pragmatic and one of the vendors put it easily like this: “business
is very important” (M8). Although one of them claimed to support the green party (DPP) and
was classified as having a very Taiwanese identity, he said that he was more realistic now

about the situation (M3) and another also pointed out he had become more moderate now
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(M8). Needless to say, all of those three vendors with a change toward a more positive view
claimed to also have at least some amount of economic transactions and benefits from the

Chinese and did not belong to the low benefit group.

Looking into this evaluation of the vendors, we can see that their self-assessment and
the results we have got from analyzing their attitudes differ in some way. The results on
attitudes toward Chinese tourists and on the alienation from the PRC seems very much too be
influenced by the transactions with mainlander tourists and we also have observed that many
vendors with high economic benefits from the tourists do argue a lot more pragmatic than the
other two groups. The vendors themselves seem to think this influence is not as big and the

fact that only four out of 22 vendors said that they had changed their views supports this.

The neglecting of the influence of Chinese tourists on their attitudes is interesting. An
explanation for this might be a tendency for the vendors to underestimate this influence of
either economic incentives or contact for themselves. As our results showed, the vendors
seemed to have changed their views for some of the attitudes and the reasons they gave for
this were mainly pragmatic. Therefore, the explanation that vendors did not want to admit
they had changed or didn’t even realize this for themselves comes to mind and seems

applicable.

The arguments, which the four vendors gave for their changes caused, at least support
this view. Of the four vendors, which did change their attitudes because of economic
incentives, we could observe all three positive changes to be influenced by pragmatism,
while the negative change gives us reason to think the cause was contact. According to the
theoretical framework those results make sense. The economic incentives change the
attitudes positively and the contact has less influence and sometimes tends to a negative
effect.
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4.6 Summary of the Findings

As has been discussed in the sections above, the interviews give us evidence for some of the
assumptions of this thesis. At first, all of the vendors have observed a large increase in
mainland Chinese tourism over the last years. This is important because it is a precondition
for my assumption that there has been an increase of economic incentives of those tourists as
well. The fact that this upturn has been noted and seems to be very obvious helps to verify
the data given on the growth by the night market and confirms that there has been a huge

change in the customer composition.

Next, the vendors of the night market have been grouped according to their own
assessments of economic transactions with Chinese tourists. Three groups with low, medium
and large economic benefit have been identified. The correlation of this categorization with
other outside factors like the kind of business and the location is also notable and shows that
this categorization is applicable. If a vendor owns a stall or a large restaurant and the kind of
business, in which he operates, can explain the categorization of many of the vendors, if not

all of them.

The future prospects for economic benefits generated by Chinese tourists also give
further confirmation to this classification. Most of the interviewed vendors seemed to expect
about the same share of tourists as in the present and only very few expect customer behavior
to change significantly. While the researcher primarily expected positive effects of an
increase of Chinese tourists on the night market, the vendors themselves did not only issue
positive expectations. Some actually expected a negative impact of the Chinese tourists on
their business, because the increase of tourists would harm their local customer base. The bad
image of Chinese tourists would, in their views, affect the locals, who would not go to the
night market and visit other places instead. Since the main share of customers for almost all
of the vendors is still made up by those local Taiwanese people, the economic benefits that
the Chinese tourists bring with them would maybe rather do harm than good and affect the

overall business of some of the vendors negatively.
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Using this categorization by economic transactions of the vendors, we then turned to
the attitudes and opinions. The first of the questions on the dependent variables clearly shows
that the image of Chinese tourists among the Taiwanese night market vendors is not very
favorable. There were almost no positive responses about the Chinese tourists and a
widespread animosity toward the tourists seemed to be very common. Taking our
independent variable of the level of business transactions into account, we then find that all
of the positive or more moderate responses were issued by vendors belonging to either the
large or the medium benefit group. This suggests that the view of the tourists and economic
transactions are correlated in some kind of way. Looking further into the answers, we then
also find that negative accounts could be found in all of the three benefit groups, while all the
more moderate and positive accounts were present in the large and medium benefit groups
with the respective economic incentives and contact. Therefore, this result suggests, as we
would have expected, that economic transactions show some kind of correlation with the
attitude about Chinese tourists. The reasoning behind moderate responses often was
pragmatic, while the negative responses often contained some kind of affective of habitual

arguments, which suggests a large role for economic incentives on this issue.

When looking at the change in those attitudes, we find even stronger arguments for
this: More people changed their attitudes toward mainland Chinese tourists positively in the
large benefit group. These positive changes were also underscored by pragmatic arguments.
In contrast, the low benefit group used mostly habitual reasoning and also had a stronger
tendency to not change their attitudes or to change it negatively. These results show clearly
that the attitudes about Chinese tourists differ for vendors within different economic benefit
groups. Positive attitudes and attitude changes have been described mainly pragmatic and,
therefore, it might be suggested that those are also motivated by economic reasoning. For
other vendors things were quite differently. The lack of economic incentives seems to leave
vendors with a more negative view of Chinese customers. We also see a slight increase in

habitual arguments in those vendors’ answers.

For the other China related issues we cannot observe a tendency, which is as clear as

for the attitudes on the tourists. On the issue of cross-Strait economic integration, there
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seemed to be general tendency toward a positive evaluation of ECFA and the related policies.
Negative and positive responses did not show any distinct correlation to the economic
benefits. Somewhat in contrast to the mainly negative responses about tourists, the vendors
saw cross-Strait economic integration very positive. All of the arguments given by the
vendors on this question were pragmatic and used better economic conditions as a main

argument for their positive views.

The results for the alienation from Mainland China also weren’t as clear as for the
attitudes toward tourists. But in contrast to the question on cross-Strait economic integration,
there is also a clear tendency to observe when looking at the results compared with the
economic benefit groups. This tendency matches the one we would have expected and more
positive views can be found among the high benefit group and more negative views among
the low benefit group. In this issue we also see both pragmatic and habitual reasons given by
the respondents. However, there exists a notable difference in the answers between the
benefit groups. While the large benefit group did not feel like they had to explain their
standpoint on this question, the groups with lower economic benefits more frequently

justified themselves.

The motivation and arguments of the vendors and the evaluation of their pragmatist and
habitual arguments then suggests that the positive responses and positive changes in this
study have been dominated by pragmatist arguments. For the attitudes about tourists, the
opinion on cross-Strait economic integration and the effect of economic incentives on the
attitudes and opinion toward China, the results show that pragmatist arguments can account
for all the positive answers with one exception given by the vendors. The negative responses,
in turn, are more often motivated by habitual reasons. Interestingly, some vendors also give
pragmatist reasons for their negative views, which might be caused by the fact that
Taiwanese people sometimes are driven away from the night market by the presence of the

Chinese tourists.

At last, the question on the effect of Chinese tourists on attitudes and opinions gives
us the self-assessment of vendors and own their opinion on the correlation of attitudes,

opinions and economic benefit. Most vendors simply did not think that there had been any
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changes in their attitudes and opinion toward China. This is interesting because this
neglecting of influence when asked directly does not correspond to our findings especially
when considering the results of the changes in attitude about the Chinese tourists. While
many people admitted they had their changed their opinion about Chinese tourists and many
even argued pragmatically during the questions on the attitudes, they did not see this as being
motivated by the presence of the tourists on the night market. Also, all of the few vendors,
who actually admitted to having changed in the context of increased business with tourists
positively, actually did give very pragmatic reasons for their change in attitude, while the
only negative change was expressed in an habitual argument. This somehow suggests that
changes occur positively by economic incentives and sometimes negatively by contact, even

if not everyone readily admits that he himself is being influenced by both forces.
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5. Conclusion

The aim of this thesis is to assess the influence of Chinese tourists on the attitudes of night
market vendors in Taipei. By analysis of qualitative interviews of 22 vendors of Ningxia
Night Market, this study tried to understand and gain insights into the workings of rational
incentives and contact on the vendor’s views. The questions whether business transaction
with Chinese have a positive influence on the night market vendors attitudes toward China
(Hypothesis 1) and whether these attitudes are expressed in pragmatic terms and show

economic reasoning (Hypothesis 2) have been addressed.

The literature review showed that usually two main variables (affective identity and
rational incentives) influence the public opinion on China related issues in Taiwan. An
evaluation of the current state of affairs in other scholars research highlighted this
relationship between affective identity and rational incentives and has shown that those
aspects differ in specific ways. Both affective identity and rational incentives play an
important role in for the present study. Affective identity has a strong influence on the public
opinion, but it is mainly formed through socialization and before adulthood. Although it is
not unchangeable, it usually takes time for a person to alter his identity in a significant way.
For the study on the night market, this variable has been designed to be as constant as

possible.

To assess the other factor (rational incentives), this study has looked at the business
transactions of Taiwanese night market vendors with Chinese tourists as the main
independent variable. This independent variable includes the rational incentives, but in the
present case, cannot completely be divided from another important factor: contact. This is
caused by the fact, that business transactions include both incentives and contact, which
empirically are hard to measure separately in the situation on the night market, but might
affect the attitudes of the vendors differently. While an increase in business with tourists
surely affects the incentives of vendors, it also creates contact situations for the vendors with
those tourists during the business transactions on the night market. Therefore, the contact

itself also might cause the attitudes to change.
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As a contrast to the affective identity, the business transactions are more short-term
oriented and therefore should affect the more issue based attitudes of the vendors as analyzed
in this study. The study of Ningxia Night Market offered the possibility to study the material
incentives of vendors and their contact with tourists in a specific environment. For the period
of two to three years, the large increase of Chinese tourists has changed the business situation
in a strong way. While this study assumes that the identity of vendors have not changed to a
large degree, it has shown that incentives from and the contact with mainland tourists have
changed very significantly. An increase of tourist number of about 300% in three years up to
2013 lead to a restructuring of the customer base from a situation, in which mainly local
Taiwanese people enjoyed the market, to the present state, in which about 30% of the
customers are Chinese tourists. This has not only been proved by data provided by Ningxia
Night Market, but also by the perception of vendors themselves.

To study the influence of this development, different attitudes of vendors have been
measured and analyzed. The main emphasis regarding these attitudes has been put on
contentious issues with a short-term oriented background. Three areas have been investigated:
Attitudes toward the Chinese tourists, cross-Strait economic integration, and the alienation
from the PRC. According to a self-assessment and validated by objective factors like kind of
business and location, vendors have been classified into three different groups with low,
medium and large benefit from the Chinese tourists. The categorization of the vendors into
groups has served the purpose to compare the different benefit group’s attitudes and

understand how these vendors explain their choice of attitudes.

While the thesis has shown that most of the vendors in this sample do not think that
the Chinese tourists influence their attitudes, an analysis of the interviews has shown
different results. We have reasons to believe that vendors with different levels of economic
transactions with Chinese have different attitudes toward those tourists and are less alienated
from the PRC. In both of these two sets of attitudes, vendors with larger benefit tend to have
more positive views than vendors with medium or low benefits. This tendency is stronger for

the attitudes toward Chinese tourists than for the alienation and becomes especially evident,
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when looking at the change of the attitudes toward Chinese tourists in the last two to three
years. While looking at the influence of the tourists, many scholars have suggested a mainly
positive effect of incentives for the vendors. While the business transactions with tourists
brings economic incentives with it, it also facilities the short-term contact with those same
tourists. In part, this can have a positive effect, but as this study has shown, can also have a

negative effect on the vendor’s attitudes.

While the study found positive effects of business transactions on the attitudes toward
tourists and alienation issues, no such effect could be shown for attitudes toward cross-Strait
economic integration. The general tendency among the vendors shows a favorable attitude
toward the issue, but neither negative nor positive responses really were affected by

economic incentives.

To further clarify the influence of business transactions, the answers of vendors have
been analyzed qualitatively to assess both the influence of rational incentives and contact. It
has been claimed that the reasons given by the night market vendors on most the positive
attitude changes have been heavily influenced by pragmatic arguments. This would suggest a
large effect of economic incentives. The few arguments, which suggest of a role for contact
theory, have been found to have a positive and a negative effect on attitudes. Therefore, it is
suggested that negative effects on China related attitudes might have been caused by identity,
contact or even the incentives, while there is some evidence that, in the present framework,
positive changes are largely influenced by incentives. Consequently, the thesis can give
support to the prevailing view among other scholars, who suggest that rational incentives
influence the view of the public on cross-Strait economic exchange and China positively,
while “affective” reasons or a Taiwanese identity accounts for a more negative view of these
issues, like suggested in Keng, Chen and Huang (2006). In the present framework, however,
the vendors also raised the possibility of a small negative effect of incentives, which might be

worth to consider in certain situations as well.

These findings come with all the limitations of a qualitative research design
and the small sample size. While a correlation between business transactions and two of the

attitude sets is suggested by our findings, further research is needed to confirm these results
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and to clarify their robustness and validity. It might also be possible that the correlation
between attitudes toward tourists or the alienation and the incentives in fact is not caused by
the business transactions, but that, in turn, the vendors with the more positive attitudes are
able to attract more customers. Although “common sense” and the arguments of our vendors
suggest otherwise, this possibility still exists. The present study also cannot completely
answer the question whether the influence of the business transactions is caused by rational
incentives or by the contact with tourist. Although the pragmatic arguments of vendors
suggest a larger role for incentives, the contact cannot be measured separately in the present
framework and therefore the shown influence of business transactions might be affected by
both of the forces. To summarize, it would be premature to claim the results of the present
study as being very strong. What this thesis can do, however, is to point out some of the
interesting connections between the variables and to raise questions for further research on
this topic. We can also attempt to provide an outlook and, given the assumption that the

research findings are correct, point out areas or issues of potential conflict.

If we do this, we can, first and foremost, assume that the very different economic
incentives and contact with Chinese tourists for different night market vendors can lead to a
division of vendors into two or more groups. The interests and needs of vendors with large
economic benefits and low economic benefit from Chinese tourists are very different. For the
large benefit group, any increase in tourists is supposed to be a favorable scenario because
this also means an increase in customers. This is different for the low benefit group, which in
some cases might even see a decrease in customers and contact with those. At least this is
true, if we believe the opinion of the vendors, who believe less Taiwanese are coming to the
market as a result of this increase. This may cause serious problems for the structure of the
market and can lead to opposing views on the administration. If the attitudes of vendors
change as well, there might even be a more serious development of this problem. If the
beneficiaries of the business with Chinese tourists take a more favorable or moderate view
and the low and/ or medium groups do not in the same way, this causes a further division in
the political arena. If only the people, who benefit from the business with China, change their
attitudes then the cleavage along the issue of national identity might be joined by an

economic cleavage along very similar conflict lines and further facilitate contrasting and



maybe even extreme political views. A similar development has already been suggested by
Kevin Tse Wai Wong (2010) for the Taiwanese society as a whole and might be facilitated

with further steps toward cross-Strait economic integration.
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7. Appendix

7.1 Questionnaire*

General information:
[Filled by the researcher]

ID gEhE:
HEaC:
HF
PR

Which kind of business/ vendor:

Q1 /Age:
i A2 BB — AR 7
1. 20 5%-29 5% ~ 2. 30 5%-39 5% ~ 3. 40 5%-49 5% - 4. 50 5%-59 5% ~ 5. 60 % s DA

Q2 /Education:

o T R B = SR R S TR 2

1 BHBEE (GFRSRTFRARAS ~ N~ B~ g1 )
2. R (&ffEd - B)

3. RERLIE (&HFER - R~ H5ERT L)

Q3 / Employment Situation
A [ JE A B B e 2 6 ?

Economic Incentives:
Q4 / Increase in Tourists

i A BT P =S I S B S B AT I BUR PR R 5 2 172

Q5 / Economic Benefit

BHOEATH AT MR LR E 1§

Q6 / Situation without Tourists
WREFEREE IR ANRREEDE - 55T E N H a5 Bk 2

* Note: The interviews have been conducted as qualitative research. Therefore, not all of the interviews
followed the exact same pattern and questions might have been asked slightly different during the interviews
for some vendors. All vendors have, however, been asked all of the following questions and been asked to
elaborate on the topic as much as needed and/ or possible.
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Q7 / Future Benefit
T FAF A ZHAE M 175 100 e SO 2

Attitudes Toward China

Image of Tourists:
Q8 / Tourist image

RS H AHY 2 Rz 4 fa] 2
RS b B A 2 2 Rz A el 2
RSP T AR 2 Rz A fe] 2

Q9 / Change over time
X 6] 78 i 3 o — A SO T

Cross-Strait Economic Integration
Q10/ Cross Strait Economic Integration

A [P JRR R BT S i PR B SRV IBUR. - % B3R A SE IR S R R4 Do s il 2

Q11 — Pace of CSEC
RAAHEHNFEE O RATECR BT BB ? KR, K18, AL ok?

Attitudes of PRC toward Taiwanese people:
Q11 / Attitudes toward the Chinese government

A R BIRRE R 68 N R E RN L EHIERE EEEE ?

Affective Identity:

Q12 / Group ldentity &Rt 2E[E

AT SOREARABRERA ~ REMpElmE N~ KEEETA » BEFER?
1 KEFHE (GFAEERA - AEHFEA) -2 RESET

Q13 / Personal Identity B43 22E

Mg E - AASRBECEEEAN WA ASRBCETEA - A AGREhE - FHH
ERHAEECEGEA ~ FEA - Bi#E ?

1. aB8A -2 #Hz- 3 FEA

Q14 / Political Identity B 22[E
FERE - RESE - ¥ - HRERSHEE D EEE S - FH LR EELESI
—{ﬂcﬁ ?
1. 78 (&60fERE - ¥ - HRE) -
2 R ERE (G0fEAME - BEE)
3. Z%k (AUFRER - %)



Self-Assessment of the Influence of Chinese tourists on Attitudes

Q15 / Influence of Tourists on Attitudes
ERASAEEERTERZPEREAN, AR Z b BOCRE N s i
PR3 A RO [ Y RE 2

ST

o
=

i

62



