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Study on the Attraction of Food Tourism Factory in 

Taiwan – Based on Internet Message 
Weng, Shu-E3   Shih, Meng-Long4 

Abstract 
Following development of society and change in life style, many of conventional 

manufacturing factories that have built economic miracles have to turn themselves into 

tourism factory by joining with tourist industry. In recent years, it is seen with amazing 

results, in terms of visitors and in tourism production. This trend has convinced tourism 

factory popped up here and there. Among them, food processing factory accounts the 

highest percentages, in number of factory and in number of visitors. Therefore, it is 
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worth to study the key factors of attracting tourists to visit, and this paper is to find out 

what are the attractions to tourists to visit food tourism factories. 

In this study, we concentrate on the four popular food tourism factories that announced 

by Ministry of Economic Affairs in 2014, and collect the internet messege on Pixnet, 

Yam, Xuite and iPeen by using network mining techniques. The report concludes with 

2,145 samples from 2013 to 2016.We can find out what are the attractions to tourists to 

visit food tourism factories though correspondence analysis and using the 

two-dimensional positioning chart. The research yielded the following findings: the 

factors facets of the attractions to tourists to visit food tourism factories are products 

and experiences,industry knowledge, spatial planning, environmental facilities, and 

corporate image; the featured projects of the attractions to tourists to visit food tourism 

factories are the unique products, art establishment, tasting activity, industrial culture 

and eudcation, and DIY activity. Basis the results of research, we will be able to provide 

suggestions to such factories who intended to join the line, as reference of decision 

making. 
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(Eigenvalue) 0.703 48 0.0001

 

4-4  

Dimension Eigenvalue 
Inertia 

(%) 
Cumulative % df alpha Chi-square p-value 

F1 0.409 58.142 58.142     

F2 0.193 27.507 85.649     

F3 0.101 14.351 100.000     

Total 0.703   48 0.05 65.171 0.0001 
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