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1. Growth of tourism industry in China
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1. Observed behavior of the Chinese tourists
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3. An empirical study on the cultural value and
behavioral norm of the Chinese tourists
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Domestic tourism: 5.539 billion trips, up by 10.8%
| NFREA%L55.39(2 AKX - Eb FAE[E]
HA£-10.8%
Inbound tourism: 291 million trips, up by 7.8%
ABDE - 291 - th FAE[EHINE £7.8%
Outbound tourism: 149.72 million trips, up by 14.7%
B - 1.49(8 - th RAREFEHNE R 14.7%
Tourism income: 5,950 billion yuan, up by 10.5%
FEHEUT A @ 5.9E{E » #£10.5%
Contributing to GDP: 11.04%
¥IGDPHYENR * 11.4%
Employed 10.29% of the total working population
wesE ACIERR] © 10.29%

XSS : 2018 F R EHIRIHALEIT.5C AR

FREFE

HEXEX! REHERABERL5ZAR

FRTNEFIR2 B12 8 B XAEMKES12B A M018FRENIZEAER, 2EER
IR AERE5.391Z AR, SEMBRHERBIKMAG.97H1Z7t. MAEERE, FEXERERT
BRIZ(ERZEE. HiE. HE. MIRERE, PELARLIRIKEALKI4972AA
R, BEISZARKRK, (FER)

(Source: Ministry of Culture and Tourism, PRC, 2019 ;

SAEACR © P BBk AEES - 2019)
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- Demographic factors A[IRZE

- the rise of the middle class and the increased disposable
Income

Py R HIWEAE A ] S HCU AR T2 15
- The powerful millennials E. &0 f7H) 1 [E TE&—~L
- The growing grey-hair market 43 5% 35 5K g £

 The highly developed and expanded transportation ,
network =2 LRI ARk

 Favorable government support and policy

E&ﬁé@jﬁﬁi?@@ﬁigg (Sour: The Fung Group, 2017

AR+ EHRERAFETFE T, 2017)
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10 most popular destinations in China overall

o 5] 7 R Y L O K i 3

10 Most Popular Tour Destinations =
® =
v - L,.,.L.
| Beijing
Yellow River g ngyao j/
S L H
m { Suzhou | S A

A\

‘ i -
L Huangshan

| Y
Chengdu angtze River e 5
72 L4 . 4 Shanghai

.‘JV

Chongaing .

P g .

GU"iQ Hong Kong

https://www.chinahighlights.com/travelguide/article-top-
china-tourist-destination.htm 2019

10 most popular destinations for domestic tourism
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(Source: Tourism development report, by Tencent and TalkingData, 2018
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- Important information source

1.
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- Important booking channel
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- Important information Sharing platform Q12014 Q32014 Q12015 Q32015 Q12016 Q32016 Q12017
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(Source: The Fung Group, 2017
A - BRI TE . 0,2017)
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492 million passengers made their trips by car during this Golden Week in 2018
2018 F = 184,925 A\ ZCim i/ NS E T S

The railways served 98.98 million passengers, an increase of more than 10 percent

year-on-year, according to the China Railway Corporation.

RIE PRI A > T—{E (0.9898(F ) AX=w#HS KEHTIT » ELEFE
BER—H
12.95 million Chinese tourists traveled by plane, growing by 14.6 percent year-on-
year.

12958 #iF 5 2018 2 < A FOTRIK LT > B BRI R 14.6% -

(source: China Briefing, 2018 ;
BB TPEREEy - 2018)
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A big increase in private tours and customized tours

AT RANERT FRERSSHH TS KRR

Seeking in-depth travel experience, instead of just checking-in
£ HAVHEA (EFERIT R - R ERARE

Leisure island tourism, heritage tourism, urban sightseeing, spa and wellness
tourism, and rural and ancient town tourism get most popular

EELORIN ~ P SsE ~ ERATUDYE ~ RRIT R ~ R FITI T 25 AAY
AL

Snow resort in the north and warm whether in the south are getting attractive
m N o L EFAEBOVIAS

An increase in leisure tourism (30.1%)

ORI R AN Y EEEE R T (30.1%)

An increase in family tourism, with kids (26%)

A E[ 0
’¥E?ﬁ§tb§%ﬂ ( 26 /0> (Source: China Tourism Daily, 2019; 2018 Tourism Development Report
AP E Rk, 2019; 20181k TR EERIRE)
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* The top three categories for consumption are shopping (25%), accommodation
(18%) and dining (16%) (Nielsen, 2018).

*+ fRiENielsen (2018) FFEUHER @ FEEFCER A EMY) (25%) ~ (£1E
(18%) ~ FEEX (16.%) 750 02%

Bl shopping
B Accommodation 9.5%

. Dining

14.0%

10.0%
. Tourist Attractions
Local Transportation
. R fi 24.6%
ecreation 18.4%

. Communication/ Internet Charge

. Others (5.8%

ource: Nielsen

« Transportation and accommodation takes the majority for domestic tourism
HIE N BRI AR - 2B E a B s (2018 JRiF TR RS )
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WeChat Pay
= {EEAN]

UnionPay Your Way

Allpay com

THE PROPORTION OF PAYMENT TRANSACTIONS BY CHINESE TOURISTS TRAVELING OVERSEAS

Mobile Payment ’ Bankcard Payment

3% 38% 30% 2018

” Cash Payment

28% 42% 30% 20(7

Source: Nielsen
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?CZ;/ p e OB =B E An empirical study to understand the underpinning cultural
o titute for Tourism Studies AL =Yy =1s 5 e = AN ==
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Objective :

7 T
A58
-/—I—\A [ ] Joumnal of Hospitality and Tourism Management 38 (2019) 168-175
T
s

To understand which cultural values and norms are
underpinning the Chinese mass travelers’ behavior

Journal of Hospitality and Tourism Management

www.elsevier.com/ i

Developing a measurement scale for cultural values and norms of Chinese )
. . . mass travelers =
77 5 481 = manj /—‘ﬁ‘ i T i [ BE )t =
é[_—: -/ Loy I_ [ | l:lx m U( ? /r I \ E E D /I, I Lianping Ren®", Hangin Qiu”
/I:_r\l/ E‘ =z /‘\\ ~ /‘\\ * Instinge for Tourism Sudies, Colina de MongHa, Moca
® School of Hotel and Teurism Mancgemery, The Hong Kong Polytechnic University, 17 Science Museum Road, TST Eos, Kowloon, Horg Kong
o S
~
*—/—I_‘—\A 7 ARTICLEINFO  ABSTRACT
Keywords: This study aims to explore the cultural values and behavioral norms of Chinese mass travelers based on travelers'
Chinese cultral vlues consumption experience with budget hotels, which i a recently emerged hotel ector in China. A measurement

Betuvioral nomms scale is developed following the main steps recommended by Churchil (1979). The scale incorporates three
Measwemest scale dimensions (eleven items), including traditional virtues (five items), relati lues (three items), and choice

To develop a measurement scale of cultural values =  =esseseses
and norms of the Chinese mass travelers

Fe 22 g &= P B R SR I Y A BB R B T By

mENEFR T HE




9 MoBE B OBR

INSTITUTO DE FORMACAO TURISTICA

Institute for Tourism Studies

« The impact of cultural values and norms on consumer behavior :

ALEES AR R AR BRI

- expectation of service quality ¥k #'E =HVHARF (Weiermair, 2000) Cultural Iceberg
- evaluation of service ¥}k #5HVEHE (Crotts and Erdmann, 2000; - g,
Mattila, 1999) Sk _52%7"'%3“: i

Beliefs and
Assumptions, about the formal and

Parceplicnn informal systems
Attitudes
Feelings (anger,
fear, liking, despair,
ete.) Values
Informal interactions
Group norms

Informal
(Covert)
Aspects

- satisfaction jig= 5 (Yau, 1994)

« Three major schools of influence in China: traditional culture,
communist ideology, and western values (Fan, 2000); v ., T St o 7
HPEELEZEN =K EREEGR @ H5oUb ~ e EEEE - gy
EE® (Fan, 2000)
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Procedures

Techniques used

1. Generating items

Literature review - academic literature,
market surveys on budget hotel
customers, and other sources

In-depth interviews among budget
hotel customers in China

Panel review
2. Collecting data Pilot study (n=155)
3. Purifying measure Coefficient alpha

Factor analysis

4. Collecting data

Survey (N=371)

5. Assessing reliability and validity

Composite validity
Convergent validity
Discriminant validity
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No. Traditional Chinese Cultural VValues Number of selections
1 Pragmatic / to suit a situation 26
2 Thrift (saving) 21
3 Obligation for one’s family 20
4 Harmony with others 20
5 Guanxi (personal connection or networking) 20
6 Contentedness with one’s position in life 20
7 Industry (working hard) 19
8 Yuarn (predestined relationship) 19
9 Sincerity 18
10 Conformity (group orientation) 18
11 Trustworthiness 18
12 A sense of belonging 17
13 Face (protecting, giving, gaining and losing) 17
14 Moderation, following the middle way 16
15 Adaptability 15
16 Self-cultivation 15
17 Reciprocation of greetings, favors and gifts 15

18 Li / Propriety 15
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Items Salient points expressed by interviewees (frequency)

1. Brand
conscious

Well-known brands (5)

Feel more guaranteed to choose familiar brands (2)
Brands with good reputation (8)

Brands with good past experience (4)

2. Friends and
colleagues’ references

Rely on friends and colleagues’ recommendation (3)
Friends and colleagues are important sources for information
regarding the choice of budget hotels. (2)

3. Hotel brands
that friends and
colleagues have
chosen

Tend to choose hotel brands that friends and colleagues have
chosen (3)

Friends and colleagues’ past experience with budget hotels
can be of reference. (3)

4. Online review
reliance

Rely on online comments and reviews before making choice
Online reviews influence my decision (12)

5. Internet reliance

Rely on internet information about the quality, location, value,
facility and other attributes of the budget hotels (6)

6. Internet reservation
preference

It is convenient to reserve via internet channels (5)
It is cheaper to reserve via internet channels (5)
Time saving (3)

7. Price
consideration

Affordability (15)
Reference price (3)
Budget available (7)

8. Good value
preference

Always pursue good value for money (9)

9. New products

Like to try out new types of hotel products (2)

10. New brands

Like to experience new brands (3)
Like to compare hotel brands that | haven’t tried before (1)
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Table 5.1 Geographic distribution of respondents”® residence area and hotel

locations

Regions Provinces and Number(Percentage)
municipalities Place of Hotel location

residence

Northern Beijing. Tianjin. Hebei. 43 (10.4%) 44 (10.6%)

China Shanxi. Inner Mongolia

Eastern Shanghai. Tiangsu. Zhejiang. 262 (63.3%) 246 (59.4%)

China Fujian. Shandong

Central Henan. Hubei. Hunan, 37 (8.9%) 41 (9.9%%)

China Jiangxi. Anhw

Southern Guangdong. Guangxi. Hainan 12 (2.9%) 27 (6.6%)

China

North-easte Liaoning. Jilin. Heilongjiang 23(5.6%) 19 (4.6%)

m

South-west  Sichuan. Chongqing. Yunnan. 16 (3.9%) 16 (3.9%%6)
Guizhou

North-west  Shaanxi. Xinjang. Quinghai. 7(1.7%) 14 (3.4%)
Ningxia. Gansu

Other areas Hong Kong. Macau. Taiwan 13 (3.1%) 0

No response 1 (0.2%) 7 (1.7%)

Total

414(100%)

414 (100%)
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Dimensions and items « m
= £ £ I L
s & 8 BS 2 a3
8 = u g8 2 e c
— o Lo c S 'c
s 5 3 S o 52
@) O L =28 W > &
V1 Traditional Virtues (Virt) 912 5.039 38.760
Pragmatic / practical 634 779 715
Thrift (saving) 595 720 .661
Obligation for one’s family 155 .854 .803
Harmony 129 .828 .7186
Industry (working hard) .687 .783 134
Sincerity 126 .850 174
Trustworthiness (credit) .708 .799 .686
v2 Relational values (Rela) .805 2.351 18.082
Conformity (group orientation) .651 185 .630
Face (87 .886 .636
Moderation 718 .836 707
(following the middle way)
v3 Choice norms (Chnm) 7135 1.639 12.608
Friends’ brand choice influence 541 634 451
Online review reference .804 .893 673
Online information reliance .694 824 567
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Improved model of

CV (N=371) Estimate S.E. C.R. P Std FL SMC
Traditional Virtues

1 <--- Virt 1.000 745 .555

3 <--- Virt 1.079 .062 17.529 Fxk .890 793

4 <--- Virt 1.008 .059 17.077 el .868 754

5 <--- Virt .993 .061 16.156  *** .825 .680

6 <--- Virt .956 .063 15.177 el 179 .607

CR=0.913 AVE = 0.678
Relational Values

8 <--- Rela 1.000 .653 427
9 <--- Rela 1.188 104 11405  *** .816 .666
10 <--- Rela 1.172 103 11431  *** 801 641

CR =0.803 AVE = 0.578
Choice Norms

11 <---  Chnm 1.000 .649 421
12 <---  Chnm 1.418 142 9.961 kol 919 844
13 <---  Chnm 1.087 111 9.831 ool 590 349

CR=0.771 AVE =0.538
x2 = 105.090, df =41, p <.001, y2/df =2.563, GFI=.952, CFI=.968, RMSEA=.065
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A three-dimensioned measurement scale =4 EF
- Traditional virtues {8415
(pragmatic, family obligation, harmony with others, hardworking, and sincerity)
(EH ~ KEFER - NG - 2155 - Eal)
- Relational values BE{#EH:
(conformity, face, and moderation)
(—2UIEGE ~ '+ ~ FEE)
- Choice normisEfEfE4E:

(friends’ brand choice influence, online review reference, and internet
Information reliance)

(AZEmMRE - GEEHES S ~ AR EERE)
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« Accommodating the Chinese mass travelers — different
preparations -~ —HVAER — DUHEEAF P BIIRT TR
* Marketing channel $5&E2EHE

* Product design & hEwE

 Value for money products = & LELAY ZE Sk
« E-Word-of-Mouth #&%% 175

- Different ways to collect feedback ‘R [EZEE = B BEUTE

7
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