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EDITOR PREFACE

In June 2011, Wen Jiabao Prime Minister attended the China-CEEC Economic 
and Trade Forum in Budapest, what was a successful meeting between the People’s 
Republic of China and 16 Central and Eastern European countries (CEECs), as 
a result of this forum, next year the 17 Prime Ministers met in Warsaw, Poland to 
establish the China-CEEC Cooperation. Since then, the prime ministers of the 17 
countries have met every year in one of the participating countries of this network. 
The new multilateral relationship has brought new opportunities for the participating 
countries in almost all areas, but especially in tourism. Beside the High-Level Summit, 
they held China-CEEC High-Level Conference on Tourism Cooperation and the 
China-Central Eastern European Countries Tourism Cooperation and Exchange 
Conference to discuss the possibilities of cooperation. 

Tourism is one of the most successful fields of the cooperation between China and 
the CEE countries in the past ten years. From 2012 to 2019 the tourism between 
China and the CEE region had been increasing rapidly, also thanks to that tourism is 
one of the fastest developing economic sector of the People’s Republic of China. As a 
result of the China-CEE cooperation, we can realize that in the past 10 year there is 
a huge increase in the number of the Chinese tourists entering the CEE region, and a 
fast development of the tourism cooperation between China and the CEE countries: 
in 2011 there were 500 thousand Chinese tourists arriving in the CEE region, the 
number was tripled by 2019, altogether 1,5 million Chinese tourists visited the 
CEE countries. Concerning the China-CEE cooperation, several direct flights were 
opened, that is supporting the tourism between China and the CEE region. From the 
V4 countries there are direct flights not only to Beijing, the capital city of China, but 
also to Shanghai, Chongqing, Chengdu etc. In the past 10 years, tourism ties between 
China and the CEE countries became more solid and stronger, what’s more both 
sides have realized a number of benefits from tourism developing. The China-CEE 
Cooperation ensured a huge support for the coordinated development of tourism 
between the two regions.

In 2022, on the occasion of the 10th Anniversary of China-CEEC tourism cooperation 
the China – CEEC’s Tourism Coordination Centre, the Eurasia Center of John von 
Neumann University and the Foreign Affairs and Trade Ministry of Hungary has 
designed a research competition focusing on China-CEEC tourism cooperation. In 
this volume presenting the best research papers of the international participants about 
the development, challenges and achievements reached so far in the last ten years and 
further possibilities ahead.

Unfortunately, the years of 2020 and 2021 are significantly influenced by the pandemic 
having a backlashing effect on tourism. Hopefully, in 2022 the life of tourism will get 
back to how it was before the pandemic and also the China-CEE cooperation on 
tourism can be continued, the more it can become one of the success stories of the 
China-CEE cooperation. Also hope that this volume can help to reboot the tourism 
between China-CEE countries.

Budapest, November 2022

 Levente Horváth

 Director 
 Eurasia Center
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PREFACE OF THE CHINA – CEEC’S TOURISM 
COORDINATION CENTRE 

Fostering the partnership between China and Central and eastern Europe has been 
the responsibility of the China-CEEC’s Tourism Coordination Centre (TCC) since 
May 2014, the first joint China-CEEC’s Summit in Tourism.  It is a great honour 
for Hungary that as a result of the bilateral talks between Chinese PM Li Keqiang 
and Hungarian PM Viktor Orbán, the coordinating body of the cross-regional 
cooperation in tourism was placed in Budapest. The TCC operates in the Ministry of 
Foreign Affairs and Trade of Hungary and connects the stakeholders of China and 
the CEE countries at all levels, from diplomacy to tourism ministries, from national 
tourism offices to business stakeholders. During the past nine years the TCC has built 
an extended professional network in both China and the CEE.  The tourism platform 
is the manifestation of the traditional friendship of the participants and strives for 
win-win cooperation and development.

China is a world leader in tourism and the Western European countries have long 
been the number two destination for outbound Chinese travellers. However, until 
2014, the Eastern and Central parts of Europe were less familiar in China. The China-
CEEC’s cooperation was established to change this situation and TCC made a lot 
of efforts for a stronger presence. As former Executive of the Tourism Coordination 
Centre, I can say that we could ripe the fruit of our severe work in 2019. Before the 
outbreak of the COVID-19 pandemic, Chinese tourism in the CEE region reached 
unprecedented heights.

With 2.6 million Chinese visits and almost 4 million Chinese nights in CEE in 2019, 
the figures were more than five times higher than those at the start of the cooperation.  
Direct air connections between the People’s Republic of China and CEE capitals 
have also developed rapidly and before the pandemic, Beijing, Shanghai, Xi’an and 
Chengdu were directly connected with the Hungarian, the Czech and the Polish 
capitals, allowing travellers from both directions to reach the wished destinations 
easily.

Both the COVID-19 pandemic and Russia’s war in Ukraine made a major harm to 
the flourishing China-CEE relations and the world-wide crisis swept away more 
than 90% of the performance of mutual tourism. It came as a great shock for the 
industry, but provided a huge opportunity as well. We, in TCC shifted our focus from 
field work to the virtual world and were determined to preserve the good relations 
with China. At the same time, we started to prepare for the post-crisis new tourism 
on digital platforms. We used them for mutual education and finding out when and 
how tourism from China is expected to return after travels between the continents 
are made possible again. 

In the present volume you will find the precious studies of young Central and Eastern 
European researchers, master and PhD students, who made the brave attempt to 
respond the most challenging questions which are crucial for the CEE at the moment: 
how we can perfectly prepare for the new start of Chinese tourism; how digitalization 
has accelerated and changed the pre-pandemic travelling habits; whether sustainable 
tourism is becoming more important for Chinese travellers; whether Chinese future 
travel plans will shift towards more intensive visits,  whether safety and security 
considerations will play an even greater importance in travel decisions of Chinese 
people.

The CEE region remains committed to maintain its tourism relations with China, and 
we are aware that an ever-harsher competition is expected at the restart of tourism. 
I wish that the present volume would be a good read for the public and serve as an 
indispensable handbook for all stakeholders engaged in China-CEE tourism.  

Budapest, November 2022

 Zsuzsanna Vincze

 former Executive  
 of China-CEEC’s Tourism 
 Coordination Centre
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ADAPTING DESTINATION  
MARKETING ACTIVITIES TO CHANGING 
CHINESE TRAVEL TRENDS

Loren Bašan, Bartol Donadić, Ivan Butković

Abstract 

Based on the Theory of Planned Behavior (TPB), a survey was conducted in the 
given pandemic situation to determine the post-pandemic travel intentions of 
Chinese tourists in terms of safer destinations and critical destination characteristics 
that need to be improved and modified in Croatia, according to the preferences of 
Chinese tourists. This paper also aims to identify the relationship between Chinese 
tourists’ behavioral intention for safer destinations, and the information sources used 
by Chinese tourists to decide on a destination.

The research findings support the priority abs in the context of Chinese tourists’ 
destination choices, the influences of TPB components on Chinese tourists’  behavioral 
intentions for safer destinations, and their relationship with information sources. This 
research study could help Croatian destination managers align destination marketing 
activities with Chinese tourists’ preferences, as well as their changing behaviors and 
demands under post-pandemic conditions. Taking into account these research results, 
DMOs will develop more appropriate marketing strategies for the Chinese tourism 
market, enabling the successful positioning of Croatia in the Chinese tourism market, 
and the generation of additional demand from the Chinese market in the pre-and 
post-seasons. 

Keywords: theory of planned behavior (TPB), behavioral intention for a safe destination, 
social media use, behavioral intention in destination choice, Chinese tourists, Croatia.

1. INTRODUCTION

With the emergence of the SARS-COVID-19 virus, the world economy found 
itself in a completely new and unexpected situation. International tourist arrivals 
decreased by 72% from January to October 2020 when compared to the same period 
in 2019, due to the slow containment of the virus, low traveler confidence, and strict 
restrictions. The decline in the first ten months of 2020 meant 900 million fewer 
international tourist arrivals than during the same period of 2019, corresponding to 
a loss of US$935 billion in international tourism revenue, which is ten times greater 
than the loss in 2009 due to the impact of the global economic crisis (UNWTO, 
2020). Analyzing the data of the Republic of Croatia, 5.5 million arrivals and 35.4 
million overnight stays were recorded by foreign tourists in 2020, corresponding to a 
decrease of 68% in arrivals and 58% in overnight stays compared to 2019 (Croatian 
Bureau of Statistics, 2021).

For Chinese tour operators and online travel agencies (OTAs), Croatia is not 
exceptional in terms of travel. In fact, for Chinese tourists, it is not worth coming 
to Europe to visit only a single country; their preference is to visit several countries. 
Therefore, Croatia, as a destination on the Chinese tourism market, has always been 
sold as part of a package with other countries such as Austria, Italy, Slovenia, Hungary, 
and other neighboring countries.

The attempt to understand Chinese tourists must begin with the assumption that 
they have their own culture with its own unique features, which implies the need 
to develop differentiated marketing and communication strategies for the Chinese 
market after a detailed analysis of cultural and tourist behavior. The Theory of Planned 
Behavior (TPB) can answer certain behaviors related to tourists’ choice of destination. 
Incorporating the COVID-19 context into measures of TPB predictors (attitude 
towards behaviors, subjective norms, and perceived control) could improve the theory’s 
ability to predict Chinese tourists’ post-pandemic decision-making process for safer 
destinations. These results, along with an assessment of the importance of destination 
attributes, contribute to the context of marketing and strategy development for the 
Chinese tourism market. 
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The paper is divided into five main parts. After the introduction, a conceptual 
framework is provided, along with an overview of the Chinese tourism market and 
previous research. The third part describes the methodology, followed by the research 
results and discussion. The final, fifth part is the conclusion. 

2. CONCEPTUAL FRAMEWORK

2.1  The Potential of the Chinese Tourism Market and the Characteristic 
Behaviors of Chinese Tourists 

About 10% of China’s 1.4 billion population travel abroad. By 2027, the number 
of passport holders is expected to reach 300 million, representing 20% of China’s 
population (UNWTO, 2019). China is the world’s largest spender on international 
tourism, accounting for one-fifth of the US$255 billion spent on international 
tourism. It is followed by the United States and Germany (UNWTO, 2020). The 
number of Chinese tourist arrivals in Croatia increased by 442% in 2019 compared 
to 2013 (Croatian Bureau of Statistics, 2020). Despite the relatively low number of 
tourists arriving in Croatia in absolute terms, the Chinese tourism market has great 
potential to generate future tourism demand and consequently influence the country’s 
economic growth and development. 

Despite the threat of the COVID-19 pandemic, Chinese tourists are eager to travel, 
as evidenced by the growth of domestic and international travel in China. Although 
people were temporarily forced to suspend their travel plans, most Chinese tourists 
did not change their long-term plans, and are willing to increase their budget for their 
next trip (Wyman, 2020). When formulating a long-term tourism and marketing 
strategy, the characteristics of Chinese tourists abroad and their behavior must be 
taken into account. Chinese tourists prefer to travel in the pre-and post-seasons, avoid 
the high-temperature summer months. Broken down by gender, female outbound 
travelers outnumber males, with a ratio of 53:47. Older tourists and tourists from 
smaller cities prefer to opt for traditional package tours, which are still very popular 
and therefore a dominant mode of travel. Regarding travel companions, family ties 
predominate in Chinese outbound travel: 51% travel with family, while 27% travel 
with friends (UNWTO, 2019). 

92% of Chinese tourists who have visited Europe would use mobile payments more 
often if they were more common in European countries, and 89% would spend more 
if mobile payments were available in European countries (Nielsen Holding, 2019). 
For most Chinese tourists, attractions are the most influential factor in choosing a 
destination (UNWTO, 2019). 

Within the context of destinations, improving the performance of destination 
attributes is one of the main tasks of DMOs (Dmitrović et al., 2009). The literature 
often focuses only on destination resource evaluation, neglecting to address 
management activities (Dwyer et al., 2016). When evaluating tourism services, it is 
essential to assess them from both perspectives, in order to understand whether the 
tourists’ perceptions of quality match the actual quality provided (Ciunova-Shuleska, 
Palamidovska & Griskih, 2013). According to this hypothesis, the importance of 
destination attributes should align with the importance that destination attributes 
have for tourists in choosing a destination, and the importance that DMOs attach 
to the attributes for positioning the destination in the tourist destination market. On 
this basis, we formulated the following hypothesis: 

H1: There are significant differences in the importance of destination attributes between 
DMOs and Chinese tourists.

2.2 Theory of Planned Behavior and Safer Destination Choices

The Theory of Planned Behavior explains the cause-and-effect relationship between 
various beliefs and a person’s behavior (Ajzen, 1988, cited in Ajzen, 1991). This theory 
is an extension of the Theory of Reasoned Action (Fishbein & Ajzen, 1975, cited in 
Ajzen, 1991), which states that a person’s behavior is caused by his or her own will 
(Ajzen, 2002). A new component, perceived behavioral control, has been added to 
the Theory of Reasoned Action, because not all human behavior is entirely under the 
influence of will (Ajzen, 2002). The central factor in both theories is the individual’s 
intention to perform a particular behavior (Ajzen, 1991). 

TPB is widely used in the tourism and marketing field to define individual behavior 
( Javed, Tučkova & Bashiru Jibril, 2020; Pahrudin, Chen & Liu, 2021; Wollast et al., 
2021; Sparks & Wen Pan, 2008; Han et al., 2020; Aldalaykeh et al., 2021; Sujood et al., 
2021.; Ojo et al., 2022). Accordingly, TPB explains and links individuals’ behavior and 
intention. TPB defines three determinants of intention: attitude towards a behavior, 
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subjective norms, and perceived behavioral control (Ajzen, 1991). It can be said that 
the first determinant (attitude toward a behavior) is the individual’s assessment of the 
occurrence of positive or negative behavior. The second determinant, i.e., subjective 
norms, defines the perceived social pressure to perform a particular behavior. The 
third determinant (perceived behavioral control) refers to the perception of the 
ease or difficulty of performing a particular behavior (Ajzen, 1991). In other words, 
volitional and non-volitional factors form an individual intention (Pahrundin et al., 
2021; Guerin & Toland, 2020; Song et al., 2017). 

According to the authors (Pahrudin et al., 2021), tourist intention – i.e. the decision to 
visit a destination – is influenced by attitude and behavior (Guggenheim et at., 2020; 
Han & Hyun, 2017; Kim & Hwang, 2020). Therefore, the three determinants of the 
Theory of Planned Behavior have a positive relationship with each other, and it can 
be concluded that they have a positive effect on the customer’s behavioral intention 
(Pahrudin et al., 2021; Hwang et al., 2020; Kim & Hwang, 2020; Ajzen, 1991).

TPB has been used in the tourism sector to determine the relationship between the 
decision-making process and destination choice, as well as the various influences of 
risk and uncertainty on travel decisions (Lam & Hsu, 2006; Quintal et al., 2010). The 
COVID-19 pandemic may influence tourist behavior and travel perceptions (Gupta et 
al., 2021; Li et al., 2020; Kock et al., 2020). In addition, according to the authors (Li et al., 
2020; Zeng et al., 2005), it can be concluded that tourists’ behavior could be changed by 
the perceived risk and the type of destination, as well as the type of tourism. The theory 
of planned behavior explains behavior related to the intention to visit a destination 
during COVID-19. Han et al. (2020) found that the variables in the theory of planned 
behavior (attitude toward behavior, subjective norms, and perceived behavioral control) 
had a positive and significant influence on behavioral intentions for safer destinations 
among U.S. international travelers. Therefore, based on the research objective and 
consistent with previous research, the following hypotheses were formulated:

H2:  Attitude toward behavior positively and significantly influences Chinese tourists’ 
intention to choose a safer destination.

H3:  Subjective norms positively and significantly influence Chinese tourists’ intention to 
choose a safer destination.

H4:  Perceived behavioral control positively and significantly influences Chinese tourists’ 
intention to choose a safer destination.

3. METHODOLOGY

Following the proposed research objectives and defined hypotheses, primary research 
was conducted based on two separate and interrelated surveys. The first part of both 
surveys aimed to identify priority attributes within the context of destination choice 
for Chinese tourists. The empirical data was collected using structured questionnaires. 
A list of 8 dimensions and 44 attributes was defined and adopted, based on the review 
of relevant previous research (Kušen, 2002; Chow & Murphy, 2011; Han et al., 2020; 
Javed et al., 2020), and taking into consideration the characteristics of China tourists. 
The dimensions were as follows: accommodation services (items 1-7), restaurant 
services (items 8-14), safety (items 15-18), natural attractions (19-25), cultural 
beauty (26-34), sports (35-36), shopping (37-39) and information (40-44). For each 
attribute, tourists and destination managers evaluated its importance in the context 
of the Chinese market on a 5-point Likert scale (1: not important at all, 5: extremely 
important).

A questionnaire for tourists was used to collect additional data on the constructs 
of the Theory of Planned Behavior conceptual model (Table A.1): attitude toward 
behaviors (3 items), subjective norms (2 items), perceived behavioral control (3 items), 
and behavioral intention for safer destinations (3 items). The next part of the tourist 
questionnaire focused on the source of information when choosing a destination (7 
items), adapted from previous research by Chow, I. & Murphy, P. (2011). Respondents 
were asked to indicate their agreement with the statements on a 5-point Likert scale 
(1: completely disagree, 5: completely agree). Finally, respondents provided their 
socio-demographic characteristics: gender, country of origin, province, region or city, 
education, and monthly income. 

The questionnaires were created in Google Forms, and conducted as an online survey. 
The link to the questionnaire was e-mailed to county tourist boards, and data was 
collected from 7–26 July 2021. The questionnaire for Chinese tourists was translated 
into Chinese and completed via WeChat social media from 22 July to 9 August 2021.

The Cronbach’s alpha coefficient checked the internal consistency of the scales for 
each dimension (< 0.70), as recommended by Hair and others (2014, p.125). The 
validity of the research findings was ensured by developing a questionnaire based on 
previous research and findings.
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The research population consisted of adult Chinese tourists. Chinese tourists were 
selected because China is the market with the largest purchasing potential in the travel 
and tourism industry (Li et al., 2011). The survey was conducted on a convenience 
sample of Chinese tourists who had visited Croatia at least once. A total of 141 
questionnaires were collected and included in the analysis. The study sample for 
destination management included tourist boards in Croatia. Out of 21 county boards, 
15 completed the questionnaire, and were included in subsequent analyses. Six tourist 
boards did not participate in the research because they do not operate in the Chinese 
market, or do not have a marketing strategy for the Chinese tourism market. 

After the survey, preliminary data analysis was conducted using SPSS 23 software. 
Descriptive (mean and standard deviation) and inferential statistics (independent 
sample t-test, bivariate correlation, and multiple linear regression analysis) were used 
in the data analysis.

4. RESULTS AND DISCUSSION

4.1 Socio-Demographic Characteristics of Respondents

According to the gender structure of the sample, 69% of the respondents are 
female, and 31% are male. Regarding the respondents’ country of origin, 94% live in 
China, and 6% live abroad. Most of the respondents are from Jiang Province, with 
Shanghai as the capital (40%), followed by Hong Kong (17%) and Beijing (14%). The 
remaining 29% of respondents are from other regions. Regarding education level, 
68% of respondents reported having a higher education degree, or having completed 
undergraduate studies, and 20% of respondents have a master’s degree or higher. Only 
12% of respondents indicated that they had a high school diploma or lower. When 
asked about their income, 24% of respondents reported having a monthly income of 
HRK 5,000-8,000 (approximately EUR 670-1,070). 16% of respondents reported 
having a monthly income of over HRK 20,000 (approx. EUR 2,670), with another 
16% reporting between HRK 8,000 and 10,000 (approx. EUR 1,070-1,340). Only 
8% of respondents have a monthly income between 10,000 and 15,000 HRK (about 
1,340-2,000 EUR). 23% of respondents did not answer this question.

4.2  Attribute Reliability Analysis and Independent Samples t-test  
for Destination Attributes Priorities

We examined the reliability of the research instruments, and the rating of the 
importance of the destination attributes. Cronbach’s alpha coefficients were used to 
test the internal consistency of the attributes (Table 1).

Table 1. Destinations’ attributes reliability

No. Dimensions of tourist 
destinations offer

Cronbach alpha

Importance
(Chinese tourists)

Importance
(Croatian tourist boards)

(I -T) (I – TB)

1. Accommodation services 0.747 0.835

2. Restaurant services 0.705 0.709

3. Safety 0.735 0.834

4. Natural attractions 0.885 0.813

5. Cultural beauty 0.916 0.905

6. Sports 0.814 0.782

7. Shopping 0.867 0.604

8. Information 0.845 0.758

Source: authors’ calculations

Table 1 shows eight dimensions of tourist destination offers, in the context of Chinese 
tourists. Cronbach’s alpha for the importance attached to the attribute “shopping” 
by tourist boards is lower than 0.7, which is recommended as the minimum value 
(Hair et al., 2014). For this reason, an inter-item correlation was performed. The inter-
correlation coefficient is 0.337, exceeding the minimum value of 0.30 (Hair et al., 2014). 
The authors decided to retain this factor, in order to avoid losing useful information for 
destination managers regarding the importance of destination attributes in the context 
of Chinese tourists. The Cronbach’s alpha value for all other attributes was higher than 
0.7, indicating the use of reliable research instruments for this empirical research.

An independent samples t-test was conducted to determine the significance of 
differences between the importance of destination attributes for destination selection 
by Chinese tourists and the importance attached to destination attributes by tourist 
boards in Croatia (Table 2).
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Table 2. Destination attributes’ importance scores for Chinese tourists

No. Dimensions/Attributes
Importance
(Chinese  
tourists)

Importance
(Croatian tourist 

boards)

Paired 
Sample 
t-test

Sig. 
2-tailed

(I -T) (I – TB)
t value

Mean SD Mean SD

1. Accommodation services

Quality of accommodation service 4.55 0.681 4.53 0.743 0.068 0.946

Cleanliness of hotel facilities 4.79 0.406 4.80 0.561 -0.049 0.961

Availability of hotel drinking water 4.30 0.886 4.67 0.617 1.540 0.126

Availability of showers in the rooms 4.80 0.510 4.87 0.352 -0.483 0.630

Hotel location 4.15 0.783 4.20 0.862 -0.238 0.812

The proximity of the hotel to attractions 4.34 0.745 4.07 0.799 1.344 0.181

Value for money 4.71 0.567 4.67 0.617 0.274 0.785

Total (M) 4.52 0.65 4.54 0.65

2. Restaurant services

A variety of restaurants 4.33 0.790 4.33 0.617 0.000 1.000

Restaurants with local dishes 4.30 0.754 4.40 0.737 -0.500 0.618

Restaurants with Chinese dishes 3.70 1.055 3.13 1.356 1.904 0.059

A variety of vegetables and fruits on offer 4.21 0.858 4.53 0.640 1.436 0.153

Menus translated into Chinese 4.26 0.946 3.40 1.352 2.408 0.029

Cleanliness of restaurant facilities 4.77 0.469 4.73 0.458 0.313 0.755

Western restaurants adapted to Chinese 
tourists 3.89 0.851 3.53 1.125 1.508 0.134

Total (M) 4.21 0.82 4.01 0.90

3. Safety

Safety in a tourist destination 4.94 0.232 4.87 0.352 0.824 0.422

Safety and security in hotels and 
restaurants 4.91 0.336 4.73 0.594 1.119 0.281

Transportation safety 4.43 0.689 4.60 0.632 -0.939 0.349

Transport infrastructure safety 4.42 0.645 4.60 0.507 1.054 0.293

Total (M) 4.68 0.48 4.70 0.52

No. Dimensions/Attributes
Importance
(Chinese  
tourists)

Importance
(Croatian tourist 

boards)

Paired 
Sample 
t-test

Sig. 
2-tailed

(I -T) (I – TB)
t value

Mean SD Mean SD

4. Natural attractions

Unique natural landscapes 4.69 0.536 4.60 0.632 0.593 0.554

Climate 4.07 0.762 4.07 0.594 0.021 0.983

Sea / Seaside 3.97 0.894 3.87 0.834 0.435 0.664

Rivers / Lakes 3.88 0.898 4.00 0.756 -0.501 0.617

Beaches / Bathing areas 3.79 0.922 3.87 0.915 -0.289 0.773

Protected plant and animal species 3.77 0.931 4.00 0.926 -0.926 0.356

Protected areas 
(national and nature parks) 4.04 0.940 4.60 0.632 2.240 0.027

Total (M) 4.03 0.84 4.14 0.78

5. Cultural beauty

Cultural monuments 4.37 0.805 4.40 0.632 -0.145 0.885

Protected urban units / old towns 4.36 0.847 4.07 1.033 1.254 0.212

Castles 4.28 0.822 3.87 0.743 1.883 0.062

Churches and pilgrimage centers 3.68 0.921 3.40 0.986 1.116 0.266

Museums / Exhibitions 3.88 0.989 4.00 0.535 -0.748 0.461

Theatres / Performances 3.37 0.898 3.40 0.910 -0.128 0.898

Festivals and events 3.87 0.909 3.87 0.834 0.023 0.982

Local customs and traditions 4.09 0.849 4.27 0.799 -0.791 0.430

Famous people 3.65 0.887 4.00 0.845 1.477 0.142

Total (M) 3.95 0.88 3.92 0.81

6. Sports

Sports events 3.23 0.990 3.80 0.775 2.143 0.034

Recreational facilities 3.33 0.923 3.73 0.884 1.601 0.111

Total (M) 3.28 0.96 3.77 0.83

7. Shopping

Shopping for souvenirs and gifts 3.47 1.046 4.20 0.676 3.743 0.001

Shopping for local specialty products 3.72 0.966 4.40 0.737 2.657 0.009

Shopping for brand-name products 3.40 1.146 3.87 0.834 1.542 0.125

Total (M) 3.53 1.06 4.18 0.75
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No. Dimensions/Attributes
Importance
(Chinese  
tourists)

Importance
(Croatian tourist 

boards)

Paired 
Sample 
t-test

Sig. 
2-tailed

(I -T) (I – TB)
t value

Mean SD Mean SD

8. Information

Information in tourist destinations is 
understandable to Chinese tourists 
(available in English or Chinese language)

4.54 0.682 4.20 1.014 1.265 0.225

Availability of information in the tourist 
destination 4.43 0.749 4.60 0.828 -0.849 0.397

Possibility of communication with local 
residents 4.34 0.735 4.00 0.845 1.681 0.095

Willingness to provide information to 
Chinese tourists in the tourist destination 4.48 0.703 4.00 0.756 2.472 0.015

Friendliness of local residents 4.72 0.522 4.53 0.640 1.310 0.192

Total (M) 4.50 0.68 4.27 0.82

Overall (M) 4.09 0.80 4.19 0.76

Significance at p < 0.05
Source: authors’ calculations

As shown in Table 2, there are no significant differences in the importance of the 
attributes between the dimensions of accommodation services, security, and cultural 
beauty.

In the dimension of restaurant services, a significant difference is apparent (p=0.029) 
for “menus translated into Chinese,” which Chinese tourists rated as an attribute 
with high importance (M=4.26, SD=0.946). Destination management rated the 
importance of these attributes as relatively low, and a high standard deviation indicates 
a wide dispersion of destination management responses (M=3.40, SD=1.352). 

For the attribute “protected areas” as a “natural attraction”, there is a significant 
difference (p=0.027), as destination management estimates the importance as higher 
(M=4.60, SD=0.632) than the importance for Chinese tourists (M=4.04, SD=0.940). 
The same situation is found for “sports events” (p=0.034).

Significant differences are also found for attributes in the dimension “Shopping.” For 
both attributes: “shopping for souvenirs and gifts” (p=0.001) and “shopping for local 
specialty products” (p=0.009), destination management should match the importance 
of these attributes with the importance as seen from the perspective of Chinese tourists.

A significant difference is shown in the dimension of “information” for the attribute 
“willingness to provide information for Chinese tourists in the destination” 
(p=0.015). The importance of this attribute is rated higher by Chinese tourists 
(M=4.48, SD=0.703) than the importance attributed to this attribute by destination 
management (M=4.00, SD=0.756). 

Based on the above results, hypothesis H1 can be confirmed. In general, the results 
on the importance of attributes indicate a good balance between the importance that 
Croatian tourist boards targeting the Chinese market attach to destination attributes, 
and the importance that these attributes have for Chinese tourists when selecting 
destinations. Destination management should focus on critical attributes in Croatian 
destinations with significant differences in importance scores. Their “importance” 
score should be improved and balanced to target Chinese tourists more efficiently. 
These refer to attributes that destination management considers less important 
than Chinese tourists: “menus translated into Chinese” and “willingness to provide 
information to Chinese tourists in the destination”. In addition, when developing an 
effective marketing strategy for the Chinese market, destination management should 
focus its attention on the attributes that Chinese tourists consider most important 
when choosing a destination: safety in a destination (M=4.94, SD=0.232), safety in 
hotels and restaurants (M=4.91, SD=0.336), availability of showers in rooms (M=4.80, 
p=0.510), cleanliness of hotels (M=4.79, p=0.406) and restaurants (M=4.77, p=0.469), 
the friendliness of locals (M=4.72, p=0.522), unique natural landscapes (M=4.69, 
p=0.536), quality of accommodation services (M=4.55, p=0.681), and information in 
destinations understandable for Chinese tourists – available in English or Chinese 
(M=4.54, p=0.682).

4.3 Regression Analysis for Safer Destination Choices

For this study, the theoretical research framework of the TPB model was used to 
explain the decision-making process of Chinese tourists for safer destinations after 
a pandemic. The TPB model was chosen because it is widely used in research on 
tourists’ intentions, and widely accepted within the academic community (Choi & 
Park, 2017 cited in Liu et al., 2021). A Cronbach’s alfa was calculated for all variables 
above the minimum required value of 0.7 (Table 3).
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Table 3. Reliability analysis

Dimensions Cronbach’s alpha

1. Attitude toward behavior 0.950

2. Subjective norms 0.833

3. Perceived behavioral control 0.885

4. Behavioral intention for safer destinations 0.921

Source: authors’ calculations

Multiple linear regression analysis was chosen to determine the influence of TPB 
predictors on Chinese tourists’ behavioral intentions for safer destinations, and to 
predict their behavioral intentions (Table 4). The multiple regression analysis used 
three factors as independent variables: attitude toward behaviors, subjective norms, 
and perceived behavioral control, measured with adopted items from Han et al., 2020 
(Appendix). 

The model represented by the above variables is significant (F=39.862, p=0.000). The 
regression analysis results show that the predictors used explained 46.6% of the variance 
in Chinese tourists’ behavioral intention for safer destinations. This value was larger 
than the original TPB, which explained about 34% of the variance in intention (Han 
et al., 2020). Attitudes are the predictor with the strongest positive and significant 
influence on Chinese tourists’ behavioral intention for safer destinations (β=.336, 
p=0.000), confirming hypothesis H2. Subjective norms are another determinant 
that positively and significantly influences Chinese tourists’ behavioral intention 
(β=.336, p=0.000). Thus, hypothesis H3 is confirmed. The influence of perceived 
behavioral control on a behavioral intention for safer destinations of Chinese tourists 
is not significant (β=.054, p=0.054), with the significance level minimally above the 
significance threshold. Based on this result, hypothesis H4 is not confirmed. In the 
context of COVID-19, continuous changes in the infection situation, high-risk levels, 
and limitations may be reasons for the insignificance of perceived behavioral control. 
Soliman M. (2021) pointed out that perceived behavioral control is not realistic when 
a person has little information about their behavior, when requirements or necessary 
resources have changed, and when new unknown elements emerge in the decision-
making process. Under such conditions, perceived behavioral control contributes little 
to the theory of planned behavior.

Table 4: Multiple regression analysis for TPB predictors affecting Chinese tourists’ 
behavioral intention for safer destinations

TPB predictors B SE BETA t Sig.

Constant 3.884 0.939 4.135 0.000

Attitude toward the behavior 0.369 0.080 0.408 4.596 0.000

Subjective norms 0.474 0.103 0.336 4.605 0.000

Perceived behavioral control 0.051 0.078 0.054 0.655 0.513

R2 .466

Adjusted R2 .454

Standard error 1.310

F ratio 39.862

Significance 0.000

Behavioral intention for safer destinations M = 4.65 SD = 0.64 

Source: authors’ calculations

The finding that attitude makes a significant and positive contribution to Chinese 
tourists’ behavioral intentions in choosing safe destinations supports previous research 
on behavioral intentions in choosing safe destinations after a pandemic (Han et al., 
2020, Liu et al., 2021, Pahrudin et al., 2021, Pratiwi et al., 2021). The results of the 
present study in terms of the positive and significant influence of subjective norms 
on Chinese tourists’ behavioral intention support the findings of Liu et al., 2021; 
Pratiwi et al., 2021 and Han et al., 2020, who found the same for the behavioral 
intention of US travelers. This result contrasts with Pahrudin et al., 2021, who found 
an insignificant influence of subjective norms related to Indonesian tourists and 
their decision to visit a local destination due to the COVID-19 pandemic. Perceived 
behavioral control was found to be a nonsignificant predictor of Chinese tourists’ 
behavioral intentions. This contrasts with previous research findings (Han et al., 2020, 
Liu et al., 2021, Pahrudin et al., 2021, Pratiwi et al., 2021).
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4.4  Correlation Analysis for Safer Destination Choices and  
Sources of Information

In addition, it was considered valuable to focus on the relationship between the source 
of information and behavioral intention for safer destinations. Correlation analysis 
was conducted to determine whether there is a significant relationship between 
Chinese tourists’ behavioral intention for a safer destination and the different sources 
of information they use when deciding on a destination (Table 5). Correlation 
coefficients are explained based on De Vaus (2004). 

Table 5. The Correlation between a source of information and Chinese tourists’ 
behavioral intention for safer destinations

Attributes Pearson correlation
 (r)

To choose a trip to a tourist destination,  
I often browse Internet travel pages and blogs. 0.177*

To choose a trip to a tourist destination,  
I often browse social networks like WeChat, Weibo, etc. 0.183*

To choose a trip to a tourist destination,  
I often browse destination websites where I plan to travel. 0.226**

To choose a trip to a tourist destination,  
I often listen to the recommendations of relatives and friends. 0.165

To choose a trip to a tourist destination,  
I often listen to the recommendations of travel agencies. 0.134

To choose a trip to a tourist destination,  
I often look at brochures, ads, and posters. 0.168*

To choose a trip to a tourist destination, I often get information via 
radio, television,movies or videos. 0.173*

Behavioral intention for safer destinations M = 4.65 SD = 0.64

*Correlation is significant at the 0.05 level (2-tailed) 
**Correlation is significant at the 0.01 level (2-tailed) ; 

Source: authors’ calculations

The results of the correlation analysis show that Chinese tourists’ behavioral 
intentions toward safer destinations correlate positively and weakly (r=0.226, p=0.01) 
with destination websites as a source of information, when choosing a destination 
under post-pandemic conditions. This is also the only attribute significant at a 99% 
confidence interval (p=0.01). A positive and significant correlation was found at a 95% 
confidence interval (p=0.05) between Chinese tourists’ behavioral intentions and the 
following attributes: social networks such as WeChat and Weibo (r=0.183); Internet 
travel sites and blogs (r=0.177); radio, TV, movies, and videos (0.173); brochures, 
advertisements, and posters (r=0.168). A non-significant association was found 
between recommendations from relatives and friends (0.165) and recommendations 
from travel agencies (0.134) with behavioral intention to travel to safer destinations. 
These results support previous studies findings that the website is a valuable source 
of information for tourists who need to choose a destination (Lončarić et al., 2014). 
Choi et al. (2007) found that destination websites are visited in the initial, early, 
and middle stages of trip planning (cited in Lončarić et al., 2015). Molinillo et al. 
(2018) emphasized the increasing use of DMO websites and social media as sources 
of information, as evident in previous research by various authors (Hays et al., 2013; 
Law, Qi, & Buhalis, 2010; Luna-Nevarez & Hyman, 2012; Mariani, Di Felice & 
Mura, 2016; Woodside, Ramos-Mir, & Duque, 2011; Xiang & Gretzel, 2010; cited 
in Molinilo et al., 2018).

1. CONCLUSION

This study determined the importance of destination attributes from the perspective 
of Chinese tourists and DMOs. It identified critical attributes in Croatian tourism 
destinations for which significant differences in importance ratings were found. 
Destination management should consider this and match the importance value of the 
attributes with the importance given by Chinese tourists, and focus on the attributes 
most important to Chinese tourists when choosing a destination. In this way, DMOs 
can target the Chinese market more efficiently.

The research findings contribute to the body of knowledge by providing insights 
into the research framework of the Theory of Planned Behavior (TPB) model and 
explaining the decision-making process of Chinese tourists for safer destinations 
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after the pandemic. The results show that attitudes as a predictor have the strongest 
positive and significant influence on Chinese tourists’ behavioral intentions 
toward safer destinations, followed by subjective norms. The influence of perceived 
behavioral control on Chinese tourists’ behavioral intention for safer destinations was 
not significant. The reasons could be the uncertainty related to the ever-changing 
infection situation and the high risks and constraints associated with COVID-19, 
which appear as new unknown elements in the decision-making process (Soliman, 
2021). In addition, the results showed that Chinese tourists’ behavioral intentions 
toward safer destinations were most positively and significantly correlated with 
destination websites as sources of information. Considering these research findings, 
DMOs will develop more appropriate marketing strategies for the Chinese tourism 
market, which will enable the successful positioning of Croatia within the Chinese 
tourism market to generate additional demand from the Chinese market in the pre 
and post-season. 

The study has some limitations. The sample is relatively small. Expanding the sample 
and distributing the questionnaire across multiple channels is suggested for future 
research. Considering that there are more female than male travelers within the 
Chinese market (UNWTO, 2019), it would be useful to study behavioral intentions 
for a safe destination for different genders and age groups. Finally, the research 
instrument could be expanded to include items related to perceived risk and perceived 
knowledge, and their influence on TPB predictors and Chinese tourists’ behavioral 
intentions for safer destinations.
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APPENDIX

Table 1. Measurements items for research constructs

Predictors Attributes Adopted to

ATTITUDE 
TOWARD 
BEHAVIOR

Traveling to a country that is not seriously affected by 
COVID-19 is good.

Han, H., Al-Ansi, A., 
Chua, B.-L., Tariq, 
B., Radić, A. I Park, 
S. (2020)

Traveling to a country that is not seriously affected by 
COVID-19 is wise. 

Traveling to a country that is not seriously affected by 
COVID-19 is pleasant.

SUBJECTIVE

NORM

Most people who are important to me think I should 
travel to a country that is not seriously affected by 
COVID-19.

People whose opinions I value prefer that I choose a 
country that is not seriously affected by COVID-19.

PERCEIVED 
BEHAVIORAL 
CONTROL

I am confident that I can travel to a tourist destination 
in a country that is not seriously affected by COVID-19.

I have sufficient resources, time, and opportunities 
to visit a tourist destination in a country that is not 
seriously affected by COVID-19.

BEHAVIORAL 
INTENTION 
FOR SAFER 
DESTINATION

I plan to visit a country that is not seriously affected by 
COVID-19 trip after the pandemic has ceased.

I will exert effort to travel to a country that is not 
seriously affected by COVID-19 after the pandemic 
has ceased.

I am willing to visit a country not seriously affected by 
COVID-19 after the pandemic has ceased.



Results and Challenges: Changing travel trends in China-CEEC perspective | 37

In the web of guanxi: the safety and security provided by kinship among Chinese travellers (36–55)

36

IN THE WEB OF GUANXI:  
THE SAFETY AND SECURITY PROVIDED BY 
KINSHIP AMONG CHINESE TRAVELLERS

Rita Song-Agócs

Abstract

Safety and security are important aspects in tourism and have been studied over the 
past few decades. Before the COVID-19 pandemic, China played an important role in 
the global tourism industry as the leading source market in the world. Social relations 
(guanxi in Chinese) are important in Chinese work and leisure and are paramount 
in VFR (Visiting Friends and Relatives) travel. This segment of tourism will be 
among the first to be activated. Safety and security will certainly play a key role in 
postpandemic Chinese outbound tourism. The research aims to explore the role of the 
sense of security and safety provided by the Chinese guanxi network of contacts and 
to identify its key factors during travel. The methodology of the research is a Chinese 
language online questionnaire survey with a snowball sampling technique among 
the Chinese living in Hungary. Research provides important new information on 
how Hungary can remain a safe and dominant destination for Chinese travellers. The 
article provides several practical contributions and proposes some solutions to local 
destination management organisations and tourism service providers to understand 
the attitudes of the Chinese living in Hungary towards tourism safety and security.

Keywords: Chinese tourism, VFR tourism, guanxi, tourism security, postpandemic tourism

1. INTRODUCTION

The People’s Republic of China is one of the main players in international migration 
and outbound tourism. Studies estimate between 30 and 50 million people of 
Chinese origin live outside the People’s Republic of China (Huang et al., 2016; Tan 
& Tan, 2012). Every country in the world hosts a Chinese diaspora of some size. In 
Central and Eastern Europe, Hungary has the largest Chinese diaspora, with more 
than 18,558 registered individuals (CSO, 2022). The Chinese tourism market has 
developed rapidly since the ‘Central Economic Work Conference’ of 1998, which 
declared tourism to be a new economic growth engine for the national economy. 
Before the COVID-19 pandemic, China transformed into the most important 
outbound global tourist market. According to the World Tourism Organization 
(UNWTO, 2021), China continues to lead global outbound travel, after spending 
the US $255 billion and making 155 million trips abroad in 2019. 

Push and pull factors influence Chinese mobility and the social relations among 
Chinese people (Li, 2020). Chinese immigrants arrived in Hungary in two major 
waves: first between 1988 and 1992 due to the visa waiver programme between the 
two countries (Nyíri, 2006), and then in the 2013–2017 Settlement Bond period 
(Szabó et al., 2021). The first wave is strongly linked to a push factor, the policy of 
economic reform and openingup, launched in 1978, which made tourism an increasing 
contribution to mainland China’s economy. On the other hand, the second wave, a 
pull factor, has the Hungarian government offering favourable settlement conditions 
to Chinese immigrants (Szabó et al., 2021). 

Examining the interconnectedness between tourism and security, we can see that 
safety is an essential element of the tourist supply and/or a basic condition for tourism 
(Pizam & Mansfeld, 2006; Michalkó, 2012). The recent events (the COVID-19 
pandemic and the RussoUkrainian war in Europe) challenge the tourism sector and 
call for the claim of increased security needs and risk management (Floyd et al., 2003). 
Travel will continue to be a social way of life that is an integral part of both leisure 
and work (Michalkó et al., 2020). When visiting a destination, the most basic need 
of travellers is to guarantee physical security, that is, a sense of security. It is necessary 
to be able to create this feeling in the traveller even in the period before the trip, in 
which the personal network of contacts – guanxi in Chinese – plays the greatest role.
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Safety and security are key concerns when tourists choose their destination, and there 
is probably no other industry as susceptible to the crisis as tourism. Visiting friends 
and relatives tourism has turned out to be an important market phenomenon, and 
studying the social bonds with safety, and security aspects of Chinese people involved 
in VFR travel can provide new insights into this market segment. Understanding 
the impact of guanxi on safety and security travel can help to better manage Chinese 
inbound tourism not only to Budapest but also to the major cities in the region. 
Prior studies on Chinese VFR travel evidenced the social relations (guanxi) (Bai & 
Qu, 2017) and family unit importance (Dai et al., 2021). The present study adds 
to this literature. Firstly, this paper aims to study a particular sample of Chinese 
immigrants living in Hungary. This is significant because Hungary has just recently 
opened to Chinese immigration and tourism. Secondly, our study aims at analysing a 
particular aspect, the role of guanxi in Chinese safety and security travel. The guanxi 
phenomenon has been studied in business relations and management studies (Chen 
& Chen, 2004; Jacobs, 1982; Tsang, 1998) to analyse social relations. Here, we suggest 
that the role of guanxi is relevant in stimulating Chinese safety and security travel in 
Hungary.

This study based on the nature of guanxi tries to fill an apparent gap in the literature by 
providing several practical guidelines for local destination management organizations 
and tourism service providers to successfully understand the importance of Chinese 
safety and security travel. Applying a quantitative research design, this study 
investigates the safety and security travel perspectives of Chinese migrants residing 
in Hungary. This paper aims to explore the role of the sense of security and safety 
provided by the Chinese guanxi network of contacts and to identify its key factors 
during travel.

2. THEORETICAL BACKGROUND

2.1  Tourism safety and security: related concepts

Looking at the theoretical concepts of tourism safety (Breda et al., 1996; Mansfeld 
& Pizam, 1996; Michalkó, 2020), in the past decade researchers have covered more 
and more safety and security elements and areas. In international literature, the words 
“security” and “safety” are often separated in terms of interpretation and usage. 

Tourism safety refers to how tourists perceive their feelings of being safe and how 
confidently they might overcome uncertainties (Quintal et al., 2010), and also 
refers to protection from the unexpected consequences of an unintentional act 
(Mansfeld & Pizam, 2006). Tourism security is closely related to tourism safety, 
as the terms are often used interchangeably – this is why tourism security is not 
precisely defined (Tarlow, 2014). Tourism security is primarily the personal safety 
of tourists and the safety of their property against external, intentional threats (e.g., 
crises, crime, terrorism, wars) (Mansfeld & Pizam, 2006). A tourism crisis refers to 
any unexpected event that can negatively impact the tourism and travel industry 
(Santana, 2004). In this research, both tourism safety and security interpretations 
are examined. 

The attention of Chinese researchers turned to the safety and security of tourism after 
the outbreak of the SARS epidemic in 2003, which negatively affected Asian tourism. 
The significance of tourism safety and security in China has also been acknowledged 
(Wan et al., 2018; Zheng et al., 2017). Chinese scholars have made significant progress 
in tourism safety and security research in the past decade, which is manifested in 
abundant research with diverse topics employing innovative methods (Wan & Zhao, 
2016). However, compared with international scholarship, Chinese research into 
tourism safety and security still needs to increase its theoretical development and 
practical applications (Wan & Zhao, 2016; Zheng et al., 2017). This study aims to 
bridge this research gap.

2.2 The importance of VFR’s hosting role

VFR travel is a unique embodiment of tourism, which can also involve the host in 
tourism activities, and has a distinctive effect on the local economy, such as shopping, 
which is one of the most important tourist activities for Chinese travellers ( Jin et 
al., 2021). The shopping activities are usually organized by the hosts, therefore a 
customized approach is required to optimize the customer experience for specific 
products consumed in particular contexts (Garrod & Dowell, 2020). VFR travel 
includes the unique interaction of the host as well as the economic contribution 
and market potential of the destinations (Huang et al., 2017). ‘The host in VFR is 
someone who has had friends and or relatives visit and stay at least one night in their 
destination’ (Yousef & Backer, 2016). The most important aspect of the definition 
is that a traveller does not need to be with friends or relatives to identify the host 



40 Results and Challenges: Changing travel trends in China-CEEC perspective | 41

Rita Song-Agócs In the web of guanxi: the safety and security provided by kinship among Chinese travellers (36–55)

as a VFR host. The attitude of the hosts can influence the development of tourism 
experiences and desires, even if VFR travellers have different motivations (Zátori et 
al., 2019). 

Hosts play a significant role in VFR travel, though very few VFR studies deal with 
hostguest relationships (Griffin, 2013). Yet during VFR travel, hosts have a vital 
role in centrally determining the nature of the trip, the transit routes and the tourist 
subareas in which the VFR participates. VFR tourists rely heavily on the advice of 
friends and relatives when choosing a destination and do not necessarily rely on 
traditional promotions (Young et al., 2007). In the case of Hungary as well, the stay 
of VFR tourists is managed to a certain extent, and they probably coordinate their 
leisure activities in consultation with their hosts (Backer, 2011; Backer et al., 2020).

With the help of hosts, VFR travellers can also take part in activities carried out by 
residents that other travellers would not be able to, so this can only be mentioned 
because of VFR travel (Backer, 2007). VFR travellers usually involve locals in the 
exploration of the destination and its surroundings, i.e., the direct or indirect economic 
contribution of the hosts is also potentially significant (Griffin, 2013). VFR hosts 
provide a safety and security net that Chinese travellers need before and/or during 
their travels.

2.3  The Chinese VFR travel: Guanxi

Guanxi is a traditional Chinese concept of human relationships, specifically the 
relationships between individuals or social relations that are based on mutual interests 
and benefits (Gold et al., 2002). Confucius 2500 years ago named five human 
relationships: father-son, husband-wife, elder brother-younger brother, friend-friend, 
and rulersubject, that he deemed more important than the participating individuals 
themselves. In everyday life, the essence of this teaching is that a perfectly selfrealised 
individual ‘is not worth much’ if their human relationships are not properly 
maintained. Confucius’s relational, communitybased philosophy is the driving force 
behind the relationship system in Chinese society (Li, 2020).

Guanxi is also a variant form of social relations, and from a network perspective, these 
social relations are the connection between people and community groups (Batjargal 
& Liu, 2004; Davidsson & Honig, 2003; Hou & Zhu, 2020). Guanxi can be divided 
into many types, according to its base – for example, locality, kinship, classmate, and 

coworker relations ( Jacobs 1982), where different types of guanxi provide different 
results (Chen & Chen, 2004). According to Chen and Chen (2004) guanxi refers to 
the ‘informal, particularistic personal connection between two individuals who are 
bounded by an implicit psychological contract to follow the social norms such as 
maintaining a longterm relationship, mutual commitment, loyalty, and obligation’. 
Chinese VFR travel is worth examining along with social relations, using Huang’s 
(1987) theory of social relations, in which he defines three types of connections. 
“Expressive relationship” usually refers to the relationship between the individual and 
the family, “mixed relationship” refers to the relationship between the individual and 
acquaintances – relatives and friends –, while “instrumental relationship” refers to the 
relationship between the individual and strangers to obtain certain resources.

In many countries around the world, Chinese immigrant diasporas are amongst the 
largest. The tourist behaviour of relatives and friends visiting them, as well as their 
travels to China, received little scientific attention. Chinese VFR travel is worth 
examining in terms of social relations (guanxi) (Bai & Qu, 2017), mostly through 
kinship, because the family relationship is the most important, stable, and intimate 
guanxi of all (Huang, 1987), especially in China (Tsang, 1998). In the last few years, 
although increasing the efforts to study guanxi in the tourism industry, notable gaps 
still exist (Zhao & Timothy, 2015), and these include studies of the family unit (Dai 
et al., 2021).

2.4  Chinese diaspora living in Hungary

Reviewing the immigration waves of the Chinese diaspora living in Hungary, we can 
see that the real size of the socalled first wave (19881992) is difficult to determine; 
only estimated data are available, as the registration of immigrants was incomplete 
(Nyíri, 2006). Forty thousand major immigrants are mentioned in connection with 
the first wave of Chinese (Nyíri, 2006), but official data recorded a total of 27,330 
Chinese immigrants in the first wave (Nyíri, 2006). In the following registered period 
(2000–2012), examining the data of the Hungarian Central Statistical Office (CSO) 
titled “Immigrant foreign citizens by continents and countries (2000-)”, an average 
of 1000 Chinese immigrants arrived in Hungary every year. A total of 14,127 people 
arrived in the four years that can be considered the second wave in the Settlement 
Bond period (20132017) (Li, 2020). It should be noted, however, that not everyone 
in the second wave came with the purchase of the bond. According to the Ministry 
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of the Interior, in the discussed period (2013–2017), 4,095 Chinese citizens received 
a residence permit, with whom 7,278 family members arrived; thus, a total of 11,373 
Chinese immigrants arrived in Hungary having the Settlement Bond as a pull factor 
(Pintér, 2017). According to the Central Statistical Office, 10,114 officially registered 
Chinese immigrants were in Hungary at the end of 2012 and 18,558 at the end of 
2021 (CSO, 2022).

Before 1989, the end of the socialist regime in Hungary, this country was not 
considered a receiving country. For this reason, the arrival of Chinese immigrants 
has attracted the interest of social scientists who have documented the phenomena 
over the years. Accordingly, Chinese immigrants are relatively scattered. Chinese have 
settled mainly in Budapest – the capital city with 1.7 million inhabitants – and within 
Budapest most of them settled in five out of the 22 districts (Districts 8, 9, 10, 15 and 
16). Unlike with other major European cities with immigrant Chinese communities, 
no ‘Chinatowns’ have emerged in Budapest (Irimiás, 2009). The lack of this is due to 
urban segmentation, recency of Chinese immigration, as well as the special economic 
and social environment of the host country (Irimiás, 2013). In the first wave, the 
pull factor to come to Hungary was the possibility to become an entrepreneur in a 
country in great need of products and services (Irimiás, 2009). Other pull factors were 
the investment and trade opportunities in Hungary and the possibility to increase 
revenues. Chinese immigrants have been mainly engaged in traderelated-activities – 
wholesale and retail of clothing and footwear – and hospitality (Nyíri, 2006).

The number of Chinese tourists visiting Hungary has increased since 2010 (Table 1). 
The interest of Chinese tourists to visit Budapest has created new services in the city. 
Several Chinese migrants residing in Budapest have become providers of services 
such as travel arrangements, guided tours, interpreting, and bus rental. In many 
cases, Chinese tourists visiting Hungary have already visited one or more Western 
European countries ( Jin et al., 2021), typically visiting Hungary for a few days on a 
multicountry tour, which explains the relatively low average length of stay.

In 2019, Budapest won the Best European Destination award which confirms 
the Hungarian capital city’s leading role in tourism. Budapest has been a cultural 
destination with vivid nightlife, proud of its tangible and intangible heritage, and its 
popular annual festivals generating millions of tourists (Garrido et al., 2022). Before 
the COVID-19 pandemic, China was one of the most dynamic sending markets in 
Budapest, producing a doubledigit annual growth.

Table 1. Visitor turnover indicators of Chinese tourists arriving in Hungary, 2010–2020

Year
Number of 
 Chinese 
 Guests

Change (%)
Number of 

Chinese Guest 
Nights

Change (%)
The Average 
Length of Stay 

(Nights)

2010 44,975 16.5 79,767 11.6 1.7

2011 58,386 29.8 116,103 45.5 2.0

2012 72,090 23.5 127,903 10.2 1.8

2013 74,939 4.0 138,554 8.3 1.8

2014 89,961 20.0 160,700 16.0 1.8

2015 125,857 39.9 222,540 38.5 1.8

2016 171,835 36.5 302,107 35.8 1.8

2017 230,736 34.3 367,424 21.6 1.6

2018 256,656 11.2 426,348 16.0 1.8

2019 277,389 8.1 456,048 7.0 1.6

2020 21,317 -92.3 44,984 -91.1 2.1

Source: author’s compilation based on data provided by the Chief Tourism Adviser, Head of the Ministry 
of Foreign Affairs and Trade/ChinaCEE Tourism Coordination Centre in Budapest, Hungary.

3. RESEARCH METHODOLOGY

In attempting to answer the main research question to explore the role of the sense of 
security and safety provided by the Chinese guanxi network of contacts, a structured 
online questionnaire survey was designed. Quantitative analysis using a survey 
was deemed appropriate to conduct this study because this allowed gathering data 
from Chinese immigrants living in Budapest. Other studies in safety and security 
travel used surveys (Dolnicar & Grün, 2013). The author of this study has been an 
entrepreneur specialising in Chinese inbound tourism in Hungary since 2006. Her 
observations on Chinese VFR travel and plurennial experience in travel organizations 
are at the base of the survey design and scale development.

Sampling method: Participants who were born in the People’s Republic of China 
and have been living in Hungary for more than a year were contacted. The sample 
(n=144) was gathered using the snowball technique (Biernacki & Waldorf, 1981), 
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which had the advantages of shortening the time and diminishing the cost to gain 
a sufficient size participant group efficiently (Sadler et al., 2010). Snowball sampling 
is a particularly effective tool when trying to obtain information on delicate issues 
of social relations among Chinese immigrants. The sampling was initiated via 
the researchers’ acquaintances and started a snowball by contacting respondents 
personally known by them to fit the research criteria (Biernacki & Waldorf, 1981). 
After asking them to help locate new respondents and start additional referral chains. 
These persons can more easily develop referral chains because they may already be 
aware of potential respondents (Biernacki & Waldorf, 1981). It strengthens snowball 
sampling technique within guanxi, which is based on trust, as the Chinese, who form 
a highly closed community living away from home in a foreign environment, would 
not have been available otherwise. 

Research instrument: The structured online survey in Chinese was used to collect data. 
The structure of the questionnaire was based on the literature review and adapted to 
fit the current study. The questionnaire was designed in English and later translated 
into Chinese by the author, which was proofread by a native Chinese researcher. 
To ease communication, simplified Chinese characters were adopted. Translation 
equivalence was assured by the backtranslation of the Chinese version into English. 
This allowed us to correct minor language inconsistencies. To assure reliability the 
survey was tested with a pilot study (n = 5). To minimise the risk of lack of scale 
validity, we did the following. Before the final delineation of the items, the survey 
was tested in a pilot study to ensure reliability through personal links. Five individuals 
of Chinese nationality were asked to participate in the pretesting procedure with a 
talkaloud protocol. The pilot test was carried out in a Chinese restaurant in Budapest, 
where the author sat next to the participants as they read the answer options aloud 
and said whether they thought the survey questions were unambiguous. Unclear 
statements were removed, and the wording of the items was improved accordingly. 
The final questions were built on previous literature and a pilot study’s results. Many 
of the survey items had been prevalidated by other researchers. The Survey Monkey 
questionnaire program was used for survey distribution. The questionnaire link was 
shared via the Chinese WeChat and Messenger software applications. Data gathering 
occurred in August 2022. Data gathering started 10 days after the pilot study. The 
survey completion time was around tenfifteen minutes to avoid respondents’ fatigue.

Scales: Four multiitem scales (54 items) and two binary choices questions (50 items) 
were selfdeveloped based on the tenets of safety and security tourism literature and 
were adapted from previous studies (see for example Chen & Chen, 2004; Dolnicar 
& Grün, 2013; Jacobs, 1982; Huang, 1987). In this paper, we use one multiitem scale 
(18 items), where participants were asked to rate the items on a 5point scale reflecting 
on their experience safety and security travel (1 = not use at all, 5 = absolutely use), 
and the question of a binary choice (16 items), where participants were asked to rate 
the items choosing from the options “yes” and “no”. The multiitem scale aimed to 
assess the extent to which Chinese people travelling to Hungary use the opinions 
of their relatives and friends living in Hungary concerning local safety and security 
tourism. Scale reliability is good, the Cronbach Alpha of the items was 0.904, further 
indicating strong reliability as well as convergent validity. The 13 items binary choices 
questions aimed to discover participants’ opinions about Hungary as a holiday 
destination, and the other 3 items binary choices questions aimed to explore the 
Chinese social relations (guanxi) in safety and security travel.

Data analysis: The study investigated the role of the sense of security and safety 
provided by the Chinese guanxi network of contacts within the Chinese diaspora 
living in Budapest. The model was tested using Principal Component Analysis, which 
is a commonly used multivariate statistical analysis method. This data dimension 
reduction algorithm is generally applied to feature extraction (Liu et al., 2015).

4. RESULTS

The discussion of the results is based on the tenets of the analysed literature (Chen & 
Chen, 2004; Dolnicar & Grün, 2013; Jacobs, 1982; Huang, 1987). Chinese individuals 
residing in Budapest can strengthen their social relations and influence travels in this 
way by continuing Chinese behavioural patterns of social norms. To support this, the 
findings are structured: (1) Chinese social relations (guanxi) in safety and security 
travel, and (2) to identify safety and security key factors during travel.
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4.1 Profile of respondents

The descriptive analysis showed a balanced ratio between male (55.6%) and female 
(44.4%) respondents (Table 2). Most participants (88.9%) reside in Budapest, and 
work as selfemployed (50%) or are employed in the corporate sector (20.1%), while 
16.7% are currently studying. The majority groups of respondents were in the age 
groups 40-59 (46.5%) and 25-39 (32.6%). Most of the respondents (80.5%) received 
college or university education, and 58.4% of participants had a monthly income 
of HUF 300,001 or higher. Of the respondents, 12.5% were firstwave immigrants 
(1988-1992), while 23.6% arrived with the second wave (2013-2017). 

Table 2. Demographics (N=144)

Characteristics n % Characteristics n %

Gender Job situation

Male 80 55.6 Student 24 16.7

Female 64 44.4 Homemaker 9 6.2

Age Employed in the public sector 4 2.8

18-24 21 14.6 Employed in the corporate sector 29 20.1

25-39 47 32.6 Selfemployed 72 50.0

40-59 67 46.5 Unemployed 1 0.7

60+ 9 6.3 Retired 5 3.5

Education Income

Less than high school 22 15.3 HUF 200,000 or less 33 22.9

High School 6 4.2 HUF 200,001300,000 27 18.7

College/University 88 61.1 HUF 300,001–400,000 25 17.5

Master degree and higher 28 19.4 HUF 400,001–500,000 27 18.7

Living HUF 500,001 and more 32 22.2

Budapest 128 88.9

Other town 10 6.9

Village 6 4.2

Source: author’s compilation based on the data analysis 

4.2 Chinese social relations (guanxi) in safety and security travel

The social role of Chinese hosts is concentrated along with the guanxi network, in 
which residents as an attraction “pulling” friends and family to visit and promote 
the attractions of the region (Young et al., 2007). Given that Hungary has recently 
turned to be a receiving country, it is relevant to explore the sense of social relations of 
Chinese immigrants choosing this country. The study confirms that Chinese travellers 
rely greatly on the advice and opinions of relatives and friends regarding tourism 
safety and security when visiting Hungary. 

Chart 1 shows the distribution of respondents of social relations (guanxi), which was 
established based on literature (Chen & Chen, 2004; Jacobs, 1982; Huang, 1987). 
Expressive (affective – family ties) relationship usually refers to the relationship between 
the individual and the family, while mixed (familiar persons – former classmates, 
colleagues and/or raised in the same town) relationship refers to the relationship 
between the individual and acquaintances – relatives and friends –, while instrumental 
(strangers – with or without common demographic attributes) relationship refers to 
the relationship between the individual and strangers to obtain certain resources. The 
results reveal that most of the respondents use their guanxi – expressive and/or mixed 
– before and/or during the travel, but only a very narrow group uses relationships other 
than family and friends. This confirms that Chinese travellers mostly rely greatly on 
the advice and opinions of relatives and friends regarding tourism. 

Chart 1. Using guanxi before and/or during the travel (N=144)
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4.3  Chinese travellers’ key factors of safety and security travel in the case of 
Hungary

Based on Dolnicar’s and Grün’s (2013) research the respondents show a high proportion 
of agreement with the items of the binary variables ’As a holiday destination, I would 
describe Hungary as…’. For eight items, more than 90% agreed that Yes, Hungary 
is safe (97.2%), relaxing (95.1%), natural (96.5%), friendly (97.2%), exciting (91.7%), 
cultural (97.2%), has a favourable climate (95.8%), and authentic (95.8%). For three 
items between 80% and 90% were in agreement that Yes, Hungary is easy (88.2%), 
clean (84.7%), activities (89.6%). In the case of two items, Hungary was characterised 
as Not: expensive (85.4%) and crowded (68.8%).

The self-developed 18 items based on the tenets of safety and security tourism literature 
to assess Chinese hosts’ travel safety and security role were factor analysed using 
principal components analysis (PCA), with varimax rotation for factor extraction. Six 
items with crossloadings and low communality were dropped. The KMO measure of 
sampling competence value was .875 and Bartlett’s Test of Sphericity was 1053.509 (p 
< .001) indicating data is suitable for PCA. Reliability analysis (Cronbach’s α=0.904) 
of the one extracted factor reached above the required threshold of .70. For the 
multicollinearity test among the items using variance inflation factor (VIF), where 
all the VIF values were under the threshold of 5 (Hair et al., 2010). The eigenvalues 
range from 5.93 to 1.3, and 73% of the variance in the data was explained by the 
three factors (Table 3). The Chinese hosts’ travel safety and security role in using their 
opinion to visit local attractions in Hungary (M=4.17) was the most relevant factor. 
Chinese hosts usually give the VFR travellers many opinions, and advice and guide 
them by showing the country’s main attractions. In contrast, providing VFR travellers 
rental information (rent a bus) was rated as the less relevant factor (M=2.53).

Table 3. Chinese hosts’ travel safety and security role

Items

Factor loadings

Local safety 
 factors

Local safety 
activities

Local safety 
rental

Health safety conditions .892

Traffic safety conditions .880

Public safety conditions .814

Consumer safety conditions .750

Environmental safety conditions .715

Sightseeing .863

Choosing hotel .786

Visiting local attractions .729

Choosing restaurant .685

Shopping .630

Rent a bus .884

Rent a car .816

KMO: .875; 

Bartlett’s Test of Sphericity: 1053.509 (.001) 

Note: items were measured on a 5point scale (1=not use at all, 5=absolutely use) 
Source: author’s compilation

Factors were labelled as ‘local safety factors’, ‘local safety activities’, and ‘local safety 
rental’, which were set up from the items. ‘Local safety factors’ are the Chinese persons 
who inform their relatives and friends about the current health safety conditions (e.g., 
hygiene, infections, food safety), traffic safety conditions, public safety conditions 
(e.g., pickpocketing, theft of packages/valuables), consumer safety conditions (e.g., 
taxi, hotel, restaurant) and environmental safety conditions (e.g., air quality). The 
‘local safety activities’ factor includes Chinese people who provide information 
about the place of residence and the country’s main attractions, as well as hotels and 
restaurants. While the ‘local safety rental’ factor includes Chinese people who provide 
information and help on the local can and bus rental options.
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5. CONCLUSIONS AND DISCUSSIONS

This paper aims to explore the role of the sense of security and safety provided by 
the Chinese guanxi network of contacts and to identify its key factors before and/
or during travel. The findings presented above provide insight and empirical support 
to several observations of safety and security tourism studies and provide practical 
contributions to Chinese travelers’ safety and security in the case of Hungary. 

Chinese people’s travels should be examined from the perspective of guanxi, which is 
the driving force behind the personal network of relationships. Tourism is a belief or 
trust product that demands that the supplier can reduce uncertainty and risk (Glaesser, 
2006). Among Chinese travellers, this security and safety are provided by the network 
of guanxi connections. Safety and security are the prerequisites that a destination 
must guarantee in its tourism activities, without which they cannot be successful. 
Thus, it is important to learn and understand how Chinese travellers evaluate the 
safety factors of tourism in the case of Hungary. The findings presented that Hungary 
is a safe and exciting destination where people are friendly, culturally rich, and diverse, 
authentic, with a natural and favourable climate. Having identified these factors may 
help local destination management organisations and tourism service providers in 
designing and promoting tourism products for Chinese travellers. These findings are 
relevant in the Hungarian context where tourism service providers have just recently 
opened to the Chinese market.

Networking highlights how tourism is a social practice that involves travelling, 
visiting, guiding, hosting and so on (Larsen et al., 2007). From the perspective of local 
destination management organizations and tourism service providers, it is important 
to be aware that due to the strong network of contacts in guanxi, good practices 
spread very quickly within the community, so a rapid increase in demand for it is 
almost guaranteed. This requires studying their culture and speaking their language 
so that they can get involved in promoting the products and services because Chinese 
hosting is a social function based on relationships. Chinese host and guests actively use 
their expressive, mixed, and instrumental relationships, which confirms the usefulness 
of Huang’s (1987) theory of social relations (Song-Agócs & Michalkó, 2022). The 
results show that Chinese travellers actively use their guanxi network before and/or 
after the travel. 

Possession of the three identified factors – local safety factors, local safety activities, 
and local safety rental – can provide important managerial implications to local 
destination management organizations and tourism service providers to understand 
the attitudes of the Chinese living in Hungary towards tourism safety and security. 
Their role is very important for Chinese travelling in Hungary, so more emphasis 
should be placed on their achievement and involvement. In many cases, Chinese 
travellers can only be accessed through their relatives because they tend to rely on 
their relatives as their primary source of information. Chinese citizens who settled in 
Hungary during different immigration periods are of key importance as VFR hosts. 
Chinese VFR hosts can significantly influence the attractions visited by their guests 
as well as the activities they make at the destination. Thus, it would be useful for 
local destination management organizations and tourism service providers to run a 
proactive marketing campaign aimed at motivating Chinese immigrants to actively 
participate as VFR hosts and to identify places to visit and upcoming events to help 
manage VFR activities. Chinese VFR hosts provide a safety and security net that 
Chinese travellers need before and/or during their travels. Greater attention should 
be paid to mining data on Chinese safety and security travel patterns, shopping 
preferences, and hospitality activities. This type of skill would create a platform for 
more strategic marketing to the Chinese diaspora by the local destination management 
organizations and tourism service providers located in the markets. It provides an 
opportunity to create market campaigns that are tied to their travel patterns. This 
educational campaign aimed at the local tourism supply sectors – attractions, tour 
operators, event planners, transport, and restaurants – would address the imperative of 
the industry valorising this segment as a potential customer. This concept in practice 
is not without its challenges. It is recommended to involve a person with Chinese 
tourism expertise.
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THE POST-PANDEMIC BEHAVIOR OF CHINESE 
TOURISTS

Evangelia Rapti

Abstract

Three years after the first appearance of the coronavirus, it is obvious that the 
pandemic has radically altered not only the world’s population, but also people’s 
habits, perceptions and needs. It had a significant impact on tourism as well. As people 
reconsider their priorities, the demand for specific tourism products or destinations 
has shifted. Focusing on Chinese tourism, this paper aims to investigate the travel 
behavior, views and attitudes of Chinese international tourists before, during and 
after the pandemic. Specifically, the purpose of this study is to reveal the changes 
in travel intentions and behaviors caused by the COVID-19 pandemic among the 
Chinese population.

Using a quantitative approach via a self-administered questionnaire to obtain the 
data and the use of uni- and bi-dimensional analysis, the survey’s results reveal that 
Chinese travelers have become especially demanding when planning their future 
trips. Due to the precarious situation, Chinese people tend to seek less crowded 
places, and avoid long-distance travel. Research also highlights the importance of 
more authentic experiences during their travels, combined with a wider range of 
choices and individualized packages. In conclusion, it is extremely clear that Chinese 
international tourism will take a long time to recover. With COVID-19 in the 
limelight, hesitant behaviors will continue to prevent people from returning to their 
pre-COVID travel habits, change their priorities, and create new prerequisites. 

Keywords: Coronavirus, Travel behavior, China, Future travel 

1. INTRODUCTION

As the first nation to identify the novel coronavirus, China witnessed a paralysis of 
its tourism industry, due to the COVID-19 outbreak. According to He and Peng 
(2020), revenue from tourist attractions declined by more than 90% during the Spring 
Festival (24 February 2020–2 March 2020). According to Liu (2020), losses in the 
lodging sector topped 67 billion yuan (Zhong & Su, 2020).

China’s international tourism comprised one of the most powerful and dynamic 
sectors of its tourism industry, until the sudden advent of the coronavirus. Due to the 
year-over-year increase in outbound travel departures, as well as un the total spending 
of Chinese travelers, it can be arguably characterized as a thriving and lucrative 
market. China scored great growth in international trips, from 4.5 million in 2000 to 
150 million in 2018 (World Tourism Organization, 2019), while their international 
expenditures exceeded 254,6 billion dollars in 2019 (Statista Search Department, 
2020). Regardless of the temporary upheaval and the impacts of coronavirus and 
political turbulences (European Travel Commission, 2022), the growth potential of 
this market is more than promising. There are several factors presaging this upturn, 
some of which could specifically benefit European countries in regaining and 
increasing their share of the Chinese tourism market. 

First and foremost, the annual growth of Chinese disposable income creates great 
opportunities. Based on data from China’s National Bureau of Statistics (2022), the 
per capita disposable income of residents nationwide was 35,128 RMB in 2021, a 
nominal increase of 9.1% over the previous year (8.1% in real terms). From 2000 to 
2020, disposable income per capita in China scaled up by around 700%. The general 
fast growth of China’s economy has led to a rapid increase in income, and consequently 
to a growing percentage of millionaires among the Chinese population (Statista 
Search Department, 2022). Morgan Stanley’s research (2018) has forecasted that 
more than 35% of China’s population will achieve upper-middle and high-income 
earnings by 2030, a fact that clearly supports the pending boost in international trips. 
This is a crucial data point for Europe in particular, as researchers have found that the 
Chinese citizens who choose to travel to European countries are generally those with 
high monthly income (Simpson et al., 2019). However, high income is not the only 
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possible factor encouraging foreign travel, since a respectable percentage of Chinese 
citizens pay for their international trip using other sources of income, including 
money from real estate and the stock market (EU SME CENTER, 2021).

We also have to evaluate two emerging factors that will certainly give international 
Chinese tourism a large boost in the foreseeable future. Firstly, the gradual easing 
of visa policies, and secondly, the rising demand for new routes connecting China 
with European destinations, as well as for more frequent direct flights (Wolfgang, 
2020). With regard to the former, around 30 million passports were issued in 2018, 
representing more than a five-fold increase compared to 2007, while the number of 
Chinese passport holders exceeded 170 million (China Government Network, 2019). 
By 2017, China had already come to an agreement with 127 countries in order to make 
travel easier for Chinese citizens (Kairos Future, 2017). Additionally, some European 
countries, including the UK, France, Denmark, Germany and Finland, opted to 
facilitate Chinese travel by easing restrictions and simplifying their visa application 
procedure (Simpson et al., 2019). Regarding the latter, China’s aviation market is also 
gearing up for more international travel. Air connections between China and Europe 
were growing significantly until the outbreak of the pandemic. The number of airlines 
operating in this market scaled up by almost two-thirds, with the number of routes 
almost doubling. Annual seat capacity was up by 150% during 2019 (CAVA Center 
For Aviation, 2019).

Last but not least, we have to take into account the results of a great deal of research 
focusing on the post-COVID behavior of Chinese tourists. Chinese eagerness to 
travel has been steadily increasing (EUSME CENTER, 2021). Through sentiment 
measurement analysis, we can ascertain that, where there is an obvious hesitance 
(Dragon Trail International, 2022) due to the current uncertain situation, there is 
also a strong willingness for travelling abroad (81% of travelers reacted positively 
to content related to international travel, with others finding themselves positively 
influenced and inspired to travel internationally) (Dragon Trail Research, 2021). 
Undoubtedly, people put a high priority on safety, self-preservation, and taking 
adequate precautions. Nevertheless, it is quite clear that travelling abroad is more 
than just wishful thinking. A survey released in 2020 about the intention of Chinese 
tourists after the end of the pandemic period (Ivy Alliance Tourism Consulting et al., 
2020) plainly shows that interest in international destinations remained high, even 
while the pandemic was spreading. In particular, the most popular choices for the first 

trip abroad after the epidemic were Japan (18%), Thailand (14%) and Europe (14%). 
A similar recent survey shows that the most desirable international destinations for 
the next trip include Southeast Asia, Europe, Russia, and Japan (Chen et al., 2022).

Based on the aforementioned, we can deduce that there is a great deal of potential for 
European countries to expand their share of China’s international tourism market. 
However, to achieve this, the tourism industry has to adjust its products and services 
to meet their new needs, habits and perceptions. This research aims to assess the post-
pandemic behavior of Chinese travelers, and hopes to assist stakeholders – especially 
those in the European tourism industry – with creating the most desirable products 
for attracting Chinese tourists post-COVID-19.

2. LITERATURE REVIEW

The dynamics of human travel patterns, as measured by factors like daily trip 
frequency, trip purposes, departure time, travel duration, travel distance, travel modes, 
trip sequences or complicated trip-chains, trip destinations, travel companions, etc., 
have been extensively studied for decades (Scott & He, 2012; He & Giuliano, 2017). 
Numerous contributing factors and methodologies, including lifestyle, attitudes, 
perception, and preference, have been thoroughly investigated in the literature, in 
order to examine the underlying rules guiding these observed travel behaviors (Van 
Acker et al., 2016). (For a thorough assessment, see Wang, He, & Leung, 2018).

Despite the wide range of variables and methodologies, it is widely acknowledged 
that demographics are the most prevalent drivers for investigating travel behavior 
throughout the broad disciplines of tourism research (Hassana & Hashimb, 2017; 
Tkaczynski, Rundle-Thiele & Beaumont, 2008; Mauch & Taylor, 1997; Boarnet & 
Hsu, 2015). However, they have also been found to be insufficient (and occasionally 
even poor) predictors of tourist behavior (Kastenholz, 2002; Lee & Kyle, 2014; 
Yankelovich & Meer, 2006; Galloway, 2002), and numerous researchers have 
advocated for the use of psychological and behavioral variables to better comprehend 
and categorize tourists (see for example Dolnicar, 2005, 2007; Lee & Kyle, 2014; Park 
& Yoon, 2009; Tkaczynski & Rundle-Thiele, 2011). As a result, psychographic and 
behavioral segmentation have recently received increasing attention in contemporary 
tourism research (e.g. Frochot, 2005; Qu et al., 2016), as these segmentation factors 
are better able to predict the behavior of visitors ( Johns & Gyimothy, 2002).
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In order to identify the needs and wants of these new Chinese travelers, we have to 
ascertain to what extent their travel habits have changed. A variety of recent behavioral 
analyses focus on determining the changes between present and pre-COVID-19 
preferences. Based on their results, this part of the study will briefly present some 
cultural and social characteristics that distinguish Chinese tourists, and are strongly 
related to their travel behavior. Subsequently, we will clarify the priorities, desires and 
new trends associated with Chinese tourists that either made their first appearance or 
gained greater prominence during the pandemic. 

In order to realize the uniqueness of this market segment, it is crucial to consider 
certain Chinese social and cultural background features. Being a Chinese citizen 
entails a deep devotion to a collectivist social structure (living, acting and feeling secure 
within a team), and respect to a hierarchy where the opinion of superiors outweighs 
one’s own (Xie, 2016). Such beliefs have a strong impact on the way Chinese people 
organize their life and make their decisions (Accenture, 2022). Planning a trip would 
also constitute such a decision. Another distinctive feature is the importance of their 
social status as individuals, in other words, their self-image among others (Quer & 
Peng, 2021) which appears to significantly benefit the tourism industry. According 
to TUI and Z Punkt (2012), Chinese consider traveling to be a status symbol and a 
mark of prosperity. Last but not least, Chinese society also dictates an orientation 
towards competition, achievement and success, which imply endlessly seeking the 
long-term results of every single action (Quer & Peng, 2021). Therefore, even travel 
should consist of experiences that positively influence their character, aid their 
personal evolution, and improve their social status.

2.1 The priorities of Chinese tourists

It is widely accepted that COVID-19 has profoundly impacted our life. Tourism and 
leisure travel has clearly been strongly affected, with international tourism still 61% 
below 2019 levels, delaying the recovery of the sector (World Tourism Organization, 
2022). The fear of infection plays a decisive role in people’s decision-making, and a 
perceived lack of safety hampers travel plans (Bloom Consulting Countries Regions 
and Cities & D2-Analytics, 2020; Eurail & European Travel Commission, 2022). 
One of the most prevailing current perceptions, especially for Chinese people, is that 
health and safety come first. This makes them less adaptable and more hesitant about 
taking risks and doing things that may endanger their welfare. As underlined by 

several surveys, taking care of their personal health has become a permanent change 
in their life (91%), and is also their top priority (87%). In addition, they see physical 
health as being much more important than mental health (78%) (Teng, 2021). 

Their primary concerns include COVID-19 prevention and control (91.5%) and the 
sanitary measures at their destination (73.5%) when they do choose to travel (ITB 
China, 2020). It is also worth mentioning that Asia-Pacific consumers consider clear 
health and safety precautions to be more important than prices (72.8%) and cleanliness 
of accommodations is also in high demand (91%) (World Travel Tourism Council & 
Trip.com Group, 2021). Moreover, a behavioral analysis of Chinese travelers shows 
that they are highly cautious while traveling, wearing masks and preferring to travel 
short distances, to less crowded places (Dragon Trail Research, 2021). They seem 
much more reluctant about international destinations. Specifically, Chinese people 
will choose to travel to destinations with zero COVID-19 cases. Additionally, the 
lifting of quarantine in China upon their return is of paramount importance (Chen et 
al., 2022). Consequently, this market segment demands trustworthy tourism providers. 
Hence, providers should show their profound alignment, demonstrating sympathy 
and genuine interest towards visitors, as well as an uncompromising insistence on the 
proper implementation of hygiene protocols (Wolfgang, 2020).

2.2 Desires and trends of Chinese tourists

The latest data confirms that online travel is one of the most flourishing markets 
globally. In 2019, the sector managed to surpass 418 million users. Despite the 
spread of the coronavirus, the usage of online portals recorded high numbers in 
2021, approaching 2017 levels (China Internet Network Information Center, 2022). 
Investigating the statistics in more detail, we find further information about the latest 
booking preferences (mostly hotels, long-haul train tickets, and flight tickets) and the 
popularity of booking platforms, with Ctrip coming first (Statista Search Department, 
2021). One substantial change brought by the coronavirus is shorter booking periods, 
1-3 days before a trip, which can be attributed to high levels of uncertainty. In 
2019, 80% of Chinese travelers made flight bookings within 18 days of departure, 
while in 2020 this decreased to 9 days (World Travel Tourism Council & Trip.com 
Group, 2021). Technology also seems to be omnipresent during their travels. Chinese 
travelers have always placed a high importance on staying connected. The importance 
of sharing photos with family and friends during their trip appears to be higher than 
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for the average APAC traveler (Amadeus IT Group, 2017). Smartphones are seen as 
having multiple different uses, with varying degrees of importance. Relative research 
reveals that Chinese tourists commonly wish to also use their phone as a guide (59%) 
(Statista Search Department, 2021). The pandemic imposed new rules on those 
willing to take the risk of traveling. In other words, smartphones and internet access 
are now considered necessary during travel, as they help people organize, book the 
trip, and stay safe, allowing for contactless travel. 

Regarding travel types and companions, statistics show that family travel and FITs are 
dominant. Evidently, the proportion of Chinese people wishing to travel with family 
has increased (Cheong, 2020). According to the annual report of China’s Tourism 
Research Institute (2021), the majority of respondents chose to be accompanied by 
family members at their next overseas trip. This is clearly derived from the fact that 
for Chinese, family comes first. Even with the need for individual decision-making 
gradually gaining ground, due to the increase of families with fewer members, the 
shift in decision-making power, the proliferation of products and the domination of 
technology, family is still considered to be of primary importance (Accenture, 2022). 
Another type of travel gaining popularity over the years is FITs. Surveys indicate 
that Chinese people are currently highly receptive to travel as Foreign Independent 
Travelers (Dragon Trail International, 2022). Chinese travel agencies have predicted 
that the most desirable travel types in the future will include self-driving tours, FITs, 
customized tours, exclusive small group tours and semi-guided tours (ITB China, 
2020). Focusing on international destinations, some surveys also show a difference in 
the choices made by first-tier citizens, who are now much more experienced in traveling 
abroad. Among the respondents, 46% are more willing to travel independently, and 
40% are less willing to travel in groups than the average Chinese tourist (Ivy Alliance 
Tourism Consulting et al., 2020). 

There have also been numerous studies investigating the type of experiences which 
are most likely to attract Chinese tourists after the pandemic. Indisputably, their 
appetite for transformational experiences is greater than ever (Accenture, 2022). 
Learning, education and authentic travel experiences allow them to feel accomplished 
by combining leisure, entertainment, personal development and self-improvement. 
Their eagerness for valuable experiences drives them to seriously consider product 
quality and provisions before deciding to “invest” (Accenture, 2022). Thus, the cultural 
and historical aspects can outcompete other activities like shopping (Chen et al., 

2022). Related studies discovered a preference for nature-based, cultural, and rural 
tourist locations (Songshan et al., 2021). The specific examples suggest that these 
types of tourists may be more interested in taking part in educational programs about 
the ecosystem instead of just visiting a beach, or learning about the eating habits of 
Westerners, instead of simply dining at a restaurant (Wolfgang, 2020). As Wolfgang 
Arlt states, this is a part of meaningful tourism, through which travelers wish to gain 
new experiences and simultaneously learn more about themselves and others (EU 
SME CENTRE, 2021).

Due to the current lack of stability, all of these travel trends are still restricted to 
domestic trips. Yunnan, Hainan, Tibet, Sichuan, Xinjiang, Chongqing, Beijing, Fujian, 
Zhejiang, and Shanxi are appealing short-range travel destinations in mainland China 
(Ivy Alliance Tourism Consulting et al., 2020). In order to realize the prominence of 
this temporary trend, we need only to take a look at the percentage (88.3%) interested 
in taking a short trip within a 300-kilometre radius of their homes (World Travel 
Tourism Council & Trip.com Group, 2021).

3. METHODS

Questionnaire design–Measurement Scale

 An in-depth perusal of multiple studies was essential for understanding the behavior 
of Chinese travelers, and exploring the growing changes after COVID-19. The needs 
and habits of Chinese travelers (World Tourism Organization, 2019), European 
guidelines for entering and succeeding at the Outbound Chinese Travel market (Kairos 
Future, 2017), studies about the transition to a new post-COVID-19 era (Kock et al., 
2020; Joint Research Centre, 2020) and new approaches to changes in the behavior of 
Chinese tourists (Songshan et al., 2021; Chen et al., 2021; Jiang et al., 2022; Li, 2021), 
constitute the basis for the self-administered questionnaire. Designed to discover the 
differences in Chinese behavior before and after COVID-19 throughout the entire 
travel process, the questionnaire consists of 5 parts. The first part (Q1-Q6) of the 
questionnaire concerns general travel habits, such as the frequency and duration of 
trips, travel company, and perception about travelling as part of a group among the 
Chinese market. The second part (Q7-Q11) examines the behavior of the Chinese 
market while searching for the suitable destination, such as booking habits. It also 
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determines the criteria for choosing a place to visit, as well as the keywords most 
often typed by users searching for a destination. The third part (Q12-Q19) focuses on 
activities, attractions, modes of transportation, travel expenditures, and other decisive 
factors when selecting an international destination. Next, (Q20-Q22) we examine 
respondents’ intention for their next trip, and the role of COVID-19 in making that 
decision. Finally, the last 5 questions assess demographic data (Q23-Q27). 

The questionnaire consists of single-selection and multiple-selection matrix questions, 
matrix text questions, matrix scale questions, as well as single and multiple-choice 
questions. In order to measure psychometric response, some questions use a 5-point 
Likert scale ranging from “not important at all” to “very important”. The reliability 
of these measurements was tested and confirmed. The questionnaire was carefully 
inspected by the research staff of the University of Piraeus. Afterwards, it was translated 
to Mandarin Chinese, and scrutinized by the Chinese Embassy of Greece before 
distribution. The survey was conducted via the online program Wenjuan. Respondents 
could either scan a QR code, or use the link provided to respond. The implementation 
of quantitative research concerns the collection of data for the period from June to July 
2022. The Chamber of Greek-Chinese Economic Cooperation, the Greek National 
Tourism Organization (Beijing Office), and the General Secretariat of International 
Economic Relations of the Ministry of Foreign Affairs of Greece (Embassy in China, 
Consulate in China)  distributed the questionnaire. In addition, several Chinese 
federations distributed the survey questionnaire via their member lists (China-CEEC 
Cultural Trade Exhibition, China Asia Networking Group, China Outbound Tourism 
Marketing Network, China Travel Executive, Online Travel and Tourism Group). The 
collection of the responses was followed by an extensive process aimed at eliminating 
invalid answer sheets and executing statistical analysis and cross analysis.

4. RESULTS

Sample

Sample selection was mainly based on the middle-aged elite generation, who has 
greater spending power than other age groups (Bao, 2019), as well as Chinese 
individuals between 26-35 years of age, who constitute the biggest share of the 
Chinese outbound market (Talking Data & Tencent Culture and Tourism, 2018). 

The sample consisted of 87 Chinese people, 37 male and 50 female. Respondents were 
mainly Chinese adults aged 31-40 (34.09%) and 41-50 (35.23%), with their current 
occupation predominantly being managers (20.47%). Most of them are residents of 
Shanghai (31.82%) and Beijing (22.73%). 

This section will present the results per question in parts (1-5), as mentioned above. 
This will be followed by a discussion of the results in the next section. Appendix 
includes analytical data about the demographic profile of the respondents, and 
corresponds to the 5th part of the questionnaire (Q23-Q27). 

Part 1 (Q1-Q6)

90,8% of the respondents stated that they had traveled abroad. The majority (93.75%) 
said that they used to travel 2-3 times per year before the pandemic, while most 
of them (97.14%) had not traveled at all after the pandemic. They usually traveled 
for 8-14 days (94.87%) (before COVID-19). The bulk of the sample that answered 
regarding travel durations post-COVID-19 states that their trips lasted 1-3 days 
(93,75%). Women prefer to travel for fewer days than men, who seem to be more 
receptive to longer trips.

A respectively high percentage of respondents (70.11%) choose to travel with family 
members. Moreover, 50.57% of Chinese prefer to travel with friends, 19.54% with 
their significant other, 18.39% alone, and only 4.6% wish to travel in a group (Chart 
1). Both the 31-40 age group and the 41-50 age group answered that they prefer to 
travel with their family. 

Participants also responded that they would rather travel in groups with fewer than 8 
people, both before and after COVID-19. However, it is worth mentioning that post-
pandemic, the percentage of Chinese who prefer to travel with fewer than 8 group 
members dramatically increased, and only a small number of respondents seem willing 
to travel in larger groups. Before COVID-19, 23 respondents were willing to travel 
in groups with more than 8 members, whereas after COVID-19, only 5 selected that 
option. The majority believes that the feeling of familiarity/intimacy within a small 
group is important (48.84%). Interestingly, women consider this feeling of intimacy 
less important (40%) than men (61,11%). Also, many Chinese people feel that less 
crowded groups make them feel safe (43.02%), and results in better health outcomes 
(22.09%) (Chart 2). 
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Chart 2. Reasons for choosing a group with fewer than 8 members
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 Source: author’s compilation

Part 2 (Q7-Q11)

Over half of the participants, (68.97%) said that online travel agencies were their first 
choice. Also, 35.63% book via hotel websites, 31.03% trust local travel agents, and 
29.89% prefer bookings via travel websites like Trip Advisor (猫途鹰). Based on the 
sample’s votes, Ctrip (携程网) was selected as the most commonly used online travel 
agency. The results also revealed that Chinese people are increasingly interested in 
traveling independently. In particular, 48.68% expressed that they would be interested 
in booking only a flight and a hotel, or a flight, a hotel and personalized activities. 
In other words, they wished to choose activities to suit their own preferences and 
personality. Bookings of flight, hotels, and excursions to tourist attractions were the 
next most popular option (42.53%) and just a small minority of participants (12.64%) 
leaned towards booking flights, hotels, and all-day/everyday activities. 

Interestingly, participants provided plenty of keywords (Figure 1, Figure 2, Figure 3) 
demonstrating what exactly they search for when preparing for their next trip. Most of 
the answers were related a destination’s specific attractions. For instance, participants 
type “attractions”’, “attraction name” or “local attraction”. Other extremely popular 
searches included food, such as “food”, “local cuisine”, “local food”, or “food review”. 
Furthermore, Chinese people seem interested in searching for destinations, hotels 
and transportation options by typing words like “place name”, “destination name”, 
“hotels”, “transportation”, “local transportation”. 

Figure 1. Choice 1

Source: author’s compilation

Chart 1. Most preferred travel companions
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Figure 2. Choice 2

Source: author’s compilation

Figure 3. Choice 3

Source: author’s compilation

In response to Question 10, most of those surveyed indicated that the location’s 
popularity (77.01%) was a decisive factor for selecting a destination to visit. The 
uniqueness of a location (52.87%) and social media posts and photos (37.93%) are 
less important, while advertising on social media seems to have little effect on Chinese 
tourists (17.24%). 

Part 3 (Q12-Q19)

Results indicate that Chinese people travel first and foremost to relax (87.36%), 
secondly to gain new experiences (66.67%), and thirdly, to ensure their family’s 
happiness (41.38%). Additional reasons include entertainment, mental health, and 
communicating with locals. Interestingly, their family’s happiness matters especially 
to male (54.05%) in comparison with female (32.65%) respondents. 

The responses clearly show the significance of cultural tourism for trips abroad 
(81.4%). Chinese people are also interested in shopping, and exploring islands and 
beaches. Further analysis reveals that female respondents prefer activities related 
to culture (78%) and shopping (62%), while males mostly prefer cultural activities 
(86.11%) and islands and beaches (55.56%). Outdoor sports (32.56%), cruises (31.4%) 
and rural tourism activities (26.74%) lag behind. The most popular attractions at an 
international destination primarily include historic sites (82.76%), city landmarks 
(63.22%) and museums (58.62%). Theme parks (33.33%), islands (33.33%) and lakes 
(28.74%) are also attractive to Chinese tourists (Chart 3). Those traveling with family 
members or friends are mostly interested in historic sites and theme parks, while FITs 
prefer historic sites and museums.

Chart 3. Popular attractions at international destinations
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Most of Chinese tourists usually spend 13901-20900 RMB when traveling abroad 
(33.72%) (Chart 4). Most of them choose to book flights, hotels and excursions to 
main attractions (44.83%), and express their enthusiasm for cultural tourism activities 
(89.66%). Furthermore, these travelers seem to be more willing to spend large amounts 
on a European trip. 68.97% will spend 13,901-20,900 RMB, and 40.91% are willing 
to spend over 20,900 RMB during a trip to Europe.

Chart 4. International travel budget
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With regard to accommodations, it is evident that resorts are their first choice (74.71%), 
with traditional hotels (3/4 stars) (31.03%), eco-friendly hotels (29.89%), Airbnb 
rooms (24.14%) following. There is also additional data indicating transportation 
trends. Before COVID-19, respondents’ primarily modes of transportation were the 
subway (97.14%), buses (95.24%) and taxis (90%), whereas after the pandemic these 
rates declined (subway 45.71%, bus 38.1%, taxi 50%). Currently, walking (75%) and 
private buses (74.07%) are becoming popular.

Participants designated the significance of a variety of factors when searching for a 
travel destination. Excellent value for money (an average importance score of 3.73), 
convenient air connections between their hometown and the destination (3.93), 

the ideal date to visit the destination (3.93), the weather at the destination (3.85), 
activities that may interest them (3.93), reviews of the destination (3.93), a friend’s 
suggestions (3.79), the distance to the destination (3.57) and less crowded places 
(3.92) are all important. Respondents also found flight and hotel prices (4.01), things 
to do at the destination (3.98) and suggestions based on their interests (4.14) to be 
very important. Further analysis reveals that every time Chinese tourists travel with 
family members or in couples, having interesting activities on offer is very important 
(70.49%). In addition, suggestions based on their interests (78.72%) are also vital, 
while friends’ suggestions are important for female respondents (68.75%). On the 
other hand, while traveling abroad, the respondents felt that safety and security (4.7), 
health protection (4.59), cultural background (4.23), friendliness of locals (4.26), 
local transportation systems (4.14), mobile phone signal (4.25) and network coverage 
(4.22) are very important. Network coverage (internet access) is especially important 
to those who book tour packages including flights, hotels, and personalized activities 
(4.42) and those booking flights, hotels, and excursions to main attractions (4.22). 
An environmentally friendly atmosphere is also very important to the respondents 
overall (4.4) and remarkably even more for those who are mainly motivated by their 
own family’s happiness (4.64).

Part 4 (Q20-Q22)

Chinese people are extremely cautious, insisting that their destination be safe (average 
importance score of 4.66), with strict and efficient pandemic control measures (4.02) 
and a reduced number of coronavirus cases (3.93). Furthermore, it is important for 
locations (3.88) and accommodations (3.82) to have fewer tourists. However, over 
half of those surveyed were in favor of visiting European countries (51.16%) after 
the pandemic (Chart 5). Findings present that Beijing residents (64.71%) are most 
inclined to schedule a trip to Europe after the pandemic. Chart 6 depicts the best 
European destinations for Chinese tourists. Greece (64.77%), Italy (43.18%), France 
(29.55%), Spain (26.14%) and Germany (19.32%) are among the top five. Chinese 
people wishing to visit Greece are more willing to book flights, hotels, and excursions 
to main attractions (43.86%), while those who want to visit Italy will book flight, 
hotels, and a personalized tour package (50%).
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Chart 5. Trips after the pandemic
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Chart 6. Best European destinations for Chinese tourists
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5. DISCUSSION

The dynamic presence of the international Chinese travel market is indisputable. 
Almost all respondents had already traveled abroad. They are highly experienced 
travelers, able to take advantage of the development of new market opportunities 
(convenient air connections, tickets, hotel prices), eager to request more personalized 
experiences and to pay for them (68.97% will spend 13,901-20,900 RMB, and 
40.91% will spend over 20,900 RMB). In fact, there seem to be seasoned travelers 
who now tend to organize their trips after meticulous research, in order to gain 
multiple benefits. 

In this survey, the priorities of this market segment – healthcare, safety, and wellness 
– are once again supported. In fact, the Chinese population is willing to wait for a 
recovery before traveling again, with reluctant behaviors persisting (97.14% haven’t 
traveled since the pandemic). Chinese travelers want to feel safe, and both the 
nation’s authorities (low COVID-19 case rates, effective control mechanisms) and 
the tourism sector should provide that feeling of comfort and security (groups with 
only a few members, specific means of transport, fewer tourist destinations, non-
crowded accommodations, health protection, safety and security). In other words, 
Chinese tourists are looking for a safe vacation that can also make them feel cared 
for and welcomed (enhanced demand for friendliness of locals). Despite the fact 
that domestic travel is more feasible due to fewer vacation days and the importance 
of nearby locations, their high eagerness for international trips (68.61%) after the 
pandemic heralds future trends. Over half of the respondents (51.16%) plan to visit 
Europe after the pandemic. The results also demonstrate notable findings about the 
amount of money that Chinese tourists are willing to pay for a European trip. The fact 
that a large percentage spends 13,901-20,900 RMB (68.97%) or even more than 20900 
RMB (40.91%), combined with the significant intention to travel to Europe, implies 
that after the recovery, Chinese international tourism has substantial potential and 
economic benefits for both the European and Chinese travel and tourism industries.

Furthermore, our research also found some additional requirements that, while 
related to the pandemic precautions, are in fact revealing in and of themselves. 
With the exception of the implementation of sanitation and hygiene protocols, 
respondents have shown very clear preferences for specific services, such as lodging 
at resorts, transfer via private buses, convenient air connections, value for money, 
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and a high degree of relaxation, making it clear that convenience and comfort are 
also prerequisites. Additionally, the trend of following suggestions from friends, 
experts and reviews (regarding destinations/activities), combined with the modest 
effect of social media advertisement (17.24%), leads to the conclusion that they 
are less susceptible to ordinary methods of advertising. On the contrary, what they 
seem to appreciate more is the authenticity derived from high-quality services, that 
consequently result in organic, good reviews. In conjunction with this, the “brand” 
effect can be detected in a number of responses. The popularity of a destination and 
the major role played by attractions, as determined based on the frequency of online 
searchers’ key-words, define the strong impact of brand names. Consequently, the 
importance of a destination’s popularity and its distinctiveness symbolizes the need to 
trust something that is nice, fashionable, convenient, reliable, and safe. 

Focusing on current trends and wants, we see that the majority of survey’s conclusions 
concur with those of relevant studies regarding the popularity of cultural tourism. 
With the great majority choosing participation in cultural tourism (81.4%), as well 
as visiting historic locations (82.76%) and museums (58.62%), it is clear that cultural 
tourism has overtaken other types of travel. It is notable that the cultural backgrounds 
of other countries also have a significant impact on Chinese tourists (an average 
importance score of 4.23). Another promising finding was that Chinese are ready to 
pay generously for cultural tourism activities. Those who spend 13,901-20,900 RMB 
in a trip abroad mostly choose cultural tourism activities (89.66%). This proves that 
Chinese tourists highly respect and appreciate the culture of foreign countries, and 
prefer to invest in meaningful activities.

City landmarks are likewise well-liked (63.22%) as are tourist attractions in other 
countries (42.53% of Chinese respondents indicated that they were interested in 
booking flights, hotels, and excursions to main attractions). Our findings also show 
that online users significantly favor looking up information about the local cuisine 
and gastronomy. Thus, cultural and gastronomy tourism are among the fields to which 
we should direct our attention. 

After the pandemic, more than half of the respondents will be looking for novel 
experiences (66.67%), travel packages with personalized activities (48.68%), and 
recommendations that fall in line with their preferences (an average importance 
score of 4.14) or suggestions based on their interests (78.72%). Also, Chinese tourists 
require having things to do at the destination (an average importance score of 3.98) 

and those traveling with their family or friends consider having interesting activities at 
the destination to be very important (70.49%). Thus, we can clearly conclude that they 
expect new, intriguing and tempting travel packages that engage their interests, which 
likely means customized suggestions. Simultaneously, it is evident that respondents 
are not satisfied by simply visiting a location. On the contrary, they wish to actively 
participate in learning and leisure activities, through which they have the opportunity 
to explore, amuse and educate themselves.

Moreover, this study and the review of related literature showed a high degree of 
correlation regarding travel companions, travel styles, and booking trends. While 
Chinese tourists mainly prefer family trips (70.11%), a large percentage also wants 
to travel with a friend or companion (50.57%). With the happiness of respondents’ 
families constituting the second most popular reason to travel (41.38%), familial bonds 
are clearly a major factor. With regard to the type of travel, the FIT trend appears 
dominant. The cumulative data of the present research illuminates what exactly Chinese 
tourists wish to book and search for (48.68% book flight and hotel or flight-hotel-
personalized activities, 42.53% book flight-hotel-excursions to main attractions). Their 
preferences indisputably highlight the growing levels of independent travel trends. 
Few wish to travel in groups (4.6%) or feel an urge to book flights, hotels, and all day/
everyday activities (12.64%). Individualism is also on the rise. The survey’s results reveal 
that the female population seems more susceptible to individualistic behaviors. This is 
further evidenced by the fact that familial happiness (during the trip) is evidently less 
important to women than to men, combined with the lower intimacy requirement and 
high levels of interest in more personal care activities like shopping.

Online bookings are found to be popular (68.97% book via online travel agencies, 
35.63% book via hotel websites, 29.89% book via travel websites like Trip Advisor), 
with the Ctrip platform being the dominant player. Smartphones are an inalienable 
part of the vacation experience. For individuals willing to arrange more customized 
activity packages and excursions to major attractions, having internet access is crucial. 
We therefore anticipate that in the foreseeable future, many Chinese international 
tourists will want to have their own independent experience, and will use their phones 
to explore the location more thoroughly.

The study’s contribution came to a close with the assessment of environmental 
consciousness among Chinese tourists. While the Chinese population has not yet 
increased its preference for eco-friendly lodgings (29.89%), it is clear that being 
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environmentally friendly is a very significant factor when traveling abroad, and is 
particularly vital for the happiness of families (an average importance score of 4.64). 
Rural and natural landscapes such as islands, lakes and mountains proved among 
the top 10 attractions for international trips. Naturally, care must be taken when 
interpreting these findings, as they could point to the development of Chinese 
tourists’ interest in environmental issues over time.

6. CONCLUSION

The main purpose of this research is to analyze the behavior of Chinese tourists 
through a diligent inspection of every single step of their travel procedure, as well as 
their prevailing post-COVID-19 perceptions. The results of the collected data largely 
support previous studies, supplementing them with some additional features of the 
post-pandemic Chinese traveler. This will allow for the creation of specific guidelines, 
helping the tourism industry provide suitable travel packages and memorable 
experiences to Chinese travelers. 

Summarizing the results, we deduce that while Chinese tourists still appear to be 
hesitant and highly cautious about health risks, are nonetheless eager to travel. 
Although domestic trips are currently seen as more preferable, trips abroad, especially 
to European destinations, are very popular for the future, and promise to be especially 
profitable for the travel industry. Sanitation and protection, the friendliness of locals, 
comfort, and trustworthy services are key prerequisites. Moreover, the popularity 
of both destinations and attractions, as well as the variety of activities on offer, are 
vital factors in Chinese tourists deciding on their next visit. Research also reveals 
that explorers seeking authentic and transformative experiences, those looking for 
culturally significant, high-quality vacations, and tourists traveling with a friend or 
companion are going to be the main trends defining travel in the future. In addition 
to the aforementioned, FITs also constitute a major Chinese market segment, mainly 
due to their increasing tendency of independency and individualism, which is most 
common among Chinese women. Technology also plays a pivotal role in travel, as the 
majority of Chinese tourists prefer to book online and use their smartphones during 
their trip, even as a guide. Last but not least, the research highlights an environmentally 
aware profile of the Chinese traveler, which growing more prominent with time.

7. LIMITATIONS AND FUTURE RESEARCH 

Certain limitations apply to the findings of this study. Firstly, due to the limited 
sample size (87), caution must be taken when extrapolating the results. The sample 
used in this study may not be representative of China’s population in terms of age 
distribution or geographic coverage, as they are primarily wealthy, first-tier citizens 
(Beijing, Shanghai). Secondly, the fact that the questionnaire was distributed by the 
Chamber of Greek-Chinese Economic Cooperation, the Greek National Tourism 
Organization (Beijing Office) and the General Secretariat of International and 
Economic Relations of the Ministry of Foreign Affairs of Greece (Embassy in China, 
Consulate in China) leads to the limitation that the results reported herein should 
not be generalizable, due to the significant positive predilection for vacations to 
Greece. As the first attempt to investigate the post COVID-19 behavior of Chinese 
international trips to Europe, this study calls for further research on the topic, 
including a continuation of the survey. 

In addition, future research should be driven by in-depth studies on the role of 
regional cuisine and other unique cultural traits, in order to identify the unique draw 
of each tourism destination. Finally, further investigation should be conducted into 
how Chinese tourists behave in terms of the environment. 
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APPENDIX

Table 1. Demographic data

DEMOGRAPHIC DATA 

AGE GROUPS VALID ANSWERS RATE

18-25 3 3.45%

26-30 5 5.75%

31-40 30 34.48%

41-50 31 35.63%

51-60 14 16.09%

over 60 4 4.6%

GENDER VALID ANSWERS RATE

Male 37 42.53%

Female 50 57.47%

CURRENT OCCUPATION VALID ANSWERS RATE

Full-time student 2 2.33%

Production staff 1 1.16%

Salesperson 7 8.14%

Marketing/PR staff 9 10.47%

Customer service 4 4.65%

Administration/Logistics staff 6 6.98%

Human Resources 3 3.49%

Finance/Auditor 1 1.16%

Clerical/Office staff 3 3.49%

Technical/R&D personnel 2 2.33%

Manager 18 20.93%

Teacher 1 1.16%

Consultant/Consulting 6 6.98%

Professionals (accountants, lawyers, 
architects, healthcare workers, journalists, 
etc.)

8 9.3%

Other 15 17.44%
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LIVING REGION VALID ANSWERS

Guangdong 3

Shanghai 29

Tianjin 4

Liaoning 2

Beijing 20

Jiangxi 1

Fujian 1

overseas 3

Sichuan 3

Hongkong 4

Yunnan 3

Zhejiang 4

Shandong 1

Jiangsu 2

France 1

Canada 1

U.S.A. 1

Vietnam 1

Singapore 1

Rome 1



2.  TOURISM AND ECONOMIC 
DEVELOPMENT



Results and Challenges: Changing travel trends in China-CEEC perspective | 89

How can a Hungarian city offer enough experience for a Chinese tourist? (88–110)

88

HOW CAN A HUNGARIAN CITY  
OFFER ENOUGH EXPERIENCE FOR  
A CHINESE TOURIST? 
ILLUSTRATED BY THE EXAMPLE OF SZEGED

Réka Szabina Török

Abstract

Over the past decades, consumer expectations, needs and opportunities have changed 
significantly, making experiential marketing approaches increasingly relevant. The 
latter has been particularly prevalent in the tourism sector, which has also seen other 
changes. Amongst other things, political regulations have given Chinese travellers 
the opportunity to explore other parts of the world, which has resulted in China 
becoming the strongest tourism market today. Their cultures are characterised by 
different travel habits, so the potential host countries need to pay particular attention 
to this to achieve success.

While Budapest is a popular destination, other regions and cities of Hungary remain 
unexplored, with little research available on these areas. The present research attempts 
to fill this gap, by exploring Szeged and the surrounding region through 5 in-depth 
interviews with Chinese students who know the place well, a Chinese restaurant 
owner and the head of the local Confucius Institute.

The unexpected results of the research revealed the marketing relevance of the Grand 
Hotel Budapest, the creation of a compelling story, the way the experience should 
be shared, value for money and personal safety as key expectations, as well as the 
identification of a potential Chinese segment for Szeged based on literature.

Keywords: Chinese tourist, Hungary, experience marketing

“One learns more  
by travelling ten thousand miles than 

reading ten thousand books” 
读万卷书不如行万里路 

(Tse - Hobson 2008).

1. INTRODUCTION 

A country with over 4,000 years of continuous statehood, China opened its doors 
to tourism in 1983. In 2002, Hungary was added to the list of Authorised Tourist 
Destinations (ADS), which allows Chinese tourists to travel in groups. As remote 
destinations, Central European countries are less able to attract visitors on their 
own, so the Czech Republic, Hungary, Poland and Slovakia have launched a joint 
marketing effort to create a common image, European Quartet – One Melody1, to 
promote cruise tourism. 

Chinese tourists are special consumers who, when exploring distant landscapes, stick 
to some of their local customs, such as eating Chinese food or having Chinese TV 
available at their accommodation. Therefore, local service providers need to be better 
prepared to provide an appropriate offer to these Asian travellers. The significance 
of the latter is also due to the importance of the community’s experience for future 
trips, given their collectivist culture. In addition, the following motivations for 
travelling were identified: self-fulfillment related to their lifestyle, leisure experiences, 
experimentation and a strong desire to experience the freedom of international travel 
( Jiang et al., 2018). Furthermore, leisure and travel are seen as a way out of everyday 
anxieties and an embodiment of a sense of calm alongside prestige. 

Several studies (Xin et al., 2020) have shown that Chinese tourists also view the 
travel product as a tourism experience in terms of a narrative, so it is worthwhile 
interpreting the marketing activities of the various sectors in terms of experience-
based communication and shaping their image on this basis. However, to do this, we 
need to be aware of their motivations and their expected travel experience, as this is 
how we can make a destination attractive. 

1 https://www.discover-ce.eu/ 
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As Hungary is a central European stopover in the minds of most travellers, they tend 
to only visit the capital, but this is not enough to experience a given nation, which is 
something more and more people are looking for. In light of the above, this study is 
looking for the answer to the following question, using Szeged – the third biggest city 
of Hungary – as an example: How can a major regional city use an experiential approach 
to attract Chinese travellers and engage them when choosing a destination?

A key factor in the choice of this particular city was the fact that many Chinese cruise 
tourists continue their excursions from Hungary to Serbia, with Szeged serving as a 
potential stopover. To explore this issue, following a situation assessment, 5 in-depth 
interviews were conducted with persons with knowledge of Szeged and close ties 
to Chinese culture – the director of the Confucius Institute of Szeged, the Chinese 
owner of a restaurant in Szeged, 3 Chinese students – who can provide useful insights 
both professionally and culturally. Based on the results, suggestions were made to help 
increase the stay of visitors. 

2. THEORETICAL BACKGROUND

2.1 Experiential/Experience Marketing

In the beginning, economics interpreted the consumer as a rational decision-maker, 
whose choice is functional, easily explained, which provides a solution to a specific 
problem and requires only a low level of involvement (Zátori, 2014). Nowadays, 
thanks to the paradigm shift of consumer behaviour and the appearance of Experience 
Economy, consumers are increasingly purchasing products because of their hedonic 
value, emotional or symbolic content. Instead of problem-solving, experience-, 
pleasure-seeking, fantasy-stimulating perspectives come to the fore and sensory 
impressions also play a significant role when it comes to decision-making (Hirschman 
& Holbrook, 1982). According to the above approach, emotional involvement and 
experiential content are achievable regardless of whether the product or service is 
experience or functionality-centred (Pine-Gilmore, 1998). Zátori (2014) collected 
the common points of different experience-centric approaches. The studies agree that 
products should be seen as experiences, so they can be treated as content that can 
be shaped and developed. Therefore, the experiences and interests of potential and 
current customers are examined, which can be used as basis for future product and 

experience development and innovation. Consumer interactions are also important, 
requiring active involvement from the customer and, in the case of tourism, from 
the local community, as it is based on the premise that travellers visit destinations 
for experiences, fulfilment and to recharge. Companies and destinations are able to 
provide these through investments and marketing activities, while the strategic focus 
of success is on intangible resources, as opposed to tangible ones such as goodwill, 
stories and myths.

2.2 Experience in Tourism

In the 1980s, the transformation of the tourism product attracted the attention of 
researchers and marketers. In contrast to traditional tourism theories, experiential and 
informative features came to the fore (Mossberg, 2007). Later on, tourism became 
a focus area for consumer experience research due to its intense experiential nature. 
Whereas in the case of leisure experiences compared to manufactured products, 
rational evaluations are less likely to be taken into consideration than hedonic 
motivations (Cetin et al., 2019).

In the relevant literature, the terms tourism and tourist (or visitor) experience are 
both used, although they refer to the same term, but still have different meanings. 
In the case of the former, we can infer an industry or managerial approach, while 
in the case of the latter, a consumer approach (Ritchie et al., 2011; Zátori, 2018). 
Thus, based on these, we can further distinguish a supply-side and a demand-side 
approach. The complexity of the concept also complicates its interpretation. Some of 
these are described below. According to Graefe and Vaske (1987), the consumer shapes 
the experience by visiting tourist destinations and spending time there.

The extent to which this applies is greatly influenced by the willingness of the 
tourist to engage, as well as by their own competences. In this spirit, Walls et al. 
(2011) consider the tourist experience to be a multidimensional variable, influenced 
by both external and internal factors, in which the managerial side is partly present 
through the situational factors. At the same time, other approaches, such as Larsen 
(2007), view it as a more intangible concept, which is seen as an event associated 
with a past personal journey, whose special nature is indicated by the fact that it 
is fixed in long-term memory. On the supply side, Mossberg (2007) conceptualised 
the tourism experience as an experiential space, with the following components: staff, 
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fellow consumers, physical environment, products and souvenirs, theme, and story 
behind, controlled by the travel service provider. Lugosi-Walls’ (2007) notion that 
the consumer is the active creator of their experience, which is manifested through 
their interaction with the environment, the organisation, the staff, the locals, and other 
consumers, can be interpreted as an intersection of the two approaches. The latter 
includes both the tourist’s perspective and the service or supply side. The importance 
of their involvement was already highlighted by Prahalad and Ramaswamy’s study, 
which showed that for visitors, co-creation with the company makes the experience 
really enjoyable (2004). To understand what makes an experience truly distinctive for 
a consumer, it is worth reviewing the types of experiences. Following a comprehensive 
literature review, Walls et al. (2011) developed a theoretical framework of tourism 
consumption experiences, which distinguishes the following experience axes: 
ordinary, extraordinary, cognitive, and emotional experience. The most common is the 
extraordinary experience, which some authors draw from previous works such as the 
flow (Csíkszentmihályi, 1997) or the peak (Maslow, 1964) experiences, while others 
describe it as an immersed or optimal experience (Walls et al., 2011). Finally, the new 
trend of the past two decades shows the quality of the experience being defined by its 
memorability, which is also referred to as Memorable Tourism Experience (MTE). It 
is important to note that Larsen’s definition (2007) is in line with this approach, as he 
characterises experiences as being fixed in long-term memory. It is worth noting that 
memory is also an important factor in the conceptualisation of the tourist experience 
as a process. According to Aho (2001), the experience starts with orientation – the 
pre-trip phase – which arouses the tourist’s interest, then, by retaining it, it turns into 
attachment, and then the visit takes place. The last stage is linked to memory, the first 
stage of which is evaluation, followed by storage (material objects), reflection and 
enrichment – through new habits in everyday life. 

Many studies were carried out on the subject between 2012 and 2020. These peaked 
in 2019 before the global pandemic. During this period, MTEs were examined as 
per Kim et al.’s MTE scale, tourist behaviour and intention, gastronomy tourism, 
marketing, accommodation and quality of services, creative tourism, cultural tourism, 
rural tourism and social media which shows the versatility of the concept (Hosseini 
et al., 2021).

2.3 Memorable Tourism Experiences

Research shows that more and more tourists are consciously seeking memorable and 
unique experiences and that high quality hedonic occurrences are the key factors 
increasing meaningful experiences. These findings suggest that marketers need to pay 
particular attention to MTEs in order to capture advantages in the highly competitive 
tourism market. According to Kim, the 7-factor MTE (hedonism, refreshment, 
novelty, social interaction, and local culture, involvement, knowledge, meaningfulness) 
model based on previous studies focuses only on experiences and does not take into 
account the attributes of destinations, which can be shaped from a practical point of 
view, so he conducted a new study (Kim, 2014). The above refers back to Pine and 
Gilmore’s work (1998) in stating that travellers prefer “experience-rich” destinations 
and, therefore, experiential dimensions can be the key to sustainable competitive 
advantage. Tung and Ritchie (2011) highlight a different perspective, according 
to which the following four factors determine memorability: expectations, affection, 
recollection, and consequentiality.

In my opinion, the MTE elements according to Kim (2014) facilitate the 
categorisation of destination experiences and the segmentation of consumers with 
different needs and are, therefore, used as a basis for this study. The elements of the 
MTE are presented below.

Hedonism: When consuming tourist products, the primary objective of the visitor is 
typically to seek out hedonic and pleasurable experiences (Kim, 2014), characterised 
mainly by feelings of happiness and excitement (Tung & Ritchie, 2011) in which they 
perceive the experience through their senses (Pine & Gilmore, 1998). 

Novelty: Novelty-seeking as a motivation for tourism is a very real and much researched 
area (Bello & Etzel, 1985). Travellers are keen to choose destinations with a different 
culture and lifestyle to their own, to experience something new (Pearce, 1985).

Refreshment: Previous research has shown that escape and refreshment are key factors 
in travel experiences (Kim, 2014). Pine and Gilmore’s interpretation of the escapist 
experiential realm is understood as an escape from the real world and everyday life, 
through experience, in which total immersion occurs through active participation 
(Pine & Gilmore, 1998).
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Social interaction and local culture: Tourism experiences do not take place in a vacuum 
of empty space, but are influenced by other consumer, external situational and human 
interaction factors (Walls et al., 2011) and the desire for co-creation proposed by 
Prahalad and Ramaswamy (2004), which includes the involvement of citizens. Local 
culture is seen as an important motivational factor, many people turn to voluntary 
tourism to live the latter (Kim, 2014). 

Involvement: Consumers remember experiences that are meaningful and relevant 
to them more than those that are not (Kim, 2014). This is supported by Pine and 
Gilmore’s finding (1999) that the more immersed individuals are in an activity, the 
more memorable it will be.

Knowledge: Several studies on the motivations for tourism have shown that the 
acquisition of new knowledge and skills are among the driving forces behind tourists’ 
desire to travel (Kim, 2014). The importance of this has already been highlighted by 
Pine and Gilmore (1998) in their 4E model (experience realms of entertainment, 
educational, aesthetic and escapist) with the realm of education. And finally, research 
shows that the trips that go hand in hand with knowledge enhancement are some of 
the most memorable (Tung & Ritchie, 2011).

Meaningfulness: In addition to the above, the search for meaningfulness has also 
become a focus of the travel experience, with consumers seeking physical, emotional, 
or spiritual fulfilment. Recent research suggests that meaningfulness also trumps the 
desire for escape and the experience of authenticity (Kim, 2014). This is consistent 
with the finding that some individuals view travel as an inner journey in which 
personal growth and self-development are more important than the places or sights 
(Tung & Ritchie, 2011).

To create more memorable experiences and more personalised services, companies 
need to understand travellers’ needs and motivations (Huang & Hsu, 2009), for which 
the above theoretical background is a good guide. For a better understanding, the 
following section will explore the travel expectations and motivations of outbound 
tourists in China based on previous research.

3. SECONDARY RESEARCH

3.1 Situation analysis

Today – thanks to the changes of political regulations in 1990, the fast-growing 
economy and the acceleration of urbanisation which has led to rising incomes – 
China is seen as the world’s largest outbound tourism source (Lojo & Cánoves, 2015; 
UNWTO, 2018; Otafiire et al., 2019). According to the data from Statista, private 
outbound tourism from Mainland China increased from 42.21 million to 162.11 
million between 2009 and 2019.2

Europe is an attractive destination (Andreu et al., 2014), welcoming an increasing 
number of Chinese travellers year-on-year with, for example, a 5.1% increase seen 
in 2018 according to the ETC Report. In the “Old” continent, which is divided into 
four sub-regions, the Centre-East region saw the highest growth of +10.6%, while 
the most popular destinations were the UK, Germany and France, and Hungary – 
from the first sub-region – was the third fastest growing destination with a +25.1% 
increase.3

Prior to the pandemic of 2020, the number of Chinese tourists travelling to Hungary 
had been growing at a tremendous pace as shown in the ETC statistics above as 
well. Inbound tourism from China compared to 2010 increased by 517% from 2010 
to 2019, with 279,124 guests and 456,048 overnight stays, according to the data 
of the Hungarian Tourism Agency. Their trips are limited to the period from May 
to October, with a steady distribution within this period, but their presence is not 
prevalent for the rest of the year. The main destination was Budapest where 74% of all 
Chinese visitors and 75% of their overnight stays – with an average of 1.6 days – were 
concentrated, making China the 9th largest inbound tourism market for Budapest. 
Besides the capital, only the region of the Balaton can be mentioned as a popular 
destination, but even this to a much lesser extent.4

2 https://www.statista.com/statistics/277250/number-of-outbound-journeys-of-chinese-tourists/ 

3 https://etc-corporate.org/uploads/2019/03/summary-report-infographic_final.pdf 

4 Report from MTÜ’s (Hungarian Travel Agency) Research Centre about Chinese inbound tourism and 
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Table 1. Chinese tourists’ overnight stays in Hungary  
from 2019 until the first half of the current year

Chinese tourists’ overnight stays in Hungary

Hungary Budapest Countryside

Period Visitors Overnight 
stays Visitors Overnight 

stays Visitors Overnight 
stays

2019 279,124 456,048 206,338 344,040 72,786 112,008

2020 19,209 72,210 14,092 39,180 5,116 33,030

2021 4,931 46,134 3,577 28,069 1,354 18,065

2022 H1 7,227 38,395 6,038 29,596 1,189 8,799

Source: author’s compilation based on MTÜ data

3.2 Chinese Traveller Behaviour and Motivations

The rise of Chinese outbound tourism has led to a change in consumer behaviour 
and an increasing diversity of preferences, where their relatively stable cultural values 
play a critical role and also influence their decision making, as well as their pre-travel 
expectations. The latter has a significant impact on the level of post-travel satisfaction 
and, therefore, the likelihood of revisiting and recommendation. That is the reason 
why it is important for marketers and researchers to understand the motivations 
behind their travel decisions ( Jiang et al., 2018; Turner et al., 2001). 

According to some studies, travel motivation can be divided into push factors 
(psychological and personal reasons) and pull factors (characteristics of the 
destinations). Push factors are namely cultural or architectural interests, different 
culture, prestige and distinction of travelling far from China, shopping tourism (interest 
in European Brands), new experiences, while pull factors are historic areas, monumental 
heritage, beautiful landscapes, luxury and prestige, food and wine and scenic beauty (Lojo 
& Cánoves, 2015).

Li et al. (2013) also distinguish “long-haul” Chinese tourists. The term “long-haul” 
tourist refers to Chinese adult travellers spending at least 4 nights in a specific 
destination beyond Asia for leisure purposes. Based on travel motivations, it classifies 
the 1,600 questionnaire respondents into 3 segments, organised into pull and push 
factor pairs, which are as follows (with applicable ratios shown): entertainment/
adventure seeking (42.6%), life experience/culture explorers (38.4%) and relaxation/

knowledge seeking (43,7%). According to the article, entertainment (fun) and adventure 
seekers typically prefer diverse activities and attractions concentrated in a given place, 
because they do not want to spend their time travelling from one place to another, but 
instead strive to have adventurous and stimulating experiences, and want to feel good 
and have fun. Among the Destination Attribute Items for these, Chinese restaurants 
were dominantly present (Li et al., 2013). This is in line with another research, where 
the high level of the “fun” emotion was found to be a key indicator of recommendation 
and revisitation of a destination among Chinese outbound tourists. Generally high 
level of hedonism, a unique or meaningful experience, or a high-quality interaction 
can cause the “fun” emotion which results positive tourist behaviours. Additionally, 
maintaining the competitive destination image is also highlighted (Xin et al., 2020). 
As we see, food is another important factor in tourism experience, both collectively 
and individually. The phenomenon of tourists seeking traditional Chinese food during 
their leisure time is observed in group travel, while other results have shown that they 
want to experience local culture through their dining experiences (Cai et al., 2021). 

For the second segment of Li et al. (2013), the main motivation of experience and 
culture explorers are the excitement of travelling far away, experiencing the local 
atmosphere and mood of the destination through a unique, experiential, cultural trip. 
They are price-sensitive consumers as well, for whom it is important to buy their 
travel package, plane ticket and relaxing accommodation at a good price (Li et al., 
2013). These are the travellers visiting fewer countries and spending more time in 
each place to enjoy the local culture (Li et al., 2011).

Finally, the Relaxation and Knowledge seekers group desire relaxing trips and 
conditions during which knowledge can be increased and inner harmony can be 
found. Personal safety, reasonable prices and easy access to various attractions are of 
prime importance in this group. 

Li et al.’s segmentation and the figure above show the complexity of the tourist 
experience, in which tangible and intangible, rational and emotional, as well as 
extraordinary and ordinary factors are present in varying proportions, which is in 
line with Walls et al.’s theory (2011) that tourists experience not only specific but 
also general experiences during their holiday. In addition, both inner (individual 
characteristics, physical factors) and outer factors (situational, human interaction 
elements) from Walls’ model (2011) are represented in Fig.1. In other words, some 
factors are determined by the needs, desires and motivations of tourists, while 
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others are destination-related, such as accommodation, attractions and atmosphere 
(Hosseini et al., 2021). From the perspective of MTE, the experiential elements 
defined by Kim are revealed which are summarised below. The following motivations 
contribute to the dimension of hedonism: ‘feel excitement, have fun and be entertained’, 
‘have adventures and stimulating experiences’, while the desire for ‘rest and relaxation’ 
refers to the importance of refreshment. The motivation of ‘experiencing something 
different indicates’ the importance of novelty and the desire to ‘experience a cultural 
difference from my own’ is partly related to this factor, but also fulfils the expectations of 
knowledge enhancement, which itself appeared among the motivations. Involvement 
can be achieved by ‘experiencing the special atmosphere of the destination’, while social 
interaction is implemented by ‘being with others who enjoy the same things as he or 
she does’ and ‘observing other peoples in the area’. Finally, the incentive of ‘feeling inner 
harmony or peace’ indicates meaningfulness.

4. METHODOLOGY

The present research aims to explore how Chinese people view Hungary as a 
destination, to identify its strengths and areas for development, and to assess the 
potential of Szeged and the region (including Makó and Ópusztaszer to expand the 
potential experience, considering travel time).

In light of this, focus will be on answering the following question, using Szeged as 
an example: How can a major regional city use an experiential approach to attract Chinese 
travellers and engage them when choosing a destination?

Due to the exploratory nature of tourism and hospitality research, qualitative methods 
such as in-depth interviews, observation or focus groups are used (Walls et al., 2011). 
The same conclusion was reached by Hosseini et al. (2021) in a systematic literature 
review of memorable tourism experiences. Of the studies they reviewed, 36% 
used qualitative methods and the majority, 52%, collected data quantitatively. The 
overwhelming majority of the latter is most likely due to the fact that there is already a 
good literature base on certain topics and areas, or that others have already conducted 
research on such topics and are, therefore, able to collect quantitative qualitative data 
in the light of prior information. A frequently used method to understand travel 
motivations is conducting in-depth interviews (Hsu & Huang, 2008). Qualitative 

methods are also used in research among Chinese travellers. For example, to learn 
more about individual Chinese travellers’ dining experiences during their European 
trips, mobile ethnography was carried out, where in addition to netnographic studies, 
in-depth interviews have been conducted (Cai et al., 2021). Similarly, a combined 
approach was used to segment ‘long-haul’ Chinese tourists, including a telephone 
questionnaire, a focus group survey and an in-depth interview. The latter was 
conducted with Chinese government officials and travel trade representatives, in an 
effort to dig deeper into the topic (Li et al., 2013).

Since there are few marketing studies on Chinese travel in Europe, including 
Hungary, I tried to explore the topic through in-depth interviews following the above-
mentioned practice. For this purpose, people were sought out who are deeply involved 
in Chinese culture and have knowledge of the region. Interviews were conducted 
first with the director of the Confucius Institute in Szeged, who has also spent 10 
years with Chinese business travellers to Budapest, then with 3 PhD students of 
Chinese origin and finally with a Chinese service provider, the owner of the Great 
Wall Restaurant in Szeged. As for the students, one of them was a man ( J) who has 
been living and studying economics in Szeged for one year, while of the two ladies, 
one has been doing a post-doctorate programme in natural sciences in Szeged for 
6 years (L) and the other (Y) has completed her Bachelor studies in Szeged, and is 
currently studying at Corvinus University in Budapest, but has also lived in Debrecen. 

The semi-structured interviews were conducted face-to-face and online, and were 
typically 50-70 minutes in length. An interview guide based on literature and 
site-specific characteristics was used as a starting point. As the knowledge of the 
surrounding cities was not 100%, I used a Google search to introduce them to the 
attractions of Hódmezővásárhely and Makó where they were not familiar with the 
subject.
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5. FINDINGS

Statement 1: The power of the movie called The Grand Budapest Hotel is in 
connection with the attractiveness of the Hungarian capital

Treating travel experience as a process, it starts long before arrival or the visit. The first 
step in the pre-travel phase is to attract attention, as already discussed in the study 
above (Aho, 2001), which can be triggered by a cultural experience, for example a film. 

“Most of my friends, family and classmates asked me if I had been to the Budapest Hotel or 
when I sent them a photo about the Parliament, they asked if it was the Budapest Hotel. I 
said no, then searched on Google and recognised that the building is actually in Germany. So 
anyway, this movie makes Hungary interesting and it is a strong and powerful promotion 
for the country ( J).” 

“I remember there is a movie Budapest Hotel and another about Princess Sisi, and I think 
many Chinese know these movies and they are attracted to the view of Budapest (L).” 

The film came to the minds of two of the three interviewees in their twenties as the 
main motivating factor for travelling to Hungary, while the third began to explain its 
appeal after being asked about it.

“I think almost everybody knows about this movie. It has its effects, as do other tv series as 
well because people know about this city, and I think it is great because that is why they 
become curious about Budapest (Y).”

It should be noted that the film has nothing to do with Hungary, except the name 
of the hotel, as it was shot in Germany. So, we can look at the Budapest Hotel as a 
product placement (Gerdesics & Putzer, 2018), which seems to work, as it makes the 
Hungarian capital attractive in the eyes of Chinese in their twenties. This makes it 
worth paying more attention to films as destination promotion tools, as a name or an 
appealing film location can arouse the interest of travellers, which is seen as the first 
phase of the travel experience (Aho, 2001). Furthermore, the experience of enjoyment 
and involvement can be a strong presence in such a film experience-motivated trip, as 
there is an emotional connection with the film that can increase excitement about the 
destination as well as a sense of involvement (Kim, 2014).

Statement 2: Value for money and personal safety are the best rated factors of 
Hungary 

When it comes to choosing a destination, rational as well as emotional arguments 
come into play when it comes to a long-distance, high-volume trip, such as a European 
cruise from China. Consequently, the financial implications of the trip proved to 
be very important. As the head of the Confucius Institute said, the most important 
question for them is: “With the money I’m paying now, what will I see?! (R)”. This was 
also reflected in the responses of the other interviewees, who all cited Hungary’s main 
appeal, apart from the beauty of Budapest, as being cheap by European standards.

“Here the cost is less than the average in Europe (L)” so “You can see more here for the same 
money (Z)”.

Another appealing feature was the high level of personal safety, which was rated a 5 
by all without question.

One reason for this is that Hungary has a pro-China policy, with many Chinese living 
here, and another can be the memory (or attachment) of the Soviet era because two 
of them brought up this historical period.

“Any Central European country like Poland or Hungary that used to be part of the Soviet 
Union is attractive to the Chinese. They were spoken of as friendly and safe countries in 
those days and have remained so (Z).”

The above results suggest that, in addition to the intangible attributes, value for money 
and safety are the most important factors when choosing a destination. This is in line 
with Maslow’s pyramid (1964), which is based on the principle that different needs 
must be satisfied gradually, and that higher levels cannot be reached until they are 
satisfied. Thus, financial and safety factors may come first in the success of the travel 
experience, followed by the more experiential ones.

Statement 3: We need to build a compelling story around the destination to make 
the region attractive

Today’s traveller looks to perceived or expected experiences and image as a primary 
motivating factor, whereas traditional travel used to concentrate on physical attributes 
(Zátori, 2018). To communicate these intangible elements, Licrouh et al. (2008) 
proposed the treatment of settlement products – destinations – as narratives, which 
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allow the communication of intangible features such as cultural, historical and 
dynamic elements.

“So, we would like to see and feel the destination. We would like to feel some insights, not only 
see the architecture of a place (Y)”. The same from a European perspective: “The different 
destinations of the continent’s smaller countries are better promoted, with an attractive story 
built around them (R).”

These ideas were echoed in the discussions, with many highlighting some intangible 
features to communicate the local experience.

“We need to find one very-very strong attribute, slogan or sign, because it makes the city 
more interesting ( J)”.

In addition, the interviews showed that it would be worth putting the historical 
connection at the heart of the story, because it can be interesting and can also enhance 
the emotional connection.

“History can be powerful as well, as you know, middle ancient Hungary was one part of 
China like 1000 years before, so if you can find some connection it could be interesting (L).”

The director of the Confucius Institute also referred to Petőfi’s familiarity with China, 
although he did not think of this as a motivational factor relating to the destinations 
of Hungary, but all Chinese interviewees pointed this out.

“Knowledge of Petőfi is extremely common in China. I don’t think it’s necessarily something 
that would make a tourist change destination, but it is important that a translation of his 
poem ‘Freedom and Love’ is compulsory reading in high school (R).”

“Petőfi is a famous poet in China for his writings ( J).”

“You know Petőfi, I think most Chinese know him, we know his poetry from primary 
school, because he sacrificed himself and we were taught the same, but I didn’t know he was 
Hungarian until I came here. So the connection with Petőfi could be interesting for us. (L).”

To sum up the above, the attractiveness of the destination was seen by the interviewees 
as communicating its intangible characteristics. Two important pillars of a memorable 
tourist experience were highlighted, one of which was the desire for knowledge 
and the other was engagement, as they pointed to a narrative in which aspects of 
Hungarian history and culture that are common to China, such as its Eurasian origins 
or Petőfi’s homeland, could be wrapped up in a story and thus made saleable.

Statement 4: TikTok or other travel-related Chinese apps are ideal platforms to 
communicate destination experience

The first idea of all the interviewees of Chinese origin to communicate their 
experiences properly was the TikTok app, which provides entertaining short videos. 
Numerous studies support the importance of the internet and social media platforms 
on choosing a destination for travel and leisure purposes (Melati et al., 2022). In the 
pre-travel phase, these platforms (Aho, 2001) with push motivation factors (Melati 
et al., 2022) can draw their attention and make them interested in the destination. 

“You know we are big fans of TikTok and sharing videos about Szeged would be a great 
promotion. Before I decided to study at the University of Szeged, I had searched on YouTube 
to see the videos of the city and university, but they were not updated. It is really important, 
because if other cities update it, we can lose the competition. TikTok is great as are other 
Chinese apps ( J)”.

The #travel search term has over 99 billion views on the app, while the #traveltiktok 
hashtag has had 13.1 billion views5. These data support the findings of studies on the 
extendedness of this visual story-sharing platform in travel. Many Chinese millennials 
love to be entertained by watching these TikTok videos and being informing about 
destinations, or about improving their next travel videos (Xin, 2020). Another study 
suggests creating a destination story-sharing hub on their website or social media 
(Zhong, 2017).

In light of this, tourist offices, destination marketing agencies and the Hungarian 
Tourism Agency should create their own account to share attractive videos of local 
destination tourism experiences and develop a hashtag to be used consistently.

Statement 5: Szeged – along with the surrounding region – can be an attractive 
destination for Relaxation and Knowledge seekers

Although it was a constant concern about the region that neither Szeged nor its 
surrounding attractions are large enough in the eyes of Chinese tourists, we can turn 
it into an advantage. The words ‘calm’, ‘quiet’, ‘peaceful ’ were used several times in each 
interview which, also refers to the atmosphere of the city. 

5  Own search in TikTok on 31.08.2022. 
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“Okay, if I describe it as a person, I’d say Szeged is more like a peaceful, nice, kind, and quiet 
lady while Budapest is like a very warm man with fire, or something like that (Y)”. In 
simple terms “Here it is quiet, not crowded and everything is very convenient ( J)”.

The interviews reflected the segmentation of Chinese travellers according to Li et 
al. (2013). They all found Szeged to be a small, but at the same time peaceful and 
relaxing city, with another advantage being its historical past. This is in line with the 
third segment of Li et al. (2013), in which experiencing the special atmosphere of the 
destination, rest and relaxation and continuous knowledge acquisition are among the 
main motivations.

“This region could be interesting for tourists who are interested in history and relaxation, 
because compared to Budapest, Szeged is more relaxing (L)” and “This is a place for 
relaxation, because it is a relatively peaceful and quiet city (Y). “The special ambience of 
the destination has been accompanied by similar call words”. Atmosphere of History 
and Baths (L)”, “Quiet and cosy ( J)”, 

In addition to its relaxing atmosphere, other attractions in the region need to be called 
upon to offer the right number of experiences, otherwise “people will not come just to 
see Duomo Square (Z)”. 

The preliminary concept of a package with Szeged, Makó (spa experience) and 
Ópusztaszer (historical knowledge enhancement) was attractive to the interviewers.

“Szeged has limited places to visit, and we need to create some fun or explore experiences, 
but if we include Makó and the park of Ópusztaszer, it is very attractive, but only Szeged 
is not enough ( J).”

“I think tourists would be really interested in the park of Ópusztaszer. They’d like to see the 
heroes and horses because it’s a really unique culture ( J).” 

“Ópusztaszer is a really great place with history but we must have translations and stories, 
because tourists cannot understand otherwise (Y).”

The owner of the restaurant and the director of the institute pointed out that older 
people do not tend to go to the spa, so they are less interested in such an experience, 
but the young Chinese students were immediately interested and found it attractive.

“Our middle-aged generation is interested in art and culture and would love to go to spas 
(L).”

To sum up, Szeged has a pleasant, relaxed atmosphere, steeped in history and culture, 
but its size and number of attractions mean that it needs to be complemented to make 
it a truly attractive destination for Chinese travellers. Ópusztaszer and Makó were 
suggested because of their proximity and similarity of experience.

6. CONCLUSION AND IMPLICATION

The aim of this research was to explore the travel motivations and expectations of 
Chinese tourists towards Hungary and to understand their travel habits. These are 
essential to highlight the right tourism experiences that are attractive to them in the 
communication of the destination. Furthermore, the reason for using a qualitative 
research method was to gain a deeper understanding of an area that has not been 
researched before. Although there is a growing body of research on marketing issues 
related to Chinese travellers, there is a lack of research on Europe and Hungary. Not 
to mention the regions of Hungary that potentially serve or could serve as a stopover 
for a European cruise. Thus, this research serves as a pioneering one, with interesting 
and useful results. 

During the semi-structured interviews, five statements were made, four of which are 
in support of the experiential marketing approach. Starting with the least experience-
related result, the main attractions of Hungary were identified as its affordability 
and safe atmosphere, which are very important elements for communication and 
persuasion, as rational decision factors are added to emotional ones for such long-
distance trips. The popularity of a country and its capital city can be influenced by an 
unconsciously designed place placement promotion (Gerdesics & Putzer, 2018), such 
as The Grand Hotel Budapest, which Chinese travellers immediately associate with 
Hungary, despite being set in Germany. Furthermore, wrapping potential experiences 
in an attractive – in this case historically-linked – packaging can also help to attract 
Chinese tourists. TikTok has proven to be the most effective of the Chinese travel 
apps for communicating the latter and for conveying and communicating engaging, 
spectacular experiences. Both the destination and the Hungarian Tourism Agency 
should create a profile and an associated popular hashtag to better reach potential 
travellers, and this would also provide an opportunity for e-WOM, which plays a 
prominent role in collective Chinese culture (Melatil, 2022). The former two can be 
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considered important in the pre-travel phase of the travel experience, while the latter 
two are also important in the post-travel, enrichment phase, as they can share and 
relive their own experiences (Aho, 2001). Finally, Szeged, as a potential destination, 
although it has a convincing relaxing atmosphere and a historical and cultural 
background, is not enough on its own ‘to be on the map’ of Chinese travellers, but 
together with Ópusztaszer and Makó, it can become a memorable tourist experience, 
especially for the Relaxation and Knowledge Seekers according to Li et al. (2013). 

Based on the above findings, in my opinion, the city’s leading marketers must first 
think beyond the city limits if they want to target Chinese tourists to offer them a 
sufficient experience, which in Szeged’s case means expanding to Ópusztaszer and 
Makó. Furthermore, in order to generate interest, the settlements must be given an 
engaging storyline, with a link to Chinese culture or other unique features, such as 
Szeged being the city of paprika and sunshine and should be designed to offer the 
right promise of experience for potential tourists looking to relax and learn more. 
Finally, the country’s advantages in terms of value for money and personal safety 
should not be neglected, as these have been identified as essential and priority criteria 
for Chinese tourists. The resulting communication strategy should be geared towards 
popular platforms such as TikTok, to encourage users to share their experiences with 
their friends once they have visited Szeged, and thus take advantage of the benefits 
of e-WOM.

The above findings are very useful, but it is worth noting that there are limitations to 
the research, which are outlined below.

7. LIMITATIONS

As with most research, the above research had limitations, but it can serve as a good 
starting point for future research on Chinese tourism and tourist experiences in 
Hungary.

First limitation was the small sample size. Due to the summer period, some 
interviewees were difficult to reach, so it would have been worthwhile to interview 
additional service providers (e.g., the owner of another large Chinese-owned 
restaurant, Wok’n’Go) and other Chinese living in Szeged. In addition, Chinese 

students of the same age, in their twenties, with a high level of education, were over-
represented in the study. 

The second limitation is that Chinese people who choose Europe as a place to study 
or live may have different motivations from those who leave their home country only 
for travel and leisure purposes.

Finally, qualitative research is a good tool to explore a phenomenon, but it would also 
be worthwhile to investigate these results in the future using quantitative methods on 
a large sample.
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THE CONTRIBUTION OF TOURISM TO CHINA’S 
NEW DEVELOPMENT TRAJECTORY

Chen Rurong

Abstract

The pandemic dealt a severe blow to China’s tourism. The recovery of the industry is 
underway, but in a different context than before. In line with the new external and 
internal environment, the 14th Five-Year Plan defined new requirements for tourism 
in terms of both quality and sustainability. 

The objective of this paper is to analyze the role of tourism in the Chinese economy, as 
well as its actual and potential contribution to China’s new sustainable development 
trajectory based on R+D+I, digital transformation, and a shift to a green economy. 

The aim of the literature review (following the introduction) is, on the one hand, to 
clarify the major terms and definitions applied in this paper, as well as to identify the 
major internal and external factors influencing the tourism industry and affecting 
the development of tourism in China in the medium-term, including digital 
transformation, purchasing power, the consumption habits of households, etc. Our 
focus will be on digitalization and the internet. However, the theoretical background 
of the report will be established via the literature review. 

The methodology chapter relies on Porter’s Diamond Model and the Cobb-Douglas 
production function, providing the basis for discussing and interpreting the results 
(in separate chapters). Microeconomic data were collected for the macroeconomic 
analysis. 

The last chapter includes the summary and the conclusions drawn for China with 
implications for Hungary, as well as policy recommendations. This paper will be part 
of an extensive study on China’s shift to a new growth model. 

The combination of Porter’s Diamond Model and the Cobb-Douglas production 
function is a novel scientific approach, first applied in this paper. Another 
scientifically novel finding is the identification of the quantitative and qualitative 
factors influencing the development, modernization (technological upgrading), and 
structural transformation of the tourism industry in China.

Keywords: Tourism, GDP, new Chinese development trajectory, 14th Five-year plan, 
Michael Porter Diamond Model, Cobb–Douglas production function.

1. INTRODUCTION

With the 14th Five-Year Tourism Development Plan, China is aiming to enter the era 
of mass tourism. The focus of the plan is on developing tertiary industries (such as the 
service industry etc.), resulting in the transformation of tourism consumption from 
low to high level. Due to the COVID-19 pandemic, mass tourism and consumer 
preferences have undergone dramatic changes, as has the integration of online 
and offline tourism products and services. In response to this internal structural 
transformation and the external macroeconomic factors mentioned above, the 
tourism industry must inevitably undergo a transformation and upgrade, intersecting 
with developments in the green economy and the digital economy.

China is a vast country rich in natural, cultural, and historical treasures, all of which 
contribute to a thriving tourism industry. With regard to China’s natural resources 
in1 2020, its water resources2 amount to 31,605.2 billion cubic meters, and its forest 
areas3 span 220 million hectares. Its cultural resources in 2020 include a total of 
28,924 pieces of protected cultural relics, and 13,332 scenic locations. Due to these 
abundant resources, the tourism industry has been developing dynamically in recent 
years, with a total of 2228.63 billion yuan of total tourism revenue in 2020. Due 

1  This paper defines natural tourism resources as water resources and forest areas, because these provide 
natural opportunities for the construction of scenic locations.

2  The term “water resources” refers to the total volume of surface water and groundwater, and is measured 
as run-off for surface water, and the amount of groundwater replenished through rainfall in the local 
area. 

3  The term “forest area” refers to areas with trees and bamboo with a canopy density exceeding 0.2 
degrees, areas with shrub and tree cover as defined by government regulations, areas of forest land inside 
farmland, areas with trees planted by villages, farmhouses and along roads and rivers. NBS, N. B. o. s. 
o. C. (2022). Annual database https://doi.org/data.stats.gov.cn
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to uneven regional development, tourism progress is concentrated in the eastern 
provinces, whereas tourism in the central part of the country is still developing slowly, 
and the west remains mostly unexplored. As a result, China’s tourism industry has a 
great deal of potential yet to be developed.

A major purpose of this research paper is to study the factors in tourism that have 
contributed to the economic transformation. The objective of this paper is to examine 
how technological progress in general – and the internet in particular – are driving 
the development of the newly emerging tourism industry. A secondary objective is 
to identify the government policy services that boost tourism, maximize tourism 
demand, and expand the domestic consumer market, thereby contributing to the 
transformation and development of China’s economy. By the end of this paper, we 
will be able to answer the following questions:

 ▪ How do these factors influence and transform the tourism industry?
 ▪ How do these factors contribute to tourism revenue?
 ▪ How can the government play a positive role in policymaking for tourism?

We will be using a hybrid methodology. First, we will be applying descriptive research 
to identify and describe the elements impacting the current and future development 
of tourism, using the Michael Porter Diamond Model. Second, we will use the Cobb–
Douglas production function to quantify the contribution of technology to tourism 
revenue. Finally, we will draw lessons and conclusions from China’s experience that 
can be applied to Hungary, and determine the corresponding policy recommendations.

2. LITERATURE REVIEW

The tourism industry is highly connected with many diverse production sectors. 
Tourism is an industry providing tourists with travel excursion services, through 
tourism resources and tourism facilities. It is also known as the smokeless industry, or 
the invisible trade (Berno & Bricker, 2001). 

Many scholars around the world have different definitions of tourism, but essentially, 
it can be divided into broad and narrow tourism (Getz, 2008). In a narrow sense, it 
refers to industries such as hotels, travel agencies, tourist transportation firms, and 
tourist businesses specializing in the buying and selling of tourist items. From a broad 

perspective, it covers all tourism-related industries, as well as those specializing in the 
tourism business (Leiper, 1979). This paper employs the narrow definition of tourism, 
which will later enable the use of the Diamond Model to analyze the effects of related 
businesses on the tourism industry.

Scholars conducting research on western countries and China have different 
perspectives on the transformation and development of the tourism industry. Western 
researchers typically investigate and debate the various production sectors of the 
tourism industry for local regions. They evaluate the factors driving the development of 
tourism, defining their significance in the process. Loureiro and S. M. C. discussed the 
management of hospitality, analyzing the data by using partial least squares regression 
(PLS). They believed that a pleasant, relaxing tourism experience in a rural area be 
more memorable, and provide visitors with better service (Loureiro, 2014). Derek 
performed a rigorous segmentation and research of Tanzania’s inbound tourism 
market structure. He emphasized that the exploitation of Tanzania’s rich natural 
resources is hampered by the poor state of infrastructure and the lack of cultural 
resources, therefore it was important to strengthen infrastructure development, road 
construction, and hotel renovation to help the economy grow more rapidly (Wade 
et al., 2001). Soo Cheong Jang pointed out the importance of classifying the type of 
outbound visitors into several market segments, providing decision-making guidelines 
for picking target markets by using factor analysis to cluster these characteristics of 
visitors ( Jang et al., 2002). Traditionally, Western research has focused on market 
segmentation, related industries, and customer characteristics. A smaller number of 
studies have been conducted on how to optimize the entire structure of the tourism 
industry, with the help of local governments and authorities. 

Compared with Western authors, the scholars who focus on the research of China’s 
tourism market tend to analyze the positive and negative impacts of new factors on 
the market structure, and how to transform and develop the tourism sector from 
the general perspective of a single country. Since the changes in its political system 
in 1992, the Chinese government has welcomed the change in the socialist market 
system as well. This was also the time period when tourism reform was implemented. 
A study by Richter found that the nature of a country and the societal environment can 
influence the design of tourism policies (Richter, 1989). Developing tourism requires 
the involvement of the government, according to Hall (Hall, 1994). Xie Chunshan 
compared the overall efficiency of the changing trends of China’s five-star hotels in the 
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Eastern, Central, and Western regions, and made relevant policy recommendations 
to improve the operational efficiency of the hotel industry at both the macro and 
micro levels (Chunshan et al., 2012). Han collected the theories related to the 
development of tourism, and demonstrated the necessity of improving efficiency. 
Using the econometric methods of production functions and other econometric 
research methods, he emphasized the importance of transforming and upgrading 
the tourism industry in Shandong. As a final point, he offered constructive advice 
on how to regulate the structure of the tourism market (Huanle, 2015). Kong 
used literature analysis, field surveys, statistical analysis, and the SWOT-PEST 
model to analyze the current status of tourism development in Jinan from both 
an internal and an external perspective, as well as from the viewpoint of a variety 
of political, economic, social, and technological factors (Lingbin, 2018). These 
studies of China’s tourism market show the government playing a crucial role. The 
construction of tourism-related infrastructure and support from the government 
will greatly contribute to the growth and the development of the tourism industry. 

Both Chinese and Western scholars have analyzed the factors affecting tourism, in 
order to provide recommendations for the industry. However, their approaches use 
fundamentally different starting points: Western scholars believe that the market is 
responsible for regulating itself, and thus, little macro-level regulation is required 
in the transformation of the tourism industry. Chinese scholars, on the contrary, 
believe that the structure and optimization of the industry must be purposefully 
regulated within the sector. 

Notwithstanding their traditional differences in tourism research, Chinese and 
Western scholars have, in recent years, both developed a strong interest in assessing 
the crisis triggered by the COVID-19 virus. It is important to note that the impact 
of the pandemic on traditional tourism has played a considerable role in this, as has 
the stimulation of a variety of new online tourism facilities. The pandemic crisis 
transformed the tourism industry. Airlines ceased operating, cities were shut down, 
and people avoided consuming unnecessary goods. The big question was how to 
redefine and delocalize tourism, thereby meeting the new demand of consumers  
(Higgins-Desbiolles, 2020). As crowded spaces may increase the risk of spreading the 
virus, mass tourism will be replaced by individual tourism or free touring (Butcher, 
2020). Gössling compared the effects of previous pandemics on global tourism to 
various other types of global crises. Due to the pandemic, people reduced orders 

from places where they might contact the virus, such as hotels and restaurants, and 
increased orders for self-driving cars and camping trips (Gössling et al., 2020). A new 
method of getting travel information from the Internet has recently become popular 
in the tourism industry, especially among women (Gretzel & Yoo, 2008). With the 
advent of the Internet, tourists can now easily access information online on tourist 
attractions, restaurants, food, and hotels. Individuals and families have both benefited 
from convenient and transparent information on online travel. As a result of the 
pandemic, this type of travel – including caravanning and camping trips – has become 
more popular.

This paper employs a new scientific approach by combining these two methodologies 
in order to find a neutral point that determines which factors can be regulated on 
a macro scale, and which should be left unregulated and exposed to market forces. 
Another novel scientific element of this paper involves regarding technology and 
online traveling as new factors in its research. E-commerce related to travel is known 
as “online travel”, referring to consumers booking travel services or products from 
travel service providers on internet platforms, paying either online or offline, i.e., the 
company operating the travel services can post or sell their products online. Associated 
with the new trends of online life, tourism also adopts new sales models by displaying 
marketing information (such as hotels, travel plans, etc.) online. Online travel is a new 
element that could become a driving force, transforming the tourism economy and 
expanding domestic demand. 

3. METHODOLOGY 

3.1 Diamond Model Analysis

In 1990, Porter developed the Diamond Model. He examined four dimensions: (1) 
factors of production; (2) demand conditions; (3) related and supporting industries; 
and (4) corporate strategy, structure, and rivalry (Porter, 1990). In this paper, we apply 
the Diamond Model to the tourism industry, explaining its various conditions in 
detail.
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(1) The factors of production

Among the primary factors of production, the tourism industry relies on two main 
types of resources: natural and cultural. China’s long history and its vast landscapes 
have created abundant natural attractions and an incomparable wealth of cultural 
heritage. This paper discusses China’s forest and water resources, as well as its cultural 
monuments. Apart from the primary factors of production, urban infrastructure 
development is also important to take into account when considering economic 
development. The improvement of transportation certainly boosts the development 
of tourism as well.

Figure 1. The structure of Diamond Model Analysis

Competitor Analysis Strategic group analysis

Catering Hotels Recreation Transportation

Demand conditionsFactors of production

Firm strategy, structure,
and rivalry

Related and supporting
industries

Primary
level

Advanced
level

Natural resources
Geographical location
Labor force
Modern communication
Infrastructure construction
Highly Qualified Talents
Expertise

Maslow’s 
Hierarchy
of Needs

The diamond model

Source: author’s compilation

(2) Demand conditions

Maslow’s hierarchy of needs depicts the process of human development, beginning 
with the demands of basic survival, and progressing to higher survival needs (Maslow 
& Lewis, 1987). For the time being, food and clothing demands have been resolved 
in China. The country’s consumption demand has gradually switched from basic 
needs (such as food, oil, etc.) to a higher degree of spiritual and cultural consumption, 
and this national appetite for cultural consumption will become more significant in 
the future. As a result, the tourism industry – the flagbearer of the cultural industry 
– is the driving force behind this economic transition. People will gain a deeper 
understanding of the country’s history and culture through tourism.

(3) Related and supporting industries
Because this article uses a narrow definition of tourism, i.e., firms associated 
with the tourism sector, all upstream and downstream industries involved in the 
tourism industry become tourism-related industries. The tourism industry acts 
as an intermediary, integrating and connecting the local real estate business, the 
hotel industry, culture, entertainment, and commerce. Travel agencies create travel 
arrangements to entice travelers to visit picturesque areas by air, high-speed train, etc. 
The hotel sector is created for the purpose of offering tourists a brief stay, with the 
catering and entertainment industries also developing in tandem with the increase in 
the number of tourists and the diversification of their demands. Specifically, this paper 
will use the term “tourism” mainly to refer to travel agencies and tourist attractions.

(4) Strategy, structure, and rivalry
Due to a lack of top travel companies in the market, the travel industry has been unable 
to achieve economies of scale, and industry pricing has been chaotic. For example, 
most of them are organized into regions, forming regional types of travel agency 
companies. Consequently, the standardization and optimization of competition 
within the domestic tourism industry is essential to its transformation and further 
development.

(5) Other factors
The four factors described above are important for measuring the competitiveness of 
the industry, but sometimes other factors – such as opportunity or the government – 
can be determinant. This is typically the case during times of sudden and rapid change, 
such as a pandemic or a specific innovation, with government policies allowing one 
industry to prosper, or impeding a different one. These factors may be more minor 
than the four described above, but the power they represent is considerable.

3.2 The Cobb–Douglas production function

As part of the Diamond Model, the factors of production are intrinsic to the industry. 
The internal transformation of the industrial structure is the most critical element for 
achieving industrial transformation. Therefore, this paper quantifies the basic factors 
of production in the Diamond Model, and adds the online tourism element to the 
study. New factors will affect tourism revenues and change the structure of the tourism 
industry.
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In this paper, the regression model of the parametric method is used for analyzing 
the industrial factors of production, as opposed to the Analytic Hierarchy Process 
(AHP) used previously (Vargas, 1990). Cobb-Douglas production functions are 
used to determine whether tourism revenue is increasing or decreasing, as well as 
how each individual factor contributes to tourism revenue (Meeusen & van Den 
Broeck, 1977). By using a functional form with logarithms as the production target 
equation, regression analysis is used to determine the essential factors. Then, efficiency 
analysis is performed by comparing the actual data with the results of the production 
target equation. This paper selects data from the China Statistical Yearbook and the 
RESSET database for the 10 years between 2011 and 2020. The equation of the 
tourism industry production function can be obtained by regression analysis using 
least squares:

1nYt=At + αt1nKt + βt1nLt + gt1nMt + et 

When α + β + g=1, returns to scale unchanged;
When α + β + g>1, returns to scale increased, or economies of scale;
When α + β + g<1, returns to scale decreased.
α: output elasticity of capital,
β: output elasticity of labor,
g: output elasticity of online tourism market size.

Tourism revenue is taken as the real output of the tourism industry Y, where 
technological progress is denoted by A, the net fixed asset value of hotels is the fixed 
asset investment K, the number of employees in the tourism industry is the labor 
force L, and the market size of travel booking via internet applications is M.

Technological progress, labor employment, and fixed assets are the three basic 
elements of the tourism industry, they influence and promote each other, and play 
a non-negligible role in the development of the tourism industry. As part of the 
study of factors of production, this paper includes the market size of online tourism, 
which has been proposed as a combination of Internet services and offline in-person 
experiences, as another driving force in the process of tourism’s development (Yuan, 
2021). As the number of cell phone internet users grows, offline attractions, B2Bs, 
and restaurants are joining online platforms and forming partnerships.

4. RESULTS

4.1 Diamond Model Analysis

4.1.1 The factors of production

The major production influences within the travel industry are clothing, food, housing, 
and transportation (Figure 2). This paper focuses on housing and transportation, as 
they often influence people’s travel destinations and experiences while traveling.

China’s ecological resources have been extremely well maintained, as seen in the water 
and forest resources. In 2014, China’s forest coverage reached 23% of its total territory, 
maintaining this level for the next 6 years. Diverse natural landscapes are ideal for the 
development of tourism, and can be turned into tourist attractions and hotels. Before 
2019, the number of tourism agencies and scenic locations was steadily growing. In 
2018, there were only 8,962 star-rated hotels open, which was the lowest number on 
record. After 2019, tourism agencies and the hospitality industry as a whole suffered 
a decline, while the level of development for scenic locations has remained relatively 
high. The evolution of travel methods and changes in travel patterns has led to the 
development of scenic locations, but this has resulted in fewer star-rated hotels and 
travel agencies. With the decline in the number of star-rated hotels, a booming 
lodging sector emerges. Many travelers are choosing alternative accommodations, 
such as bed and breakfasts (B&Bs) or campgrounds.

Figure 2. Primary level of factors of production

Source: author’s compilation based on the China Statistical Yearbook
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The infrastructure for tourism in China can be broken down into commercial service 
facilities and land, according to land use regulations. (“Land Administration Law of 
the People’s Republic of China,” 2020) Urban construction land decreased in 2013, 
but has shown an upward trend since 2014. Rural construction land, on the other 
hand, has remained unchanged, with its value actually showing a slight declining 
trend. Much like infrastructure development, transportation plays an important role 
in tourism delivery. Due to the COVID-19 outbreak in 2019, the civil air, rail, and 
waterborne transport sectors have experienced a substantial drop in terms of miles 
per capita. 

Figure 3. Advanced level of factors of production

Source: author’s compilation based on the China Statistical Yearbook

As shown in Figure 3, the fixed assets of tourism hotels (shown in 2019) were 
suffering a dramatic decline from the virus, valued at only 375.83 billion yuan, while 
revenues were only generated from within China in 2020, with 2228.6 billion yuan 
representing a dramatic decline of almost 99%. The number of people employed in 
the tourism industry peaked in 2019 at 415,941, and dropped significantly in 2020 
to a mere 322,497. Despite the COVID-19 shock in 2019, online travel bookings 
improved surprisingly quickly in 2020, with an increase of 6.5% of travel booked 
online from 2019.

4.1.2 Demand conditions

Demand is often judged by the number of tourists in the tourism industry. The market 
can be divided into domestic and foreign tourists, urban residential tourists, and rural 
tourists.

The number of visitors provides insight into the strength of market demand. The 
number of domestic tourists increased extremely rapidly, from 2.641 billion total 
visits in 2011 to 6.006 billion visits in 2019. However, the trend of growth ended 
in 2020, when domestic tourist arrivals dropped to 2.879 billion visits, representing 
a 52.1% decline. The earnings from international tourism were higher than those of 
domestic tourism, but the growth rate of earnings from domestic tourism was faster 
than that of international tourism (Figure 4). Before the pandemic, international 
tourism revenue grew at a rate of about 3%, while domestic tourism revenue grew by 
10%. However, the COVID-19 pandemic seriously damaged international tourism, 
with no overseas visitors and no earnings. 

Figure 4. Demand markets – Domestic vs Overseas visitors

Source: author’s compilation based on the China Statistical Yearbook

The main market source for domestic tourism in China is urban residents. This 
represents the most significant divide between urban and rural residents. There were 
2.065 billion total visits from urban residents in 2020, a decrease of 2.406 billion 
visits over the previous year, accounting for 71.7 percent of the total number of 
tourists; rural residents have 814 million visits, down 721 million from the previous 
year, accounting for 28.3% of the total amount. In terms of tourism expenditure, 
urban residents have spent 1796.65 billion yuan on tourism in 2020, down 2954.25 
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billion yuan from the previous year, accounting for 80.6% of total tourism revenue; 
rural residents will spend 0.55 trillion yuan on tourism, accounting for 19.4% of 
total tourism revenue.

Figure 5. Demand markets – Urban vs Rural visitors

Source: author’s compilation based on the China Statistical Yearbook

4.1.3 Related and supporting industries

The number of hotels and catering services was not affected by the outbreak of the 
COVID-19 pandemic, and in fact showed an upward trend even through 2019. 
However, the number of travel agencies fell from 38,943 to 32,901. In terms of 
business revenue, three of these industry types were affected to by the pandemic, with 
the severity of the impact varying by industry. The income of hotels and the catering 
industry declined, unsurprisingly. The catering industry was less severely hit, with a 
7.9% drop in business revenue compared to 2019; the hotel industry, meanwhile, saw 
a 23.3% decline in business revenue (Figure 6). Tourism revenues fell rapidly from 
5,725,092 billion yuan in 2019 to 2,228,630 billion yuan in 2020, totaling a decline 
of 61.1%. 

A-class scenic locations were not affected by the pandemic, displaying a linear 
increase from 5,573 attractions in 2011 to 12,402 in 2019. Due to increased public 
interest in culture and education, the number of museums is steadily increasing, from 
2,650 museums in 2011 to 5,132 museums. The rapid increase in Internet users laid 
the foundation for the subsequent growth of online tourism. Cell phone users are 
growing at a slower rate, but are still showing an increasing trend.

Figure 6. Related industries

Number of corporation 
enterprise (units)

Engaged person at the year 
end (persons

Business revenue  
(100 million yuan)

2018 2019 2020 2018 2019 2020 2018 2019 2020

Tourist Hotel 11650 12259 12538 1363368 1322680 1190223 3143,9 3169,6 2342,9

Fonda 8276 10504 11584 375524 440134 424873 830,1 1052 884,7

Bed and breakfast (B&B) 96 159 222 3483 4852 4826 7 10,5 10,8

Campground Services 6 14 17 251 663 719 0,3 1 1,3

Others 586 857 920 37737 51305 45583 78,4 110,5 90,2

Source: author’s compilation based on the China Statistical Yearbook

4.1.4 Corporate strategy, structure, and rivalry

A tourist hotel is typically a hotel with fewer amenities and services than a regular 
hotel in the area, but offering a lower price for the same amenities and services. 
Investigating the operating revenue of tourist hotels can provide insight into the state 
of the industry. Before the outbreak, corporate revenue was stable, and industry profits 
were stable at 150-200 billion RMB. Since 2015, taxes and other fees have been in 
decline, and the government has set lower fees, in order to promote the development 
of tourist hotels. Figure 7 in the tourism resources section depicts the gradual decline 
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in the number of travel agents and five-star hotels. The total number of travel agencies 
fell from 3,894 to 31,074. Since 2016, the number of hotels has decreased by 27.91%, 
from 11,685 to 8,423.

Figure 7. Tourist hotels businesses

Source: author’s compilation based on the China Statistical Yearbook

4.1.5 Other factors

As people’s income and consumption levels rise, tourism consumption will naturally 
increase. There are two valid perspectives when discussing income: the income 
gap between urban and rural areas, as well as the division between the eastern 
and western regions. The term “household consumption level” refers to per capita 
household consumption, based on the resident population at the midpoint of the year. 
(Smeeding & Weinberg, 2001). All citizens’ consumption has been rising yearly since 
2011 overall. The distinction is that while urban residents’ consumption levels have 
decreased in 2020, consumption levels overall and in rural areas continue to climb in 
lockstep. The consumption level ratio also decreased year by year, from 2.64 to 1.97, 
and the consumption level gap between urban and rural areas is gradually shrinking. 
Unlike the consumption level, disposable income as a whole shows an upward trend, 
for both urban and rural residents. The decline in urban-rural consumption has been 

accelerated. However, the decline in disposable income has been slower. As a result, 
the consumption gap is narrowing, but the income gap is narrowing at a slower pace 
than the consumption gap (Table 1).

When comparing the per capita income levels of the eastern and western regions, it 
is clear that the eastern region has a significantly higher per capita disposable income. 
Among all regions, the western region has the lowest per capita disposable income. 
Since 2014, the eastern region’s per capita disposable income has grown rapidly to 
41,239.7 yuan, while the western region’s is still only 25,416 yuan. Disposable incomes 
in the eastern region are about twice those in the western region.

Table 1. Household consumption and disposable income levels (yuan)

Year
Per Capita Consumption Expenditure  

of Households and Index
Per Capita Disposable Income  
of Households and Index

Value (yuan) Urban/Rural 
Consumption 
Ratio (Rural  
Household=1)

Value (yuan) Urban/Rural 
Consumption 
Ratio (Rural  
Household=1)

All 
Households

Urban 
Households

Rural 
Households

All 
Households

Urban 
Households

Rural 
Households

2011 10819,6 15554 5892 2,64 14550,7 21426,9 7393,9 2,9

2012 12053,7 17106,6 6667,1 2,57 16509,5 24126,7 8389,3 2,88

2013 13220,4 18487,5 7485,1 2,47 18310,8 26467 9429,6 2,81

2014 14491,4 19968,1 8382,6 2,38 20167,1 28843,9 10488,9 2,75

2015 15712,4 21392,4 9222,6 2,32 21966,2 31194,8 11421,7 2,73

2016 17110,7 23078,9 10129,8 2,28 23821 33616,2 12363,4 2,72

2017 18322,1 24445 10954,5 2,23 25973,8 36396,2 13432,4 2,71

2018 19852,1 26112,3 12124,3 2,15 28228 39250,8 14617 2,69

2019 21558,9 28063,4 13327,7 2,11 30732,8 42358,8 16020,7 2,64

2020 21209,9 27007,4 13713,4 1,97 32188,8 43833,8 17131,5 2,56

Source: author’s compilation based on the China Statistical Yearbook
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Figure 8: Disposable income by region (yuan)

Source: author’s compilation based on the China Statistical Yearbook

4.2 The regression model

4.2.1 Modelling

Data samples should be presented for the descriptive analysis before modeling, in 
order to better understand the characteristics of the data. The descriptive analysis 
shows the distribution of these data. In a given set of data, the average is smaller than 
the median when there are more small numbers; when there are more large numbers, 

the average is larger than the median. A lower median number for “employment 
in tourism” and “total fixed assets of tourism hotels” indicates that there are more 
numbers above the median. However, “tourism revenue” and “market of internet 
application users” are generally concentrated around smaller numbers.

In this paper, we take the logarithms of the quantified data, then regress the data 
using the least squares method. By taking the logarithm, we can consider the variance 
to be constant, making the fluctuations relatively stable so that the errors follow a 
normal distribution with identical independent distributions. Thus, the following 
equation is obtained. 

lnY= – 176.713 + 21.037 × lnK + 22.913 × lnL – 3.627 × lnM

Figure 9. Model summary

Parameter Estimates (n=10)

Standardized 
Coefficients t P VIF R 2 Adj R 2 F

B Std. Error Beta

Constant -176.713 37.192 - -4.751 0.003** -

0.809 0.714
F (3,6)=8.495, 

p=0.014

lnK 21.037 4.579 1.202 4.594 0.004** 2.154

lnL 22.913 6.622 0.916 3.46 0.013* 2.204

lnM -3.627 0.812 -1.554 -4.468 0.004** 3.81

Dependent Variable: 1nY

D-W: 2.166

*p<0.05** p<0.01

Source: author’s compilation

The relative elasticity of capital input for tourism is 21.037, meaning that for every 
unit of increase in capital input, the economic output of tourism will grow by 21.037 
(Figure 9). The relative elasticity of labor input is 22.913, meaning that for every 
unit of increase in labor input, economic output will increase by 22.913. The relative 
elasticity of tourism using online booking is negative 3.627, meaning that for every 
unit of increase in tourism using online booking in the region, tourism revenue will 
decrease by 3.627 (Dao-de, 2000).

Table 2. The description of the data

Descriptive Analysis

Items Source Min Max Mean Std. 
Deviation Median

Tourism revenue: Total  
(100 million yuan)

from: The China  
Statistical Yearbook 22 268 6 630 000 3 836 248 1 973 876 3 935 000

Employment in tourism (person) from: RESSET database 299 755 415 941 346 262 33834 340 653

Total fixed assets of tourism hotel 
(100 million yuan)

from: The China  
Statistical Yearbook 3 546 4 249 3 939 258 3 926

Market of Internet application user 
size: travel booking (10000 person) from: RESSET database 4 207 41 001 26 709 12 725 27 939

Source: author’s compilation
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Figure 10: Relative elasticity

lnK

lnL

lnM

lnY

21.037**

22.913*

-3.627**

Source: author’s compilation

According to the R-squared value of 0.809, lnK, lnL, and lnM explain 80.9% of 
lnY variation. The test for multiple cointegrations of the model found that all the 
VIF values in the model were less than 5, indicating that there is no cointegration 
problem. The D-W values are around 2, implying that there is no autocorrelation in 
the model, and there no correlation exists between the sample data.

4.2.2 F-test

A regression model can be tested for meaningfulness using the F-test (Figure 11). If 
the F-test is passed (p<0.05), the model is meaningful, and at least one X will affect Y. 
If the model fails the F-test (p>0.05), the model construction is not meaningful, and 
none of the X will affect Y (Cameron & Trivedi, 2005). According to the following 
table, the model passed the F-test (F=8.495, p=0.014<0.05), indicating that the model 
construction is meaningful, and at least one of lnK, lnL, and lnM will affect lnY in 
some way.

Figure 11: F-test results

ANOVA

Sum of Squares df Mean Square F p value

Regression 3.873 3 1.291 8.495 0.014

Residual 0.912 6 0.152

Total 4.785 9

Source: author’s compilation

5. DISCUSSION

5.1 Diamond Model Analysis

5.1.1 The factors of production

Adequate natural resources exist in China, but the underdeveloped and uneven 
growth in the infrastructure of the west region are major obstacles to the current 
transformation of tourism in the country. Tourism is not fully saturated, due to 
the uneven distribution of resources between the east and west, as well as a lack 
of resources in the west. Figure 2 shows that the domestic tourism market still has 
tremendous potential. This is because there are still many scenic location that have 
not yet been explored, and many natural resources yet to be exploited. Publicity from 
new media results in many natural landscapes being discovered, with people flocking 
to them. E.g., Xinjiang province, which has recently become a hot topic in Chinese 
TikTok, with its vast greenery resembling Switzerland, has attracted a large number 
of customers. Xinjiang’s tourism boom is just the beginning of tourism in the west 
region. The uneven development of tourism has resulted in high traffic and congestion 
in the eastern tourist areas, while the vast natural resources in the west remain less 
accessible. The gap between natural resources and tourism resources encourages the 
transformation of tourism, thus attracting more investors to develop these scenic 
locations. Gone are the days of depressed tourism in the west. Once the west has the 
necessary infrastructure and equipment, it will be possible to substantially boost the 
domestic tourism market, more effectively utilize tourism resources, and promote the 
large-scale development of tourism.

With the growing number of internet users and more readily available technical 
support, the online travel industry has also switched from the former Online Travel 
Agency (OTA) model to the Online Travel Marketplace (OTM) model (Ling et al., 
2014). Most commonly used is the traditional agency model (OTA), a method of 
generating revenue by collecting commissions from transactions completed by online 
agents. The advantage of the OTA is that is provides efficient cost savings. This is an 
easy process with low risk (Long & Shi, 2017). However, agent marketplaces (OTM) 
offer consumers more travel information and lower prices. Merchants and businesses 
should no longer look at the platform as simply a source of customer acquisition and 
marketing data; rather, it has become a highly specialized and reliable data solution 



132 Results and Challenges: Changing travel trends in China-CEEC perspective | 133

Chen Rurong The contribution of tourism to China’s new development trajectory (112–142)

provider. The OTM online travel ecosystems used Alibaba Cloud’s 4strong technical 
support, transaction data, and customer portraits to provide accurate marketing tools 
and customized applications for airlines, hotels, and other merchants. Ultimately, it 
will realize a full-scale online travel ecosystem by combining merchant products and 
services with personal consumption, financial payments, and credit systems (Lam & 
Cheung, 2009). 

Due to new travel residence services, the traditional travel model has undergone 
a number of infrastructural changes. With the new residency model, tourism will 
likely evolve from mass tour groups to individual vacations. New types of tourist 
housing will proliferate, as the number of hotels declines. B&B establishments will 
use empty rooms in their homes to offer individualized lodging to visitors, whether 
on brief excursions or lengthy journeys. Nowadays, the Airbnb app enables ordinary 
people to list their own houses for short-term rentals online. The need for numerous 
well-equipped and tastefully decorated short-term rentals closer to local residences 
has led to a rapid increase in the number of B&Bs available. The growth in B&B 
subscriptions indicates that the conventional travel agency model is giving way 
to freelance small-group or family-based travel. As rural infrastructure develops, 
excursions to the periphery will become easier, and the countryside will become 
a favored destination for short-term travel, due to the peaceful streams, stunning 
mountains, and mouthwatering farm-to-table cuisine available. 

5.1.2 Demand conditions

The transformation of the tourism industry cannot be accomplished without a change 
in demand structure, and the conversion of demand objects. Demand structures 
convert subsistence demand to spiritual demand; demand consumers convert urban 
tourists to rural tourists, and foreign tourists to domestic tourists.

The COVID-19 pandemic remains a key factor in the recovery of the tourism 
industry. Although the tourism industry is not off to a positive start, flexible demand 
such as tourists and leisure vacations will be released as the economy is opened up. 
China is the world’s most populous country, with a population of 1.402 billion in 
2020. Therefore, according to Maslow’s pyramid, economic transformation and 

4  Alibaba Cloud, a company of Alibaba Group, provides cloud computing services, including cloud 
database services, cloud security services, and cloud enterprise applications.

development will result in people increasingly turning to spiritual pursuits, once 
their basic survival needs are met. Since tourism is an important part of spiritual and 
cultural pursuits, it can be assumed that the number of tourists will continue to grow 
at a high rate. 

With the thorough promotion of the rural regeneration strategy, the travel rates and 
tourism consumption of rural inhabitants is continuously increasing, representing a 
substantial potential market for domestic tourism growth. The rural economy has 
changed dramatically in recent years, largely due to the National Poverty Reduction 
Program. Coupled with the fact that many rural residents have never experienced 
tourism, it extremely vital to promote rural tourism and meet the material needs of 
rural residents.

5.1.3 Related and supporting industries

The tourism-dependent catering industry is also thriving. The brief shock of the 
epidemic did not destroy these industries; rather, the restaurant industry was revived 
with the support of the digital and e-commerce economies. Some businesses create 
digital platforms, collaborate with e-commerce platforms, or manage logistics and 
distribution via the Internet, and the digitalization of the life service industry has 
accelerated considerably, hastening the transition from offline to online.

Thus, the revival of the tourism industry will need to rely on the e-commerce economy. 
Online tourism is an important medium for the transformation and upgrading of the 
tourism industry, allowing tourists to acquire accommodation information and travel 
tips through online platforms. At the same time, it has encouraged the flourishing of 
free travel.

In addition to lending assistance with online travel platforms, government 
departments have also made efforts to stimulate tourism consumption. To cope 
with the impact of the pandemic and promote the orderly recovery of consumption 
development, the General Office of the State Council issued the Opinions on Further 
Releasing Consumption Potential to Promote Sustainable Recovery of Consumption 
(Council, 2022). As of July 2022, more than 20 provinces have issued consumption 
vouchers in multiple fields, including billions of yuan in subsidies for consumption 
vouchers in the field of tourism and recreation. Tourism vouchers for consumers have 
a substantial economic impact. According to the data, hotel bookings nationwide 
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increased by 64 percent from June, and by 25 percent when compared to the same 
period in 2019, before the outbreak of COVID-19. 

The development and structural transformation of the restaurant, accommodation, 
culture, and telecommunications industries all contribute to the transformation of the 
tourism industry to some extent.

5.1.4 Corporate strategy, structure, and rivalry

The decline in the number of tourist hotels stems from the emergence of new types of 
accommodation: B&B and camping. B&B services originate in England, referring to 
the use of local leisure land resources, with the B&B owner participating in hospitality 
services (Walford, 2001). It provides the most intimate and friendly accommodations 
for tourists. Combined with local customs and tourism features, it creates a down-
to-earth feel. B&Bs do not charge high rates, but rather aim to increase their value 
by exploiting idle resources. Moreover, B&B’s price positioning is very similar to that 
of tourist hotels, and therefore poses an enormous threat to them. Tourist hotels that 
offer only one type of room and no special services have undoubtedly been severely 
impacted by the rise of bed-and-breakfasts.

The decrease in the number of travel agencies is partly due to the impact of the 
pandemic, and party due to the proliferation of free travel. Due to the popularity of 
online travel, many travel guides have appeared on online platforms, offering websites 
for booking hotels. As a result, people have become far more willing to use online 
travel information to create a more personalized travel itinerary for themselves.

As a result, many alternatives have emerged in the travel industry, and these alternatives 
are driving the transformation and development of the travel industry. Thus, it is 
far more difficult for travel agencies to make profits from big data and transparent 
information than before.

5.1.5 Other factors

As the income gap narrows, the consumption levels of rural residents have also 
increased. Therefore, they are also interested in spending money on meeting spiritual 
needs, in addition to their basic living expenses. Thus, the market demand for tourism 
industries is huge. The income gap between the east and west reinforces the need 

to develop tourism in the west: the east has higher disposable income, while the 
west has abundant tourism resources. Consequently, attracting eastern residents to 
the west is a win-win situation; on the one hand, it can drive the development of local 
tourism, and on the other hand, it can promote income redistribution, increase the 
northern region’s income, and create synergistic economic effects. Similarly, Hungary 
also has many beautiful small towns, with numerous tourist attractions. Visitors from 
big cities can likewise travel to the surrounding towns, boosting tourism in the towns 
and redistributing income.

In addition to the opportunities brought by the income gap, there are also shocks 
caused by unexpected events such as the new wave of the COVID-19 pandemic. As a 
result, many people were unable to travel, which led to the stagnation of the tourism 
industry in 2019 and 2020. However, with the recovery from the pandemic, travel 
is becoming popular once more. Coupled with the restrictions on traveling abroad, 
the domestic tourism market has grown tremendously. Camping trips to forests and 
lakes around cities has became a favored pastime during the pandemic. The pandemic 
opened up new opportunities, with people flocking to the countryside to experience 
rural life, eat authentic farm food, escape the pressures of the city, and escape life’s 
stresses.

Along with the opportunities, there is also the possibility for macro-regulation by 
the government. To encourage the recovery of the domestic tourist business, the 
Chinese government has provided tourism consumption certificates. For instance, 
the Beijing Municipal Culture and Tourism Bureau announced the distribution of 
up to 30 million yuan in consumption vouchers for rural and suburban lodgings, 
with roughly 10,000 establishments receiving a minimum discount of 50% and a 
maximum subsidy of 1,000 yuan (Xue, 2022). The government’s role in promoting the 
transformation and development of the tourism industry is not that of a controller, 
but rather a guide. While businesses can also issue consumption vouchers to attract 
customers, having them issued through the government is more credible and 
attractive. Therefore, a similar model can be applied in Hungary, with the government 
stimulating the consumer end to drive customer consumption demand, creating an 
industrial connection that will help with the overall economic recovery.
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5.2 The regression model

Through an analysis of the results gained via the model, we can confirm the degree to 
which production factors can affect tourism revenue positively or negatively. Tourism 
revenues decreased as travel bookings by web users increased. Due to customers 
choosing to travel independently, tourism revenue for travel agencies is decreasing, and 
tourist hotels are gradually replaced by B&B and camping. Tourism and investment 
have coefficients of 21.037 and 22.913, respectively. There is no significant difference 
between the two factors, but a single unit of change in the labor force causes a large 
impact on the revenue. Therefore, investments in tourism and the tourism labor force 
have much room to grow, and they are a highly influential factor in economic and 
scientific development (Dao-de, 2000).

According to research on the factors influencing tourism production, tourism revenues 
must also be transformed and improved. As a result, the traditional definition of 
tourism that prevailed in the past needs to be expanded, and the valuation industry 
for new products in related industries needs to be updated continuously to reflect the 
changes and transformations in tourism. Current statistics record hotels and B&B 
services separately, but the revenue from B&B and camping should also be included 
in the calculation of the total tourism revenue in the future.

6. SUMMARY AND CONCLUSIONS

The purpose of this paper was to analyze the competitiveness of the tourism industry, 
and identify the areas that need to be transformed. The issue was analyzed with the 
combined use of Porter’s Diamond Model (in terms of production factors, market 
demand, related industries, company structure, and other factors) and the Cobb-
Douglas production function. 

The paper identified the tourism potential from the point of view of the primary 
level production factors and the drawbacks of advanced level factors (for further 
details, see Figure 2 and Figure 3). China’s ecological resources, which form the most 
fundamental basis of tourism, have been extremely well maintained. The country’s 
forest coverage extends to 23% of its total territory, and this level has held stable for 
six years. The rich natural resources provide a broad foundation for the development 

of tourism. However, the infrastructure is more developed in the cities than in the 
natural, resource-rich countryside. A slight loss of land has occurred in rural areas due 
to construction, adversely impacting tourism potential. 

The first major conclusion of the paper is that shifts in the factors of production 
determines the future direction of the tourism industry. The increasing importance 
of information and communication technologies is unavoidably shifting tourism to a 
more technology and knowledge-based industry. 

The second conclusion is that the increasing importance of emerging e-commerce 
and online tourism will result in a dramatic change in the development model of 
the tourism industry. Online tourism was added to the Cobb-Douglas production 
function as a factor affecting productivity favorably. As a result, it shows that the 
old model – based solely on travel agency revenues – cannot be maintained, and the 
shift to a new revenue model can help tourism grow. Previously, tourists visited the 
sights as groups, but now they tend to experience the lifestyles of different places as 
individuals. As the updated model expands, the old model loses ground. As a result, 
there will be a contraction in the number of travel agencies and their revenues.

Regarding our methods, the Diamond Model was used to analyze the Chinese 
tourism industry, while the Cobb-Douglas production function was applied in the 
analysis of production factors.

A shift in production factors has influenced the direction of the development of the 
tourism market, whereas a shift in demand markets has helped it achieve greater 
success. Since 2019, there has been a difference in demand between domestic and 
overseas visitors within the tourism market (for details, see Figure 4). The COVID-19 
pandemic and other destabilizing factors have caused a sharp decline in the number 
of inbound tourists, and it will be difficult for overseas tourism to recover in the short 
term, making it important to shift the target to domestic customers. 

The contribution of growth in investments and employment to China’s tourism 
sector (and thereby to its GDP) is indicated by the fact that for every unit of increase 
in capital input, the economic output of tourism will grow by 21.037 (for details, 
see Figure 10) and for every unit of increase in tourism labor input, the economic 
output will increase by 22.913. In quantitative terms, the increase in investments and 
employment in tourism may contribute to the acceleration of China’s GDP growth. 
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The qualitative impact of technological progress is controversial. Namely, the relative 
elasticity of tourism using online booking is negative 3.627, meaning that for every 
unit of increase in tourism using online booking in the region, tourism revenue will 
decrease by 3.627. In other words, the spread of online booking hurts the revenues of 
tourist agencies, at least in the short term, making a significant shift away from the 
currently dominant business model necessary. The model applied in this paper can help 
identify the most important factors contributing to the promotion, transformation, 
and development of the tourism economy, by strengthening competition, creating 
synergies, and improving business practices and corporate structures.

When discussing the domestic market in terms of its demand conditions, the regional 
differences are obvious. There is a large potential customer base for tourism in 
underdeveloped regions, as the residents have not previously engaged in much travel. 
The next phase of tourism will be devoted to China’s picturesque rivers and mountains, 
as seen from the perspective of rural residents of the countryside. This goal is also in 
line with the government’s overall policy of boosting domestic demand.

Encouraging related industries to flourish will help drive competition in the tourism 
industry. During the competition, tourists will be offered the best services, with 
appropriate pricing. In the past few years, bed and breakfast services have become 
major threats to tourist hotels (for details, see Figure 6). The new generations prefer 
free travel, driving the traditional tourism model to one that includes online booking 
and personal travel plan design. The transformation of corporate structures has also 
shifted from offline offices to online sales. The transformation of the business and 
sales model of tourism companies will continue to drive the transformation and 
development of the tourism industry.

Due to increased income levels, and the impact of the COVID-19 pandemic, this 
has resulted in new tourism opportunities. The increase in disposable income has 
encouraged individuals to spend, and the pandemic lockdowns have created a pent-
up demand to go on holiday. As a result, the most appropriate strategy to promote 
tourism would involve local travel and, to some extent, making excellent use of tourism 
resources and promoting a change in the concept of tourism.

The government should develop tourism promotion policies to meet the local 
conditions of different countries. The Chinese government’s main goal is to boost 
domestic demand, thus having each province issues tourism and consumption 
vouchers can stimulate domestic travel and other industries. 

The paper implies that a similar model could be applied to Hungary, except that the 
scope could be extended to the EU market. Having an advantageous geographical 
location in the center of Europe, with easy access to the transportation system, the 
Hungarian government can attract the tourism market within Europe, for example by 
issuing vouchers to residents of EU countries, or by creating tourist accommodations 
to promote tourism. In addition, Hungary has many beautiful towns, and peripheral 
tour integration can help synergistically promote other cities as well.

The combination of Porter’s Diamond Model and the Cobb-Douglas production 
function is a novel scientific approach, first applied in this paper. Another 
scientifically novel finding is the identification of the quantitative and qualitative 
factors influencing the development, modernization (technological upgrading), and 
structural transformation of the tourism industry in China. These factors may be 
classified into a way to achieve further development. Advanced level of production 
factors for the government to regulate, and other factors left in the Diamond Model for 
the market to adjust itself. By developing scenic locations and providing vouchers, the 
government can improve the quality of the infrastructure and stimulate consumption. 
However, as new tourism models emerge, markets are changing, and competition 
within the tourism market is increasing. A competitive environment will improve the 
formation of a market economy and promote tourism. Nevertheless, online tourism is 
considered a new factor in the regression model used in this paper. 

Since online models can be divided into two categories – online travel agencies and 
online marketplace – the impact of these two emerging models and the differences 
between them will require further analysis. This can be a new direction for research. 
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ANNEXES

Year
Tourism revenue: Total  
(100 million yuan)

Employment in tourism 
(person)

Total fixed assets  
of tourism hotel  
(100 million yuan)

Market of Internet application 
user size: travel booking  

(10000 person)

2011 2 243 530 299 755 3545.8 4207.4
2012 2 586 660 318 223 3593.6 11 167
2013 2 950 000 339 993 3848.3 18 077
2014 3 730 000 341 312 3963.2 22 173
2015 4 140 000 334 030 4133 25 955
2016 4 690 000 346 219 4230 29 922
2017 5 400 000 358 873 4248.5 37 578
2018 5 970 000 385 772 4185.5 41 001
2019 6 630 000 415 941 3758.3 37 296
2020 22 286 322 497 3888 39 710
Year lnY lnK lnL lnM
2011 6.35 5.48 3.55 3.62
2012 6.41 5.50 3.56 4.05
2013 6.47 5.53 3.59 4.26
2014 6.57 5.53 3.60 4.35
2015 6.62 5.52 3.62 4.41
2016 6.67 5.54 3.63 4.48
2017 6.73 5.55 3.63 4.57
2018 6.78 5.59 3.62 4.61
2019 6.82 5.62 3.57 4.57
2020 4.35 5.51 3.59 4.60
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IN THE 21ST CENTURY



Results and Challenges: Changing travel trends in China-CEEC perspective | 147

Towards Quality Tourism. Changing travel tendencies in China after the COVID-19 outbreak (146–176)

146

TOWARDS QUALITY TOURISM.  
CHANGING TRAVEL TENDENCIES IN CHINA 
AFTER THE COVID-19 OUTBREAK

Lu Ming

Abstract

As the average national income level increases, there is a growing demand for leisure 
activities such as tourism. Despite the rapid development of China’s tourism and 
transportation industry over the past decade, the 2019 COVID-19 outbreak hit the 
tourism industry hard. On the one hand, scenic spots and public places were closed 
and major cultural and recreational events were cancelled to reduce crowd contact, 
while on the other hand, the meltdown and cancellation of flight routes by national 
airlines forced residents to cancel their travel plans. The General Office of the Chinese 
Ministry of Culture and Tourism asked travel agencies and tourism companies 
nationwide to suspend the sales of group tours as well as additional products, such as 
hotel accommodation and air tickets. These brought groupbased tourism activities to 
a halt, and individualbased inbound tourism for individual tourists has also been hit.

Digitisation – the combination of “digital technology plus tourism” – can put the 
operation platform of tourism enterprises online, through a variety of online marketing 
methods such as short videos, live streams, graphic marketing items etc. to promote 
tourism projects, resources, and other peripheral products, and boost visitor figures. 
In this process, enterprises can get timely user trajectory and realtime feedback, 
and through big data analysis of user profiles, transaction rates to achieve accurate 
marketing. From the consumer’s point of view, access to information channels will 
be more diversified and decentralised, and with the rise of new channels such as live 
streaming and ecommerce, travel consumption habits will migrate online. Chinese 
travellers usually educate themselves thoroughly online to ensure an efficient and 
comfortable journey before deciding on a destination. These can happen via illustrated 
experiences given by previous travelers, or through daily routines shared by residents 
living locally.

China has developed large scale tourism productivity. The epidemic has put heavy 
pressure on China’s tourism system during the downturn, but once the epidemic is 
controlled and the market recovers, people’s long-suppressed demand for travelling 
will quickly find opportunities to be released. This means that the tourism industry 
is resilient and capable enough to meet market demand, allowing for rapid new 
expansion in the short term. In addition, outbound travel involves long distance travel, 
personal and property safety must be the priority, and countries with good security 
tend to be more attractive to tourists. People will gradually realise that the epidemic 
is preventable, controllable, and COVID-19 is curable, thus gradually reducing their 
fear and rebuilding their confidence in consumption. Promoting tourism consumption 
will certainly become one of the preferred means to save economic development after 
the epidemic.

Key words: Travel Trends in China, Digitisation, Consumer habits, Sustainable 
tourism, Eco-friendly travels, Outbound Travel Decisions.

1. INTRODUCTION

Impact of the epidemic on China’s tourism market

A drop in consumption is inevitable this year due to the impact of the epidemic, and 
consumption will tend to be more demanddriven. After the COVID-19 outbreak, 
tourism and its related industries, which have environmentally sensitive characteristics, 
were the first to bear the brunt and were amongst the most directly and fastest hit 
industries, with various regions and countries successively taking measures such 
as mandatory quarantines, flight cancellations, closures of ports, control of traffic, 
suspension of visas and the shutting down of cities. The movement of people has been 
greatly restricted. Tourism activities outside and inside the country are completely 
suspended. According to the National Bureau of Statistics, domestic tourist arrivals 
fell below 3 billion in 2020 from 6.006 billion in 2019, and domestic tourism revenue 
plummeted by 61.1% (Yu & Goh, 2020). We will discuss the impact of the epidemic 
on six major elements of tourism: catering, accommodation, traveling, tourism and 
shopping.
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1.1  Catering

In the field of catering, since the epidemic, more than 70% of stores have closed 
in China, turnover fell by more than 90% (Deloitte, 2020). The country has just 
experienced more than two months of strict prevention and control measures, and 
the epidemic has been controlled to a certain extent. Most of the people in China and 
around the world have significantly improved their awareness of prevention and will 
try to reduce dining in public places; dining hotels and snack streets have apparently 
also suffered a blow, customer traffic plummeted, and in will be difficult to recover for 
quite a long time.

1.2 Accommodation

As private public spaces, hotels have large flows of people. Normally the guests are 
most concerned about hotel hygiene, now due to the outbreak of the epidemic, people 
will remain in a state of caution and suspicion about the hotel hygiene for a long 
time, and there are some hotels – like quarantine hotels – that tourists are fearful of. 
Due to the plunge in passenger flow, the hotel industry will also be in trouble in its 
next operation. From the consumption level, the choice of products is increasingly 
highend. Many highend overseas travelers have turned to their domestic tourism 
markets, overlapping with the increased quality requirements of travelers during the 
epidemic, highstar rated accommodation, niche groups and private tours are popular. 
For example, in Ctrip’s hotel presales, the percentage of fivestar hotel nights reached 
50%, with the highest percentage of orders opting or hotel products above RMB 
1,000 (Yejie, 2020).

1.3 Traveling

Traveling on public transportation mostly means planes, trains, and buses. But public 
transportation tends to be crowded, and the epidemic has taught people to stay away 
from dense crowds, so in the absence of vaccination to obtain antibodies, the public 
will try to take public transportation as rarely as possible. The immediate need exists 
for necessary travel, but not for non-essential travel like driving trips – after all, there 
is still demand for tourism.

1.4 Tourism

Attractions and scenic spots, as public places, have large flows of people and are 
difficult locations to prevent and control the epidemic. During the epidemic period, at 
the request of the state nonessential public places are all closed. Even if a considerable 
number of people will choose to drive, at scenic spots and dense crowds in public 
places, epidemic prevention measures are still in place and there is still a precautionary 
mindset; although there are still visitors to these locations, their number will pale in 
comparison with peak figures.

1.5 Shopping

As a result of the epidemic, a significant portion of the population do not have any 
income for two to three months or even longer, which affects their willingness to 
travel, and even more their purchasing power during their trips. So the demand for 
tourist specialties, tourist souvenirs, will decline rapidly. On a national scale, other 
industries that are not essential to life will suffer the same problem.

2. LITERATURE REVIEW
The parent discipline regarding the psychology and behavior of tourism consumption is 
consumer psychology and psychology in a more general sense. Whether it is the study 
of consumer psychology in the marketing discipline or the study of the psychology 
of tourism consumption in the tourism discipline, their respective corresponding 
research scenarios are realworld consumption phenomena, tourism consumption is 
only one facet of human consumption behavior, and consumption itself is only a part 
of human activity (Zengxiang, 2020).

In a comparative study of four tourism crisis events in China, Li Feng (2006) points 
out the differences in the impacts of crises of different types on tourism, in the case 
of major public crisis events, in terms of the degree of damage, life cycle, etc. are 
intuitive, with large losses, short cycles and a quick rebound period, but have more 
serious delayed effects on the behavior of tourists. In considering the conclusions of 
the different stages of tourism development, the resilience to risk is related to the 
structure of the tourist market source, product structure at the time, the worse the 
level of development the greater the impact and the weaker the resilience.
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Through an empirical study of crisis events affecting tourism in China over the past 
30 years, Ma Lijun et al. (2009) showed that SARS was one of the most influential 
events. And the overall manmade event outbreak had the longest and widestranging 
impact on tourism, in contrast to natural disaster events, which had shorter and less 
extensive impacts. Chen Nan et al. (2009), who studied the perception of risk and 
behavioral preferences in situ tourism, pointed out that public health risk factors have 
more influence on massseeking tourism behavior than other risk perception factors.

Maslow’s hierarchy of needs theory has the need of human security at the second level: 
the basic physiological needs immediately beyond the most basic needs. Consumers’ 
tourism consumption behavior is undoubtedly a higher level of needs than security 
needs, and it is also difficult to generate consumption behavior once the basic security 
needs are not satisfied. Xing Ruixue (2015) said that when people’s leisure time 
and discretionary economic income reach a certain level, and when people have the 
physical ability to be healthy and well, and the family demographic situation that is 
neither attached nor dragged, they also have the objective conditions for travelling and 
excursions, making them potentially become tourists. However, objective conditions 
in themselves are not enough to turn people into potential tourists, there are also 
subjective factors. If a person’s family economic income can only meet the physical 
needs, then this person will not travel. This is because the person does not have the 
discretionary financial income as the ability to pay for the trip. Although there are 
people who go out to survive, they travel to work or settle, and are thus not related to 
tourism.

Figure 2. Maslow’s hierarchy of needs. A. H. Maslow (1943)
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Source: https://www.researchhistory.org/2012/06/16/maslows-hierarchy-of-needs/

Lopez and Murray (1997) argue that the burden of disease not only has serious 
physical and economic consequences, but also social and cultural implications. In 
terms of crosscultural communication, if the local culture is influenced by riskaverse 
psychology, residents are more inclined not to be neighbors with foreign ethnic 
groups. Xing Ruixue (2015) stated that tourists travelling to foreign countries always 
have a hidden psychology of uneasiness in their hearts: they worry about the safety 
of themselves and their property, whether they are getting used to staying in another 
country, whether the transportation is safe and comfortable, whether the tour guide 
is competent etc. Silva et al. (2022) indicated that prejudice and discrimination are 
highly evident during a pandemic, and immigrants and foreign populations are often 
reagrded virus carriers. Petersen (2017) argued that unfamiliar foreign groups may be 
implicitly perceived as disease carriers, and therefore disease threats can influence the 
attitudes and reactions of native populations towards ethnic and foreign populations, 
such as unaccented people being perceived as potential threats.

Sustainable tourism is the practice of sustainability within tourism, which is defined 
by UNEP as the establishment of a balance between the environmental, economic 
and sociocultural dimensions of tourism development to maintain its longterm 
sustainability (UNEP & UNWTO, 2005). The impact that travelers bring to the local 

Figure 1. The theory and related context, Zengxiang, C. (2020)
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environment and people in the course of tourism can be positive, such as generating 
income for the local economy, stabilising employment, and promoting crosscultural 
exchange, thus continuously improving the local infrastructure. But there is also the 
controversy of overcommercialisation, destruction of ecological, natural and cultural 
heritage, and depletion of resources. Therefore, the tourism industry has developed 
global standards for sustainable tourism development – the GSTC standards – 
which are divided into: (A) Sustainable management; (B) Socioeconomic impacts; 
(C) Cultural impacts; (D) Environmental impacts. They are used as the basis for 
government policy development, assessment, sustainable management and the basis 
of certification (Rariel, 2018). Analysis by TechNavio, a multinational technology 
research firm, argues that from 2020 to 2025, sustainable tourism market share 
will accelerate at a CAGR of 9.72% and is expected to increase by at least $235.2 
billion (TechNavio, 2021). Despite the overall impact of the epidemic on tourism 
development, this may just postpone the rapid growth of sustainable tourism and 
build up the explosive power.

Yunting (1996) summarises the sustainable development of tourism as follows: it is not 
enough to recognise the importance of tourism for economic development, but also 
the dependence of tourism on environmental protection; tourism development should 
be forwardlooking and overcome shortterm behavior; tourism and environmental 
protection should be combined to obtain sustainable development; sustainable 
development of tourism is coordinated with the development of other areas such 
as economy and culture; and the 21st century is a critical period for environmental 
protection. The 21st century is a critical period for environmental protection.

In China, since the concept of sustainable development was introduced at the United 
Nations Conference on Human Environment in 1972, the theory of sustainable 
development and the ways to achieve it have gradually become a frontier of research. 
In 1996, the research on the theoretical basis of sustainable tourism development in 
China was included in the key projects of the National Natural Science Foundation 
of China during the Ninth Five Year Plan period, highlighting the maturity and 
pioneering nature of geography in studying sustainable tourism development (Laixi, 
1996). In the 21st century, many researchers focus on applying the more mature 
theories and research methods in related fields to the study of sustainable tourism 
development, forming a more systematic and scientific research methodological 
system; significant progress has been made in terms of research content, mainly from 

the perspectives of tourism development evolution process, tourism ecological safety 
and environmental carrying capacity, sustainable development model, local residents 
and tourists’ perceptions, and lowcarbon development of tourism. Jigang (2011) 
indicates that the gap between domestic and foreign research on sustainable tourism 
development is gradually narrowing. Many Chinese scholars have analysed the 
development patterns of different tourism products in tourist destinations. Studies 
have shown that ecotourism is one of the best models for sustainable development of 
tourism (Linsheng Z, 2000).

Ecotourism has now become a global hotspot, a type of tourism that represents the 
zeitgeist of mankind and brings high aspirations to the community of enthusiastic 
tourism activities and practitioners to save and protect their own health and 
surroundings. As most people are at the early stages of its understanding, the 
definitions of ecotourism are diverse. For example, as cited at the China Ecotourism 
Symposium, “ecotourism is an activity that uses natural resources for people’s 
enjoyment while protecting the natural environment” and “ecotourism is the 
optimisation of the environment according to ecological requirements, to make a 
virtuous cycle of materials and energy, an efficient and harmonious economic and 
social development, and a wealth of ecological projects that are worth for watching, a 
landscape tourism activity characterised by not destroying the environment” – just to 
quote two definitions (China Ecotourism Symposium, 1995). It is not easy to give a 
very precise definition of this new concept of ecotourism, but in a macro sense, it can 
contain two commonly accepted aspects: one is the return to nature, the other is the 
promotion of the natural ecological environment – both ecotourists and operators, 
and even local residents who receive economic benefits should contribute to the 
protection of the ecological environment from damage, limiting economic growth 
to the limits of the ecological environment, so that the rate of growth in natural 
production exceeds the rate of growth in consumption. In other words, ecotourism 
can show its true scientific significance only when it is characterised by both tourism 
and conservation.
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3. HYPOTHESIS

In order to appropriately capture the impact of the epidemic on consumer travel 
behavior, this paper will combine consumer safety needs with consumer perceptions 
of industry risk in the tourism industry; the digital transformation of the tourism 
industry leads to the following two hypotheses:

H1: Accelerated transformation of the tourism industry oriented to safety 
requirements has a positive impact on consumer travel behavior. 

Safety requirements are manifested in the context of the epidemic, and after the 
epidemic more and more consumers are bound to pay stricter and stricter attention 
to the safety of related products. The ability of many tourism companies to provide 
products that keep up with the changes in consumer demand will determine their 
continued survival and development in the market. Due to the dramatic impact of 
the epidemic, the shortterm market environment rebound may be inadequate, the 
market is highly competitive, but instead stimulate to accelerate the transformation 
of the tourism industry, the basic industrial structure, product types will appear 
subtle changes. Thus, affected by the epidemic, companies that can provide better 
satisfaction of basic physiological and safety needs within the tourism industry in 
the future may have a positive impact on consumer travel behavior and eliminate the 
decline in performance caused by the epidemic as soon as possible.

 
H2: Tourism under the dualcirculation strategy will promote the upgrading and 
development of the serviceoriented economy.

In the context of a more open economy and culture after the epidemic, China has entered 
a new pattern of building a domestic and international dualcirculation to promote 
each other’s development, developing an exportoriented and importsubstitution 
economy through a dualcirculation strategy to drive overall economic growth 
and expand domestic demand; developing tourism is an essential part of this 
process. Importsubstitution tourism economy can play a role in balancing China’s 
preexportoriented economy and promoting trade balance, while the development of 
tourism will bring substantial traffic and economic income to cities, and in order to 
drive tourists’ consumption, the construction of tourism-related infrastructure, such 
as public facilities, social and cultural construction and upgrading, will be launched 

around the world, which to a certain extent will drive the upgrading and development 
of global service industries and even manufacturing industries. This will drive the 
overall economic recovery and development and modernisation of China and tourism 
destinations.

4. PRACTICAL RESEARCH

 4.1 Questionnaire and survey

The questionnaire comprised 20 questions focusing on three aspects: the first aspect 
is the basic information of tourists, including their age, monthly income and place of 
residence. The second area is the travel behavior intention of Chinese tourists under 
normalised prevention and control, including travel duration, travel distance, and 
travel routine. The third aspect is Chinese tourists’ perceptions of travel safety and 
future travel intentions under normalised prevention and control.

To ensure the validity and credibility of the questionnaire, this survey is a non-
probability simple random sampling survey, without limitations regarding city, age, 
gender and other variables, and the survey scope is within China. A total of 558 
completed questionnaires were collected, and 536 valid questionnaires were obtained 
after excluding the dubious answers, meaning a valid recovery rate of 96.06%. Data 
processing and analysis were conducted based on the results of the questionnaire 
collection.

4.2 Results and Analysis

4.2.1 Analysis of demographic characteristics of the subject sample.

Among the 536 valid samples, 86.8% of the respondents were in the age group of 1960 
years old (30.8% in the age group 1825, 30.4% in the age group 2640 and 25.6% in the 
age group 4060); their monthly income was in the middle to high level of $6012000 
Yuan or more ($6011000 Yuan, 55.6% in the age group of 1001-$2000, and 4.7% 
in the age group of 2001 or more). 55.6%, $1001$2000 16%, and over $2001 4.7%); 
respondents covered almost all 31 provinces and municipalities – mainly Shandong 
(16.0% of the respondents), Beijing (8.6%), Jiangsu (8.2%) and Hubei (7.1%) etc.).
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4.2.2  Travel Behavior Intentions of Chinese Tourists under Normalised Prevention and 
Control

Travel duration intention

According to the 2019 Tourism Development Statistics Bulletin, 6.006 billion 
domestic trips – about 4.3 trips per capita – were made throughout the year. This 
survey shows that 48.9% of the interviewed tourists have not traveled as of July 
this year, which can be seen that the epidemic has greatly reduced the number and 
frequency of tourist travel. Most of the surveyed tourists are enterprise and public 
institution employees, mostly young or middleaged, with limited vacation time, and 
the single travel schedule is mainly concentrated within 7 days (77.2%), while 22.8% 
are more than 7 days.

Figure 3. Travel duration intention
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Source: author’s compilation

Spatial behavioral intention

Under normalised prevention and control, the analysis of the spatial distance of people’s 
travel shows trips to relatively obvious shortrange and within the administrative 
district. In terms of administrative districts, 81.3% of the surveyed tourists plan to 
choose to travel short distances within the province (or within the city), indicating 
that the administrative districtbased prevention and control policies and potential 
risks of travel influence tourists’ choice of travel space.

Figure 4. Spatial behavioral intention of travel
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Companion intention

People preferred to travel in small groups during the epidemic, with up to four 
people optimally (6% traveling alone, 44% traveling in pairs, and 13.1% traveling 
with 48 people). The survey results showed that family members were the most 
desirable travel companions (44.0%), followed by friends (28.9%) and colleagues/
students (19.8%), with a weaker intention to travel in travel agency groups (7.2%). 
Because of the epidemic, people became more cautious and minimised time spent 
with unfamiliar people.

Figure 5. Companion intention of travel
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Traffic intention

In the normalised epidemic prevention and control environment, tourists planned 
to travel shorter spatial distances, mostly within the province or city. Those living 
in tourism-heavy places prefer to choose free, flexible, healthy and independent 
personal transportation to travel, including driving (53.5%), bicycle or electric bicycle 
(31.3%), walking (8.0%); the number of people who choose to travel long distances 
using public transportation such as airplane, train and ship is less, it can be seen that 
people are trying to avoid the risk of infection by choosing to avoid crowded public 
transportation.

Figure 6. Traffic intention of travel
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Accommodation intention

Hotels won the trust of most tourists (67.4%), perhaps because of the excellent value 
for money and the availability of good public health emergency response capabilities. 
B&Bs are also popular among tourists (22.2%), with lower prices compared to hotels, 
simpler procedures and freedom of access. Resorts are less keenly chosen because 
of their distance from the city center and attractions as well as their relatively high 
prices. Motels and youth hostels are not readily chosen by tourists because of the 
heavy turnaround of people and the large number of people staying there, which puts 
cleanliness and management to a challenge.

Dining intention

During the epidemic, people became cautious about eating out, as dining is a 
very important aspect of travelling. 60.4% of the tourists surveyed prefer to eat in 
restaurants with good hygiene, while 14% prefer to buy and cook their own food. 23% 
would order takeout to reduce the frequency of travel and save time.

Figure 7. Dining intention of travel
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4.2.3  Chinese tourists’ perceptions of travel safety and future travel intentions in 
normalised prevention and control environment

Personal hygiene protection intention

The visitors surveyed showed a clear sense of responsibility for personal hygiene 
protection, with 96.9% saying they wanted to do a good job of personal selfprotection. 
Wearing a mask (26.7 %), washing hands regularly (23%), keeping a safe distance 
from people (23.3%), and choosing a facility with good sanitation for lodging and 
dining (23.8%) were all seen as very important hygiene protection measures. The 
majority (96.8%) also indicated that they were fully vaccinated in accordance with 
government and community policies. This shows the importance and sensitivity of 
Chinese tourists to epidemic protection.
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Figure 8. Personal hygiene protection intention
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General perception of the state of tourism public health and safety among the 
tourists.

Tourists are generally optimistic about the current state of public health and safety 
of tourism in the country. 80.4% think the situation is safe, 9.7% explicitly say it is 
not safe, and 9.8% are not sure. This indicates that residents have a clear sense of 
selfresponsibility and emphasise the importance of their own personal protection. 
23.1% have a higher level of recognition of the safety of their own administrative 
districts, while 11% agree that the absence of cases means safety. Given the suddenness 
and urgency of the outbreak, most tourists are concerned about the risk of infection 
during travel.

Figure 9. General perception of the state of tourism public health and safety
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Willingness to travel

The epidemic in China began to subside in early March, and in May the country 
reverted to a normalised prevention and control environment. However, the virus 
was then carried back into the country from abroad causing the reemergence of the 
epidemic; cities such as Shenzhen and Shanghai occasionally have hundreds of cases, 
and large-scale community quarantines – lockdowns where people have to stay home 
– are ordered. Now, more than half a year later, how willing are tourists to travel 
soon? 67.4% are willing, but not eager, to travel in the near future; 19.2% are on 
the fence; and 11.4% have explicitly said they will not travel. It shows that tourists’ 
willingness to travel is still suppressed to a certain extent for the time being, and it 
is difficult to appear retaliatory consumption phenomenon in a short period of time, 
and active efforts are needed to boost market confidence. At the same time, the things 
that people in this survey thought were the most of their concern during travelling 
included contracting COVID-19 during the trip (75.7%), followed by the policy 
of mandatory quarantine at the end of the trip that briefly and negatively affects 
people’s lives (70%) and the security problems during the trip, such as being exposed 
to theft and loss of personal belongings (74.6%); and finally, due to the abrupt and 
unpredictable nature of the epidemic flight and hotel reservation cancellations may 
occur any time, preventing the normal continuation of the trip (48.1%).

Figure 10. Things that tourists were concerned about during the trip
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Digitisation is a “preferred option” to drive tourism recovery in the postepidemic era.

Digitisation is a “preferred option” to drive tourism recovery in the postepidemic 
era. During the COVID-19 epidemic, online consumer transactions surged, and 
ecommerce developed rapidly. With big data technology and the help of various 
platforms, major companies actively launched tourism marketing activities such as 
virtual tourism and virtual exhibitions. According to the survey, 79.8% of tourists 
will employ pretrip strategy to obtain information about the destination, and 48.7% 
of tourists will choose to book accommodation and tickets online to save time 
and avoid the queuing crowd on site. Digital marketing on tourism ecommerce 
platforms, which can meet the demand for convenience and provide a deeper tourism 
experience, is an innovative choice for tourism marketing during the epidemic and 
the postepidemic era. The positive selfhelp behavior of tourism enterprises is the 
fundamental driving force behind the recovery of the tourism industry. With the 
popularity of smart terminals and online application technology, people can get timely 
access to information technology resources to support technology and resources, thus 
applications and services developed with the tourist experience in mind make the 
travel process more convenient. In this survey, 72.6% of Chinese tourists believe that 
contactless mobile payment simplifies the payment process and reduces the use of 
cash to make the travel process more convenient; 88% of tourists believe that flexible 
refund and change policies increase their confidence in travel; 61.9% of tourists 
believe that timely access to local transport information can save time on the road 
to make travel more efficient; in addition, selfservice ticketing, checkin and other 
ways to reduce dependence on manpower can greatly improve efficiency. Through 

the optimal allocation and integration of resources, tourists can realise selfhelp and 
convenience, optimise the use of resources, and make scenic spots easy to manage.

The popularisation of the concept of “ecotourism” and “indepth tour”

Ecotourism, indepth tourism as new concepts in the Chinese tourism market in recent 
years have not yet earned widespread popularity among Chinese tourists; travelers are 
limited by the length of holiday time given by enterprises and companies, most of the 
tourism products on the market are the group tours as a unit in advance to develop 
a route and tickets to quickly visit the attractions of the destination – this kind of 
traditional way of travelling is convenient and efficient, and it can be completed in the 
shortest possible time to reach the attractions within the city. But with rising wages, 
environmental awareness and the pursuit of different styles, purposes and themes of 
vacations, customised tours and ecotourism have emerged to meet the diverse needs of 

tourists. The fact that 73% of tourists surveyed were willing to get to know and adapt 
ecotourism, which also reflects to some extent the future potential development of 
Chinese tourists. In the survey on how people consider the development of sustainable 
tourism, 39.7% believe that lowcarbon and environmentally friendly transportation 
should be used to travel, 56% of tourists believe that travel agencies and institutions 
should launch a diversified range of ecotourism products, 72% of tourists believe that 
sustainable tourism development cannot be achieved without the encouragement of 
government policies, and 29.8% believe that ecotourism drives the development of 
related industries so that ecotourism can achieve overall development.

Figure 11. Technology that can increase tourist confidence in travel
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Figure 12. Attitudes of tourists towards ecotourism.
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4.3 Digital Tourism in China

In 2022, a McKinsey survey of Chinese travelers’ sentiment toward travel over the past 
two years revealed a new pattern of subdued travel demand followed by rapid recovery 
(Gang et al., 2022). The Ernst & Young Future Consumer Index (FCI) survey found 
that Chinese consumers are much more optimistic about their country’s economic 
outlook and personal financial situation, and therefore have higher expectations for a 
customised consumer experience.

China has a large base of digital native consumers; thanks to an integrated digital 
infrastructure enables cashless transactions in some areas ecommerce has grown 
rapidly both before and after the epidemic. According to Ernst & Young, in 2020, 
about a quarter of retail sales in China were completed online (EY, 2021). About 
48% of these consumers are expected to increase their spending in this area in the 
future, a rate much higher than the global average. In the aftermath of the outbreak, 
residents remain cautious about epidemic preparedness, traveling less frequently and 
engaging more in homebased activities. It is likely that digital trends, represented 
by livestreaming with merchandise and community group purchasing, will gradually 
become mainstream in China’s shopping culture and eventually influence consumers’ 
spending habits. Thus, to a certain extent, the epidemic has accelerated Chinese 
consumers’ adaptation to digital technologies, while the rapid recovery of the Chinese 
economy after the epidemic has boosted consumer confidence.

The primary economic impact of the COVID-19 epidemic has been a reduction 
in consumer demand and a dent in market confidence. During the epidemic and 
postepidemic eras, travel demand was only temporarily suppressed rather than 
disappearing. After the lifting of the pandemic restriction measures, Chinese 
consumers’ pentup consumer demand during the epidemic was quickly released. 
According to Alibaba’s Tmall shopping platform, China’s luxury goods market will 
grow by 50% in 2020, representing an 11% increase in China’s share of the global 
luxury goods market compared to the preepidemic period (Tmall, 2020). However, 
this “revenge consumption” is only present in a very small percentage of the population, 
and most of the population is less willing to consume. It is difficult for traditional 
tourism companies to recover from “revenge spending” and they should seek new 
economic growth points. During the epidemic, prevention and control is still the main 
focus, and tourism companies must change their mindset and innovate to provide 
tourism products more suitable for the needs of tourists at this stage: Ecommerce 

will still be the mainstream of the consumer market in the postepidemic era. Before 
the epidemic, ecommerce had already “infiltrated” the traditional tourism market, but 
due to the simultaneous production and consumption of tourism products and offsite 
experiences, the existing tourism ecommerce market was limited in scope. While 
the epidemic caused a crisis in the tourism industry, it also brought development 
opportunities to the tourism ecommerce industry.

Figure 13. Economic activity returns to preepidemic levels by the end of 2020
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Source: https://www.ey.com/zh–cn/consumer-products-retail/how-china-digital-
channels-transform-consumer-engagement

4.4  Sustainable Tourism in China

Tourism is one of the sectors most affected by the epidemic, and it will not be easy 
to return to pre-COVID-19 status due to the expectations and demands of tourists 
and the impact of repeated outbreaks on external market conditions. However, the 
crisis also presents opportunities to meet the new needs of tourists and develop a 
new vision for tourism, while protecting the environment, resources and biodiversity 
that local people and communities depend on for their livelihood and development is 
an important vision for sustainable travel today. With the gradual easing of national 
antiepidemic policies and the resumption of international travel in the near future, 
businesses should ensure that destinations are able to attract the appropriate visitors, 
understand visitor preferences, expected activities and behaviors, improve the safety 
of tourism, and encourage local communities to participate in and benefit from, 
the economic activities that accompany tourism in order for destinations to achieve 
overall sustainable development.
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4.5 Indepth tourism in China

In the late 1990s, with the implementation of the national policy to promote domestic 
consumption by increasing the duration of national holidays, and the further increase 
in the income of urban residents in the eastern coastal areas, a new approach to 
Chinese domestic tourism emerged. This has led to the emergence of leisure and 
vacation as the main purpose of tourism, where tourists want to stay longer at the 
destination, and the whole city as the ideal place for leisure and vacation – this is 
called “indepth tourism”. Indepth tourism is based on culture from the perspective of 
culture, more precisely it should be based on regional characteristics of culture; from 
the perspective of experience, the most obvious mark of indepth tourism is the word 
“depth”, referring not only to the physical vertical dimension or the ephemeral time 
dimension, but also including the expansion of space. Therefore, indepth tourism is a 
comprehensive multidimensional cultural experience, which includes both time and 
space dimensions (Breda, 2008). In short, as a product of the experience economy era, 
indepth tourism is a multidimensional participation in experiential tourism behavior 
based on regional cultural characteristics.

Traditional superficial tourism is represented by sightseeing, with typical 
characteristics such as lack of cultural experience, leisure participation and tourist 
autonomy. The tourism products consumed by tourists are more the “results” of the 
“elaborate” organisation of tourism operators, which lacks a deeper interpretation of 
market demand. However, with the increase in the number of tourists participating 
in tourism activities and the continuous learning of tourism experience in social 
communication, personal tourism experience has been accumulated and increasingly 
enriched, and tourism consumption is becoming rationalised (Yiche et al., 2009). 
From a cognitive point of view, tourists are no longer satisfied merely with the oft 
repeated “going through the motions” but wish to understand something deeper.

In addition, influenced by postmodern thinking, tourism consumption is becoming 
increasingly personalised, and tourists always hope to experience something different 
to obtain a higher sense of satisfaction and achievement. Indepth tourism as a 
threedimensional experience of tourism, the objective reality of the development 
of tourism market demand inevitability drives the maturity process of the buyer’s 
market. What tourists need is more opportunities for interaction, richer cultural 
connotation, deeper involvement in the experience scenario and more opportunities 
for independent choice and selfexpression.

The final consumption point of destination tourism is the tourism products provided 
by the destination. For tourists, they want the destination to provide indepth tourism 
products based on the local characteristics of culture: complete and systematic types 
of composite tourism products. Facing the demand of indepth tourism in tourism 
market, finding ways to further develop, improve and enhance the destination tourism 
products is a very urgent issue: indepth tourism needs to avoid simply developing 
the traffic aspect of tourism resources for surface tourism, and must rather employ 
a holistic and systematic approach to the development of tourism resources and the 
construction of the industrial chain.

5. CONCLUSION

The epidemic has had an immense impact on the tourism sector, with China’s tourism 
industry facing huge development dilemmas, but the impact of the epidemic has also 
provided important opportunities for the future development of the tourism industry, 
accelerating the transformation while developing tourism and other industries. In 
particular, the use of new technologies has provided a new direction for the future 
transformation and development of tourism industry, the effects of the epidemic has 
created a new generation of tourism consumers and established a new concept of 
tourism, and the pursuit of a healthy lifestyle by tourism consumers after the epidemic 
helped the tourism industry to accelerate the exploration and development of new 
health tourism products:

First, the epidemic has forced the general public to spend a long time in “restricted 
flow”, “home isolation”, which will objectively cause psychological problems for 
many people, triggering the pursuit of ecotourism, recreation and health, fashionable 
sports and other healthoriented tourism products and projects.

Second, tourism, with its distinct characteristics of spatial mobility and group 
agglomeration, tends to bear the brunt of major epidemics, natural disasters, social 
conflicts and other events, especially cruise tourism as a particularly highdensity 
type of tourism. The most serious outbreaks of the COVID-19 epidemic included 
cruise ships: the Japanese “Diamond Princess” and the American “Supreme Princess”, 
prompting a shift in the public’s preference towards lowerdensity means of travelling 
opting for small group, customised and private tourism products and projects.
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Third, audiovisual networks have become a new channel for the development of 
cultural and travel industry. Cultural and travel products as a commodity that 
originally never appeared on the ecommerce market, have now fully opened short 
video and live webcast with goods mode, and the online sales of cultural and travel 
products represented by air tickets, hotels, tickets, tourism specialties as well as 
cultural and creative products have become a benchmark. For example, Ctrip Group 
Ltd. has set up a special travel MCN becoming the first member of the MCN section 
of the Shanghai Network Audiovisual Association (Xuegang & Ru, 2021).

While tourism development has a high dependence on environmental resources, 
it also often requires a large number of infrastructure and tourism facilities in 
areas of natural environment. As tourism has adverse economic, social, cultural, 
environmental and ecological effects, more and more scholars have begun to pay 
attention to the sustainable development of tourism sites. Studies of sustainable 
development of tourism sites has been conducted, and the ecological safety of 
tourism sites has become an important area of tourism research. Ecotourism could 
be defined as a travel activity in natural environment with ecosystems, which aims 
to bridge the gap between our subjective desires and the impacts of our actions on 
the environment. Sustainable tourism emphasises the creation of an understanding 
of environmental values that will encourage the tourism industry to promote 
more proactive investments in nature conservation by considering the protection 
and conservation of the natural and human environment as a tool for industrial 
development, with the aim of increasing economic efficiency.

Ecosystem has now become a tourism hot spot in China to balance the environmental, 
economic, cultural and natural landscape heritage of the destination and to develop 
tourism for the long term for future generations. Due to the long stay in a touristic 
experience process, the tourists’ experience is also a flat experience process. With 
the growing maturity of the tourism market, the monotonous traditional routebased 
tourism approach is no longer able to satisfy the market demand. Indepth travel 
provides tourists with a threedimensional experience of tourism products involving 
both time and space, resulting in a diversified attraction; and this composite product 
system will meet the personalised cultural experience of different types of tourists, 
which will greatly stimulate the enthusiasm of tourist involvement, and thus tourists 
will no longer merely passively accept but actively participate. On the other hand, 
indepth tourism can promote local economic development and employment at the 

destinations through the creation of sustainable tourism to form a virtuous cycle of 
local tourism development. In the future of China’s tourism market, indepth tourism 
will become a major trend.

The tourism industry has a complex industrial structure chain and is a comprehensive 
industry integrating multiple elements such as catering, hotels, transportation, 
entertainment, commerce, and retail. According to relevant data from the United 
Nations World Tourism Organization, for every unit of benefit added to tourism, 4 
units of benefit can be added to other industries, and for every job added, 5 jobs can 
be brought to other industries. The development of tourism has a clear driving effect 
on other industries. The COVID-19 epidemic has given the global tourism industry 
the opportunity to fully reevaluate itself and adjust. With the cooperative mindset 
brought by the epidemic, global tourism companies can participate together to 
reroute, redefine rules, and build a more responsible tourism industry that can thrive 
with the environment and resources it depends on. Digital culture and tourism is an 
important part of digital economy and is the future of culture and tourism industry. 
Just as the digital economy is revolutionary compared to the traditional economy, so 
is digital tourism revolutionary compared to traditional tourism, requiring higher 
and newer dimensions of deliberation, innovation, and practices.
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APPENDIX

Questionnaire on Chinese tourists’ perceptions of the impact of the epidemic on 
tourism and their tendency to travel in the future.

1. How old are you?

 A. under 18 B. 18-25 C. 26-40 D. 40-60  E. over 60

2. What is your income range?

 A. less than $200 B. $201-$600 C. $601-$1000 D. $1001-$2000 
 E. more than $2001

3. Location:____________________________________

4. What is your travel period intention?

 A. 1-2 days B. 3-7 days C. 8-14days D. more than 15 days

 E. more than half a month

5. What is your intention to travel distance?

 A. within 50km B. within the city C. within the province

 D. out of  province  D. go abroad

6. What is your intention on Number of travel companions?

 A. alone B. 2 person C. 2-4 person D. 4-8 person

 E. more than 9 person

7. What is your companion intention during the trip?

 A. Family B. Friend C. colleague/coursemate  D. tour group

8. What is your traffic intention during the trip?

 A. Public transportation such as airplane or train and ship

 B. self-driving C. Riding bicycle D. Walk

9. What is your accommodation intention during the trip?

 A. Hotels  B. Resort C. Hostel D. Guesthouse(B&B)

10. What is your dining intention during the trip?

 A. Cook by self B. Local restaurant C. Order to go

 D. Group meals provide by travel agency

11. What is your personal hygiene protection intention.(Multiple Choice)

 A. Wear a full face mask and wash hands regularly

 B. Wear a mask only when necessary and keep a safe distance from people

 C. Choose a hygienic facility for accommodation and meals

 D. Full vaccination

 E. No special protection 

12. What are your perception of public health and safety in tourism industry?

 A. Safe B. Where there are no cases is safe

 C. Safe in the city and province D. Not safe E. Not sure

13. What is your travel intention in recent periods?

 A. Wanted, very urgently B. Wanted, not urgently

 C. Still undecided, waiting to see D. Don’t want to go out.

14. How long after the outbreak is over will you choose to travel?

 A. Immediately B. Within three months

 C. Within six months D. No travel plans

15.  If time permits, would you choose to stay in one destination as long as possible for 
an in-depth tour or a traditional tour that spreads your time evenly over multiple 
attractions and destinations?

 A. In-depth tour B. Traditional tour C. I don’t know
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16. What do you think of ecotourism?

 A. Understood, always choose ecotourism tourism products

  B.  Don’t know much about it, but willing to learn about related tourism products

 C. No idea at all, travel is based on affordability

17. Which options do you think will make tourism sustainable?

 A. Green commute, priority on high speed rail, light rail, tram

 B. Travel agencies launch more ecotourism products

 C. Develop policies to encourage ecotourism among the tourism industry

 D.  Drive the development of the related industry chain through commute 
travel.

18. What concerns do you have about traveling?(Multiple Choice)

 A. Infection during travel

 B. Mandatory Quarantine Policy after Travel

 C. Sudden cancellation of air tickets, hotels and tickets

 D. Fear of thieves, robbery, lost luggage

 E. Unfamiliar with the environment, transportation, and language

19. How/whether to use electronic means before or during the trip. (Multiple Choice)

 A.  Learn basic information and tips about the destination on social media 
platforms and online in advance

 B. Book tickets, accommodation, tour group online in advance

 C. Online store to reserve goods and meals

 D. Not using electronic means

20.  Which technology’s wide-spread adoption will increase travel confidence? 
(Multiple Choice)

 A. Contactless mobile payment B. Flexible refund and change policy

 C. Public Transportation Information Software

 D. Self-service check-in and check-out
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CONSEQUENCES PRODUCED BY FAKE 
NEWS REGARDING CHINA AS A TRAVEL 
DESTINATION

Olga V. Novoselova

Abstract

This study discusses the consequences of fake news and further challenges for China as 
a travel destination brand. It is a quantitative study using a survey questionnaire with 
a sample comprising 290 Russian and 132 Hungarian students and incorporating 
four sections. The focus will not only concentrate on mass tourism but also on a 
certain form of tourism in China. Being the first study regarding the postfake news 
effect on tourism, the main question will be whether any negative consequences exist 
and, if so, to what degree, and what can support tourism to be resistible to the affects 
of fake news. The results of the survey identify the weakest points in regards to the 
consequences of fake news, giving ground for further possible managerial strategies 
in the work of improving crisis situations.

Keywords: China, country brand, fake news, tourism, forms of tourism

1. INTRODUCTION

Initially, tourism likely acquired the meaning related to traveling with the purpose of 
commerce and enslavement. Nowadays it tends to focus on gratification which used 
to be a renewable trend of social status. With the evolution of digital technologies 
and online propagation of leisure opportunities, tourism has experienced the most 
remarkable boost in its development in comparison with other industries in the world 
(Holden, 2000). 

Therefore, with the boom in online misinformation spreading during the COVID-19 
epidemic, the tourism sector cannot be disregarded amidst the social phenomenon 

of fake news spanning globally. This is an area that is fully reliant on information 
continuously generated, shared, and consumed by millions of people worldwide.

It is obvious that the propagation of the recent phenomenon of fake news relies on 
technological development, easy access to the Internet and constant searching for 
data. However, scientists found foreign nations to be the most vulnerable to being 
depicted negatively, in contrast to comparing party’s own nation which is traditionally 
evaluated more positively in this comparative scenario (Blain et al., 1993;  Wanta 
et al., 2004). The study done by Domke et al. (1999) found that news coverage is 
believed to be a potent stimulus shaping recipients’ knowledge about the issues or 
topics covered and the recipients develop perceptible images about the races or ethnic 
groups involved. And this could influence the development of tourism in that country.

Several studies claim that not only do world news considerably enhance public 
knowledge about foreign countries but also can significantly affect people’s perceptions 
of nations and, consequently tourism evolution (Albritton & Manheim, 1985; Perry, 
1987). In fact, due to the lack of knowledge about other countries, it is logical to 
presume that the media, whether truthful or not, significantly affect the thoughts and 
ideas of people resulting in certain judgments toward various countries. 

Thus, based on information provided by a top Chinese political adviser and former 
academic, “the rampant spread of  fake information  in China is fuelling hostility 
against foreigners and polarising public opinion” (Guo Rui, 2022). Such perceptions 
possess significant implications in several fields ranging from personal interactions 
among people of different nations and countries to mass attitudes concerning foreign 
policy, as well as to the performance of public diplomacy and tourism (Bartels, 1995; 
Manheim, 1994).

For instance, flourishing fake news during the COVID-19 epidemic on social media 
is a bright example of exacerbating this issue. Thus, since the outbreak developed 
into a severe global situation, many countries have begun to scrutinise the actions of 
China – including being regarded the origin of the disease – in the early stages of the 
outbreak. This seems to have placed China in a difficult diplomatic situation (Ichiro 
Inoue, 2020) creating a negative perception of the country that, in its turn, would 
greatly expose the tourism sphere.

Even worse is the fact that COVID-19 is not the only phenomenon that generated 
high level of circulation of fake news – the threat fake news has had on targeted 
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brands is unlikely to dissipate in the nearest future, with the vast spread of automated 
articles and, with that, a large amount of misinformation. Thereby, it is evident 
that communication managers need strategies to mitigate the threat of fake news. 
To comprehend the way of crisis strategies to secure Chinese tourism in the frame 
of fake news, one should identify the consequences and conditions most adversely 
affected by the fake news attacks. 

However, the main body of research devoted to fake news nowadays mainly focuses 
on detection rather than clarifying direct consequences to avoid further damage. 
Therefore, this study will shed light on the volume of the impact of fake news 
on Chinese tourism and its weak points, which suffer most of all due to negative 
disinformation pressure. The focus will not only concentrate on mass tourism but on a 
certain form of tourism in China as well since the effect may bring diverse sequences. 
Being the first study regarding the postfake news effect on tourism, the main question 
will be whether any negative consequences exist and, if so, to what degree, and what 
can support tourism to be resistible to the affects of fake news. 

2. LITERATURE REVIEW

Based on the definition provided by the World Trade Organization (2008), tourism 
is acknowledged to be a collection of activities, services and industries that provides 
a travel experience, including transportation, accommodation, eating and drinking, 
retail shops, entertainment businesses, and other hospitality and tourism services 
provided for individuals traveling away from home. Geoffrey and Alister (2006) 
pertain to tourism as a temporary movement of people to destinations outside their 
normal places of work and residence, where the facilities are created, and the services 
are provided to care for their needs. The development of an appropriate environment 
is the key component of tourism development (Holden, 2008). 

Before the emergence of COVID-19, mass tourism was identified as the best known 
form of tourism in the world that involved the movement of a large number of tourists 
to certain destinations at certain times of the year (Cooper et al., 2005). It provided 
an opportunity to transfer an overall volume of revenues applied to economic growth. 
Mass tourism was a great advantage in supporting the prosperity of entrepreneurship 
and tourism revenues in the host country, as well as supporting employment and 

various possibilities for small investors. Thus, these varieties of jobs are related to 
tourism directly (hotels, restaurants, taxis etc.) or indirectly (trade in general), or are 
induced (stimulated by the additional money supply circulating in the economy of the 
host territory) (Ashley et al., 2000).

For instance, between 1994 and 2014 in China the number of domestic tourists 
increased from 524 million to 3.6 billion (Chiang, 2012, p. 214). In 2010 domestic 
tourism in China reportedly accounted for 81% of all tourism revenue and 94% of 
all tourists, comprising ‘the largest domestic tourism market in the world,’ with the 
remaining 19% and 6% respectively coming from ‘foreign’ visitors and ‘compatriot’ 
Chinese from Hong Kong, Macau and Taiwan (Chiang, 2012, p. 212). These data 
represent that domestic tourism greatly exceeded inbound one. In 2015, including 
direct and indirect impacts, travel and tourism reportedly accounted for 9.4% of 
China’s GDP and 8.6% of all employment (World Travel and Tourism Council 
2015, p. 1). Or, in 2019, international arrivals in China amounted to approximately 
145.3 million, up from 141.2 million in the previous year. However, the number of 
international visitor arrivals dropped to 27.5 million in 2020 due to the coronavirus 
pandemic and was estimated to increase to nearly 32 million in 2021 (Blazyte, 2022).

Time-wise though, mass tourism had gone in decline much earlier than the 
COVID-19 outbreak became a global pandemic, since changes in leisure time, 
income, mobility, and communication technologies have created a context in which 
tourism has thrived, grown, and diversified to encompass a wide array of leisure travel 
behaviors. This process of diversification led to the growth of diverse forms of tourism 
offering alternative, more discriminating, socially and environmentally sustainable 
tourism experiences (Wearing, 2004).

To solve the problem concerning undesired “mass tourism”, or “traditional tourism”, 
new forms of tourism appeared employing a more sensitive approach. The emergence 
of new forms of tourism falls during a period between the 1970s and early 1980s 
(Triarchi & Karamanis, 2016) under different names and following various models. 
They involved projects that were small-scale, involving lowlevel investments, lowkey 
in nature, independent and selfsustaining, and demanding the high participation of 
the local inhabitants.

One such diversified form can be called alternative tourism which led to a variety 
of array of niche products and services, each the subject of critical scholarly analysis 
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including farm tourism, cultural exchange tourism, scientific tourism, and volunteer 
tourism (Lyons & Wearing, 2008). In its vein, such type of tourism encompasses 
both the longterm interest of stakeholders and the quality of tourism, and, at the 
same time, contributes to local communities, environments and resources. This 
form of tourism is based on small groups, families, and even individual tourists, 
and alternative tourism activities could take place all year round to create average 
capacities (Dodds et al., 2010).

There are various forms of alternative tourism in China. For instance, at the end of 
the 1990s, Wang (1999) introduced rural tourism research undertaken by overseas 
tourism scholars and systematically elaborated on the conceptual aspects of rural 
tourism. Thus, Lane (1994) determined rural tourism, as a concept, to be a form of 
tourism located in rural areas. It is rural in scale, character, and function, reflecting the 
complex pattern of a rural environment, economy, history, and location. In the late 
1980s, researchers in China started to study such forms of tourism in parallel with 
agriculture (Liu, 1989). They distinguished the term “tourism agriculture” to refer 
to a type of tourism that targets agricultural landscapes and attractions as objects 
to visit. Thus, Liu Ming in the study (Liu, 1989) combined agricultural activities 
with touristic experiences and for the first time broke through the boundaries of 
sightseeing tourism.

Chinese industrial tourism rose in the 1990s with a late start. Although the path is 
not long, domestic industrial tourism resources are abundant. Those resources with 
added value are easy to tap at the beginning, so development is rapid. At present, 
domestic industrial tourism has entered a new stage of its development. According 
to the statistics of the National Tourism Administration, there were 1157 industrial 
tourist attractions all over the country by the end of 2016, attracting 428,000 people. 
In 2017, 140 million tourists visited industrial sites, and the industrial tourism revenue 
reached 21.3 billion yuans (Fan, 2017). Industrial tourism has become a new bright 
spot in the development of tourism in China. 

It is worth mentioning educational tourism also as according to statistics the annual 
growth rate of the educational travel market in China from 2015 with estimates until 
2021 depicts a steady increase from 15% to 23,6%. Thus, in 2018, the market size of 
educational travel in China increased by nearly 20 percent compared to the previous 
year (Blazyte, 2022). According to the definition provided by Bodger (1998), 
edutourism has been considered as various kinds of programs where attendees or 

a group of them visit any country in order to participate or acquire knowledge or 
‘purposeful learning and travel’ (Ritchie, 2003) and it assists in attracting youth to 
the country which, in its turn, become ambassadors and propagators of the country’s 
beauty via social media.

But the alarming effects of the COVID-19 epidemic in the tourism industry grabbed 
the attention of the National Tourism Organization, investors, employees and other 
stakeholders. Experts and scientists deduce that during the post-COVID-19 revival 
phase, diverse forms of tourism can play a pivotal role in utilising tourism resources 
and protect the tourism stakeholders in the short run. Mass tourism will likely be 
replaced by the form that acquires its high upside potential pinpointing such niche 
tourism concepts as health and wellness tourism, Ayurveda and spiritual tourism, 
rural tourism, agritourism, and ecotourism (Samarathunga & Gamage, 2020). 

In any case, since tourism development focuses mainly on specific areas, the media 
acts as a mediator between tourism and society. Obviously, travelers’ choice of 
destination depends upon the information read in mass media, and what they have 
heard, or seen in mass media (Enemuo & Amaechi, 2015). And sharing travel 
experiences is easy today, with the advent of social media technologies. Thus, one 
of the key sources of information useful for travel planning or eventually affecting 
potential travel decisionmaking was identified as information shared in social media. 
Due to the high degree of emotional engagement in social media, the way people 
plan and execute their travels has been altered greatly (Gretzel & Yoo, 2008). A lot of 
studies dedicated to the evaluation of media exposure and its role in many aspects of 
tourism have identified the great impact on information search and decisionmaking 
behaviors (Fotis, 2012), tourism promotion (Bradbury, 2011), and focusing on the 
best practices for interacting with consumers via social media channels (Hudson & 
Thal, 2013). 

However, the trustworthiness, subjectivity, and credibility of online travel information 
are always topical. Studies claimed that countries targeted using negative false 
information could see the process of their development of country image damaged. 
This disinformation is widely spread on social media nowadays in the form of fake 
news that would feature prominently in the brand management landscape. Fake news 
is a type of false information that mimics news media content in form but not in 
organisational process or intent (Lazer et al., 2018; Mills et al., 2020). Fake news 
may be manifested in various forms, including false stories, pictures, reviews, or polls 
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(Berthon & Pitt, 2018). Conceptualisations of fake news overlap with those of both 
misinformation, which is defined as the sharing of false or misleading information, 
and disinformation, which is determined as the creation and sharing of false or 
misleading information with the intent of engaging in deception (Lazer et al., 2018; 
Tandoc et al., 2018; Wardle, 2017).

Based on results, it was found that in the studied period of 2006 to 2017 false news 
reached more people than genuine news. The top 1% of false news cascades reached 
between 1,000 and 100,000 people, whereas genuine news rarely reached more than 
1,000 people (Vosoughi et al., 2018). Falsehood also circulated faster than truth. The 
degree of novelty and the emotional reactions of recipients may be responsible for the 
differences observed. Other researchers show that fake news is emotionally persuasive, 
and it triggers more emotional consumer responses than truthful news stories 
(Ekman, 1992) and more higharousal emotions than candid new stories (Vosoughi 
et al., 2018). At the same time, repeated exposure to false information will lead to 
perceived truthfulness of that information, even when the credibility of the source is 
questionable. In effect, news consumers will trust reputable news organisations (CNN, 
NBC, FOX etc.) more than unknown ones. Still, repeated exposure to fake news 
decreases this effect (Roggeveen & Johar, 2002). Shin et al. (2018) analysed tweets 
containing rumors (which are a type of fake news) and determined that rumors have 
a tendency to reverberate and resurface many times after the initial publication. In 
contrast, factual information does not come up again and again. 

There is no research engaged in assessing the amount of damage for tourism caused 
by fake news and especially negatively focused ones. That said, it is urgent to acquire 
profound knowledge regarding the effects of fake news on tourism for destinations 
of good reputation. It would facilitate comprehension of further anticrises strategies 
development and clear evaluation of possible sequences triggered by the propagation 
of fake news. Therefore, the present study attempts to fill a niche by investigating 
consumer perception of tourism in China when affected by fake news, and the impact 
of fake news on Chinese tourism. In other words, what is studied here is if the image 
projected by fake news is evaluated as real influence on changes in country tourism 
and how it is, in turn, related to awareness, associations, quality, and loyalty regarding 
China. What is more, the study will observe separately the consequences for mass 
tourism and a certain form of tourism in China to identify which is the most resistant 
to the influence of fake news.

3. METHODOLOGY

In this research disinformation is going to be analysed mainly as a tool for altering 
the image of tourism in China. Therefore, the most appropriate definition for our 
research is provided by X. Zhang and A.A. Ghorbani (2020, p.4): “fake news refers 
to all kinds of false stories or news that are mainly published and distributed on the 
Internet, in order to purposely mislead, befool or lure readers for financial, political 
or other gains”. 

This study is especially significant for China because, according to data, views on 
China have grown more negative in recent years across many advanced economies, 
and unfavorable opinion has soared over the past year, a new 14country Pew Research 
Center survey shows (Silver et al., 2020). Today, a majority in each of the surveyed 
countries have an unfavorable opinion of China. In Australia, the United Kingdom, 
Germany, the Netherlands, Sweden, the United States, South Korea, Spain, and 
Canada, negative views have been peaking since the institute began polling on this 
topic more than a decade ago. 

To estimate the volume of effect on mass tourism and the form of tourism and 
how sustainable they are, edutourism was selected as a representative form because 
educational travel enables students to experience society directly, gain factual and 
cultural knowledge, cultivate harmony with others, and understand the importance 
of education through their travel (Stone & Petrick, 2013). Besides, youth could, 
in the future, be sources of travel information around; also, the use of students 
was considered appropriate in order to obtain a relatively homogeneous sample in 
terms of certain demographic characteristics, such as age and level of education, for 
comparison purposes. 

The respondents were chosen to be from Russia and Hungary due to their destination 
proximity to China. One (Russia) is closer and the other one (Hungary) is further, so 
we can see if distance affects the perception of Chinese tourism before and after reading 
fake news. The final sample for the survey regarding negative fake news included 290 
Russian students from different programs in Russian universities around Russia and 
132 Hungarian students. The survey contained fake news with negative connotations 
including topics of “murder”, “new viruses”, “animals being used for food” etc., which 
were selected from the database of news credibility verification website Snoops.com.
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The way a country is perceived and projected by other countries can result in changes 
in their mutual relationships and strategic responses. Therefore, this study is going 
to apply this approach to analyse the effects of fake news on the image of Chinese 
tourism from a methodological point of view. To measure the volume and spheres to 
be affected the scores of country brand equity with its dimensions was chosen and 
each score was adopted to mass and educational tourism. The present study attempts 
to fill a niche by investigating if the image projected by fake news is evaluated as real 
influence on changes in country tourism and how it is, in turn, related to awareness, 
associations, quality, and loyalty (Boo, Busser, & Baloglu, 2009). 

For exploring the collective evidence regarding the impact of fake news on tourism 
in China, quantitative research was applied. A survey was conducted to determine 
perceptions about China. The questionnaire incorporated four sections. In the first 
section, respondents were asked to provide personal knowledge about the country, as 
well as their experiences, their gender and their age. In the second part, the perceived 
image of the respondent was evaluated based on concepts of cognitive and affective 
country image and country awareness, associations, quality, and loyalty which were 
evaluated with help of a 7grade scale. In the third section, respondents were given 
fake news items about China, its people and its products and after reading these, 
participants were asked to indicate their attitude toward the truthfulness of the news 
(e.g., “Please rate your overall attitude toward news”) on three items using a 7-grade 
scale (Ahluwalia & Gurhan-Canli 2000). Finally, participants proceeded to the 
fourth section where the relation of their perceived image after reading fake news was 
assessed based on the same scale provided by Boo, Busser, & Baloglu (2009) but in 
another order with help of a 7-grade scale. 

4. RESULTS

A total of 290 Russian respondents took part in the online survey who are 
the students of Russian universities from cities of around the country at various 
proximities to China. Most of the respondents (226 participants) were female and 
just 64 male; 91.2% have never visited China and only 8,8% had visited China. As 
for the Hungarian sample: 132 Hungarian students including 81,7% female and 
18,3% male, mainly living in Budapest, and just 1,5% having actually been to China.

Based on the results of the Independent Ttest represented in Table 1, Hungarian 
students are much more negative towards China than Russians because the mean is 
lower almost in all dimensions including awareness, perceived quality, and loyalty – 
and, significantly, stays below 0.05. However, the perceived association of edutourism 
seems resistant in both cases as there are no significant differences performing almost 
the same in both countries.

Table 1. Results of Independent T-test concerning negative fake news  
based on Hungarian and Russian respondents’ perception

Negative Fake News Mean Std. Deviation Sig.

Mass Tourism Awareness 
Russia - 3.71 1.25986

<.001
Hungary - 2.80 0.71101

EduTourism Awareness
Russia - 3.37 1.40378

<.001
Hungary - 2.55 0.87705

Perceived Quality 
Russia - 4.35 1.28025

0.012
Hungary - 4.02 1.05421

Mass Tourism Perceived Association 
Russia - 3.32 1.55687

<.001
Hungary - 2.1 1.05968

EduTourism Perceived Association 
Russia - 2.36 1.53907

0.136
Hungary - 2.14 0.99713

Mass Tourism Perceived Loyalty 
Russia - 3.94 1.58002

<.001
Hungary - 2.89 1.19168

EduTourism Perceived Loyalty 
Russia - 2.70 1.53933

<.001
Hungary - 1.8 0.93867

Source: author’s compilation

To identify the consequences of reading fake news, paired sample Ttest was 
selected. The findings (Table 2) represent a strong decrease in perception of Russian 
respondents in some scores of awareness both for edutourism and mass tourism 
(“China has a good name and reputation”, “The universities of China have a good 
name and reputation”); also, perceived quality suffers when it comes to personal safety 
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and quality of knowledge mitigation, in some scores of perceived association for both 
mass tourism and edutourism (“My friends would think highly of me if I visited 
China”, “The image of China is consistent with my selfimage”, “I can recognize 
universities in China among other competing brands”), and perceived loyalty in mass 
tourism (“I would advise other people to visit China”, “I intend to visit China in the 
future”) as well as in edutourism (“China would be my preferred choice for a study”).

Although, most data resulting in lower means after reading negative fake news depict 
a decrease in respondents’ perceptions some scores reflect the increase in means after 
reading misinformation, and for some scores, even significant ones. Thus, data in 
edutourism perceived association presents improvement in means between 1.90 and 
2.18 which is significant in the score of “I can quickly recall the symbol or logo of any 
university in China”, thereby emphasising the growth of students’ interest towards 
educational institutions after reading fake news. And mass tourism perceived loyalty 
is seen to get improvement in scores for “China would be my preferred choice for a 
vacation” with means between 2.51 and 2.91, and “I would advise other people to visit 
China” with means in the 4.28 to 4.51 range which are considerable as well. At the 
same time, though not being significant, some other scores elicit an increase in the 
mean, thus, evoking respondents’ interest in both mass and edutourism (“When I am 
thinking of an international holiday”, “China comes to my mind immediately”, “The 
universities of China are very famous”, “Characteristics of China come to my mind 
quickly”, “Highquality accommodation”, “Some characteristics of the most popular 
University of China come to my mind quickly”, “I intend to study at the University 
of China in the future”).

Table 2. Results of paired sample Ttest based on answers of Russian respondents

Country Brand Equity Dimensions Mean Std. 
Deviation Sig
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China has a good name and reputation
before 4.84

1.199 <.001
after 4.28

The universities of China have a good name and 
reputation

before 5.16
1.302 <.001

after 4.26

When I am thinking of an international holiday, 
China comes to my mind immediately

before 2.61
1.259 0.086

after 2.73

When I am thinking of my international education, 
the universities of China come to my mind 
immediately

before 2.47
1.285 0.101

after 2.34

I have seen a lot of advertising promoting China 
holidays

before 2.97
1.356 0.364

after 2.90

The universities of China are very famous
before 3.11

1.353 0.130
after 3.23

Characteristics of China come to my mind quickly
before 4.37

1.441 0.935
after 4.38

Pe
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d 
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High-quality accommodation
before 4.25

1.274 0.519
after 4.30

High levels of cleanliness
before 3.88

1.129 0.436
after 3.83

High level of personal safety
before 4.12

1.205 0.006
after 3.93

High-quality infrastructure
before 5.10

1.108 0.791
after 5.08

High-quality knowledge provided
before 4.75

1.354 <.001
after 4.37
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Country Brand Equity Dimensions Mean Std. 
Deviation Sig
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China fits my personality
before 2.54

1.252 0.190
after 2.44

My friends would think highly of me if I visited 
China

before 4.56
1.191 <.001

after 4.10

The image of China is consistent with my selfimage
before 2.85

1.220 0.010
after 2.66

I can recognize Universities in this China among 
other competing brands

before 2.88
1.267 0.027

after 2.71

Some characteristics of the most popular 
University of China come to my mind quickly

before 2.28
1.337 0.335

after 2.36

I can quickly recall the symbol or logo of any 
university in China

before 1.90
1.122 <.001

after 2.18
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m China would be my preferred choice for a vacation

before 2.51
1.233 <.001

after 2.91

China would be my preferred choice for a study
before 2.45

1.005 0.015
after 2.30

I would advise other people to visit China
before 4.28

1.337 0.004
after 4.51

I would advise other people to study at the 
University of China

before 3.42
1.200 0.071

after 3.29

I intend to visit China in the future
before 4.96

1.147 <.001
after 4.50

I intend to study at the University of China in the 
future

before 2.20
1.011 0.132

after 2.29

Looking at the results of Hungarians respondents provided in Table 3, we can deduce 
that sharp decreases in perception occur in the same scores of awareness as with 
Russian respondents (“China has a good name and reputation”, “The universities of 
China have a good name and reputation”), almost in all scores of perceived quality, 
as well in perceived association declining mainly in mass tourism (“China fits my 
personality”, “My friends would think highly of me if I visited China”) with just 
one score in edutourism (“I can recognize Universities in this China among other 
competing brands”), and mass tourism loyalty (“I intend to visit China in the future”).

The trend of perception growth is significant only in the case of edutourism awareness 
(“The universities of China are very famous”), and some improvement is observed in 
“When I am thinking of my international education, the universities of China comes 
to my mind immediately”, “I can quickly recall the symbol or logo of any university in 
China” although not being significant, thus representing only edutourism.

Table 3. Results of paired sample Ttest based on answers of Hungarian respondents

Country Brand Equity Dimensions Mean Std.  
Deviation Sig
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China has a good name and reputation
before 3,29

1.012 <.001
after 2.69

The universities of China have a good name and 
reputation

before 4.33
1.469 <.001

after 2.85

When I am thinking of an international holiday, 
China comes to my mind immediately

before 1.5
0.76 1

after 1.5

When I am thinking of my international education, 
the universities of China come to my mind 
immediately

before 1.45
1.293 0.059

after 1.67

I have seen a lot of advertising promoting China 
holidays

before 1.66
0.914 0.923

after 1.65

The universities of China are very famous
before 2.71

1.057 0.029
after 2.97

Characteristics of China come to my mind quickly
before 4.77

1.355 <.001
after 4.39
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High-quality accommodation
before 3.67

1.248 0.059
after 3.47

High levels of cleanliness
before 3.58

1.247 0.002
after 3.24

High level of personal safety
before 3.71

1.193 <.001
after 3.04

High-quality infrastructure
before 5.12

1.16 <.001
after 4.58

High-quality knowledge provided
before 4.75

1.316 <.001
after 4.71
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Country Brand Equity Dimensions Mean Std.  
Deviation Sig
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China fits my personality
before 1.81

0.758 <.001
after 1.45

My friends would think highly of me if I visited 
China

before 2.95
1.021 0.021

after 2.74

The image of China is consistent with my selfimage
before 1.55

0.85 0.353
after 1.48

I can recognize Universities in this China among 
other competing brands

before 3.15
1.398 <.001

after 2.61

Some characteristics of the most popular 
University of China come to my mind quickly

before 1.72
1.337 0.19

after 1.57

I can quickly recall the symbol or logo of any 
university in China

before 1.55
0.913 0.501

after 1.60
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China would be my preferred choice for a vacation
before 1.51

0.824 0.749
after 1.49

China would be my preferred choice for a study
before 1.55

0.803 0.127
after 1.44

I would advise other people to visit China
before 3.05

1.191 0.078
after 2.87

I would advise other people to study at the 
University of China

before 2.47
1.086 0.007

after 2.21

I intend to visit China in the future
before 4.12

0.943 <.001
after 3.56

I intend to study at the University of China in the 
future

before 1.38
0.849 0.051

after 1.23

Source: author’s compilation

Concerning merging results combining both nationalities, it is worth mentioning 
the phenomena constituting the positive movement after reading fake news in scores 
for edu-tourism (“The universities of China are very famous”, “I can quickly recall 
the symbol or logo of any university in China”) and intention to visit China on 
vacations (“China would be my preferred choice for a vacation”) which, in fact, could 
be correlated in the meaning with edu-tourism.

However, all other data present a considerable decrease in all scores of perceived 
quality, obviously reputation is reducing for tourism including the form of it, in the 

first four scores of perceived association and with mitigation in loyalty because the 
significance is lower than 0.05.

Such contradictory results may prove the idea of the resistance of forms of tourism 
towards crisis situations (Samarathunga and Gamage, 2020) which, in fact, raise 
interest or can attract attention against the background of a decrease in reputation.

Table 4. Results of paired sample Ttest based on answers  
of Russian and Hungarian respondents

Country Brand Equity Dimensions Mean Std. De-
viation Sig
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China has a good name and reputation
before 4.36

1.145 <.001
after 3.78

The universities of China have a good name and 
reputation

before 4.89
1.387 <.001

after 3.81

When I am thinking of an international holiday, 
China comes to my mind immediately

before 2.26
1.089 0.300

after 2.32

When I am thinking of my international education, 
the universities of China come to my mind 
immediately

before 2.15
1.266 0.415

after 2.10

I have seen a lot of advertising promoting China 
holidays

before 1.66
1.205 0.923

after 1.65

The universities of China are very famous
before 2.99

1.170 0.030
after 3.13

Characteristics of China come to my mind quickly
before 4.52

1.328 0.028
after 4.37
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High-quality accommodation
before 4.07

1.272 0.512
after 4.03

High levels of cleanliness
before 3.79

1.162 0.007
after 3.64

High level of personal safety
before 4.00

1.199 <.001
after 3.64

High-quality infrastructure
before 5.11

1.150 0.002
after 4.93

High-quality knowledge provided
before 4.77

1.355 <.001
after 4.16
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Country Brand Equity Dimensions Mean Std. De-
viation Sig
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China fits my personality
before 2.32

1.060 <.001
after 2.10

My friends would think highly of me if I visited 
China

before 4.06
1.138 <.001

after 3.67

The image of China is consistent with my selfimage
before 2.43

1.100 0.002
after 2.27

I can recognize Universities in this China among 
other competing brands

before 2.96
1.296 <.001

after 2.66

Some characteristics of the most popular 
University of China come to my mind quickly

before 2.11
1.314 0.681

after 2.08

I can quickly recall the symbol or logo of any 
university in China

before 1.79
1.017 <.001

after 1.97
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China would be my preferred choice for a vacation
before 2.21

1.087 <.001
after 2.44

China would be my preferred choice for a study
before 2.17

0.897 <.001
after 2.01

I would advise other people to visit China
before 3.91

1.302 0.187
after 4.00

I would advise other people to study at the 
University of China

before 3.13
1.156 0.001

after 2.94

I intend to visit China in the future
before 4.71

1.068 <.001
after 4.20

I intend to study at the University of China in the 
future

before 1.95
0.909 0.705

after 1.93

Source: author’s compilation

5. CONCLUSION

Fake news have plunged into the new structure of how information is distributed and 
consumed in the postmodern era. As travel and tourism deeply rely on the opacity 
of fake news and indistinct reliability will primarily affect users, their expectations 
and overall experience. This phenomenon is referred to as a particular area of study 
as it is cointegrated with key themes already researched in tourism such as consumer 

behavior, risk perception, marketing and crisis management. The investigation of this 
reciprocality will expand the knowledge to assist in understanding the issue. In light 
of the most recent developments of technological and societal nature, the ‘fake news’ 
phenomenon merits attention from academics researching tourism since it has not 
yet been directly considered. 

In this regard, the presented studies here have demonstrated a hierarchy regarding 
the effects of fake news on mass and edutourism. Findings prove negative exposure 
to fake news in almost all scores of perceived quality and which should be enhanced 
in promotional programs to increase the capacity of resistance of Chinese tourism 
in crisis situations or fake news attacks. Especially the events highlighting personal 
safety in China would benefit from attenuating subsequent negative consequences. 
These events may also contribute to improving the reputation of tourism as a whole 
and edutourism as one of its forms which data shows to suffer nowadays. Thus, proper 
advanced promotional activities may mitigate the effects of fake news and improve 
the image of Chinese tourism. 

Although, findings unveil a diverse volume of negative impacts on respondents’ 
perceptions based on the country and existing preconceptions, there is a common 
trend of increase in some scores related to edutourism. Therefore, this data provides 
evidence proving the strength and resistance of forms of tourism towards negative 
exposure to fake news. Thus, paying attention to a certain form of Chinese tourism 
promotion would contribute greatly to the sustainability of the image of tourism and 
further tourist intention to visit. This study provides data concerning edutourism, 
however, further research is needed to look at the strength of other forms of tourism. 
The intensity of the promotional programme should depend on the country and its 
proximity to China. The further a country is from China the more events would be 
required to interact with potential tourists. Such types of events would narrow down 
the target audience, reduce financial expenditure and increase the outcomes for the 
tourism sphere with the assistance of future youth ambassadors of Chinese tourism.

The findings of this research represent a relevant step in the advancement of 
knowledge about fake news and their effect on tourism. First, no previous studies 
have analysed the relationships between fake news and tourism. In this regard, the 
present research confirms the existence of a hierarchy of effects between fake news 
and tourism. Second, this study confirms various levels of impact on mass tourism 
and one of its forms (edutourism), providing theoretical and empirical support to 
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a topic little researched to date. From a managerial perspective, the results have 
significant implications for marketing activities. As experts of mass persuasion, 
marketing scholars and practitioners should take note of any new and effective 
persuasion technologies that appear on the horizon, fake news being one of them 
(Vosoughi, & al., 2018). Accordingly, public and private managers should identify 
the strengths that are more relevant for consumers in deciding where to travel or 
study and highlight these factors as part of the value offer (Simpson and Tan, 2009; 
Wilkins et al., 2012).

However, there are some limitations that should be underlined. The first one is a 
shortterm effect being evaluated in this study. Respondents were exposed to 
approximately 20 news items after which the scores were measured. However, the 
results of longterm effects if this type of news occurs for a week or a month may 
vary significantly due to the fact that the effect could be constant and prolonged. The 
second one is the necessity to apply this model to other forms of tourism which could 
yield other results.
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