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ABSTRACT

The construction of a healthy China has been elevated to a national
strategy. As an important support for the national health cause, the big health industry
involves many fields, including elderly care, tourism, medical care, sports and other
fields. Guangxi is an autonomous region inhabited by many ethnic groups, with
beautiful mountains and clear waters, pleasant climate, rich resources, and broad
prospects for the development of a large health industry. In 2017, Nanning was
designated by the National Tourism Administration and the State Administration of
Traditional Chinese Medicine as one of the first 15 national TCM health tourism
demonstration zones in the country. How to rely on the relevant government policies
to enhance the development of Nanning's health tourism industry is a topic worthy of
research. Therefore, this research takes Nanning City as the research scope, takes
Hierarchy of Needs and Concepts of Satisfaction as research variables to explore the
influence of tourists' behavior intentions in Nanning's health tourism, and then
proposes the development of Nanning's health tourism industry. The research sample
group is tourists who travel to Nanning City. The questionnaire method was used to
conduct a questionnaire survey of 500 tourists to Nanning, and the data obtained were
analyzed using SPSS statistical procedures. Data analysis is mainly divided into two
parts. First, use the method of descriptive statistics to quantitatively describe the
Demographic Characteristics of the Respondents. Secondly, through reliability analysis,

validity analysis, difference analysis, correlation analysis and regression analysis to



determine the relationship and meaning of each concept. At the same time, the

research hypothesis is tested.

The results show that all hypotheses are accepted by the model test. The
physiological needs, safety needs, respect needs and self-realization needs of tourists
have a significant positive impact on the willingness of Nanning City's health tourism
behavior. Tourist locations, production services, product prices and marketing methods
also have a significant positive impact on the willingness of Nanning's health tourism
behavior. Based on the conclusions drawn from SPSS data analysis, the author puts
forward the following suggestions for the development of Nanning's health tourism
industry. 1) The government should improve the relevant policy system and optimize
the development plan for the big health tourism industry. 2) Actively expand the
promotion  of  Nanning's  health  tourism and increase  investment
promotion. 3) Innovate the big health tourism industry model and build a big health
tourism brand. 4) Improve the service management system, and improve the quality

of supporting services for health tourism.

Keywords :  Health Tourism industry, Development in the Nanning City, Health

Tourism Behavior
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CHAPTER |
INTRODUCTION

Background of the Study

Since the end of 2019, Coronavirus disease 2019(COVID-19) outbreak in global,
Cities with severe epidemics have taken measures to close the city, such as Wuhan in
China. By March 2020, the pandemic situation in foreign countries became more and
more serious, and some countries also borrowed from China's experience to fully
protect. As of July 15, 2020, According to CCTV News and other domestic authoritative
media, official websites of mainstream health departments and mainstream media
overseas, the cumulative number of confirmed cases worldwide is 13,234,871, and the
existing confirmed cases are 5,518,343. COVID-19 ruthlessly ravages people's health
and even life. Health issues have once again become a hot spot and have been paid
attention by the people of the world.

Since the 18th National Congress of the Communist Party of China in 2012, The
Party Central Committee with Comrade Xi Jinping at its core attaches great importance
to health issues, The NPC Standing Committee (China) passed legislation to provide
legal support for the development of the health industry, Healthy China construction
has risen to national strategy. The great health industry is based on medical and health
and biotechnology, life sciences, with the purpose of maintaining, improving and
promoting the health of the people, providing the public with a collection of
production activities that are directly or closely related to health. The laegr health
industry, as an important support for the national health cause, involves many fields,
including pension, tourism, medical care, sports and other fields, and will surely
become a new engine for economic growth.

Guangxi zhuang autonomous region is a place where many ethnic groups live
together and is the province with the most longevity towns in China. The scenery is
beautiful, the climate is pleasant, and the natural resources are rich. Great health
industry has broad development prospects. Since 2019, a series of documents
including "Several Opinions on Accelerating the Development of Great Health Industry"
have been issued. Focus on building a "3+3" large health industry system centered on
the Health Medical, health-Provide for the aged, health tourism industries, and the
joint development of health medicine, health sports and health food industry with
radiation. Guangxi should give full play to the advantages of the ecology, resources,

location, and good development foundation for the development of the big health



industry, seize multiple opportunities, deepen reform and innovation, and cultivate
the big health industry into a strategic pillar industry and an emerging industry that the
people are satisfied with. New kinetic energy for Guangxi's economic growth.

In 2017, Nanning City was designated by the National Tourism Administration
and the State Administration of Traditional Chinese Medicine as one of the first 15
national Chinese medicine health tourism demonstration areas in the country. Nanning
City is the permanent host of the China-ASEAN Expo, using its own advantages to
organize various international cultural exchange activities to promote tourism
cooperation between China and Southeast Asian countries. According to statistics, from
January to September 2019, the total number of tourists in Nanning increased by
14.34% year-on-year, and tourism consumption increased by 23.58% year-on-year.
Based on the advantages of the development of the large health industry, Nanning
will comprehensively promote the creation of a large health tourism Industrial

Development.

Research Problem

Combined with the above situation, Nanning, as the capital of Guangxi, has
been identified as one of the first 15 national Chinese medicine health tourism
demonstration zones in the country. The research on the development of the big
health tourism industry is of great significance. Nanning faces good opportunities in
the development of medical tourism, but also faces some problems and challenges.
Nanning should seize the good opportunity of the development of the big health
tourism industry, promote the organic integration of the big health industry and the
tourism industry, and effectively promote the development according to the relevant
policies and plans that have been issued.

"The 70 common indicators in the nine healthy city indicator systems are
divided into six categories: environmental indicators, social indicators, service
indicators, crowd indicators, healthy places, and public opinion indicators." (Wenjie
Huang, 2016)

It can be seen that the main research issues of this paper are to understand
the behavioral willingness of domestic tourists to the health tourism in Nanning, to
find the influencing factors for the development of the health tourism industry, and
to provide suggestions for improving the development of the health tourism in

Nanning.



This study uses "Hierarchy of Needs" and "Marketing Mix" as the main research
variables to explore the influence of "Hierarchy of Needs" and "Marketing Mix" on the
behavioral intention of domestic tourists to Nanning's health tourism, in order to infer
the improvement of Nanning's health Recommendations for the development of
tourism.

As the construct, the research problem will be addressed as follow:

Will the physiological needs of tourists have the positive effect on the
willingness of Nanning's health tourism behavior?

Will the safety needs of tourists have the positive effect on the willingness of
Nanning's health tourism behavior?

Will the social needs of tourists have the positive effect on the willingness of
Nanning's health tourism behavior?

Will the respect of tourists have the positive effect on the willingness of
Nanning's health tourism behavior?

Will the tourists’self-realization have the positive effect on the willingness of
Nanning's health tourism behavior?

Will the tourist location have the positive effect on the willingness of Nanning's
health tourism behavior?

Will the production services have the positive effect on the willingness of
Nanning's health tourism behavior?

Will the product prices have the positive effect on the willingness of Nanning's
health tourism behavior?

Will the marketing methods have the positive effect on the willingness of

Nanning's health tourism behavior?

Objective of the Study

Under the background of the national strategy of "Building a Healthy China",
the big health industry, as an important support for the health of the whole people,
will surely become a new engine driving economic growth. Nanning has been identified
as one of the first 15 national TCM health tourism demonstration areas in the country.
This research will elaborate on Maslow’s concept of hierarchy of needs and the
concept of marketing mix, and explore its impact on domestic tourists who go to
Nanning for health tourism, and then conduct research on the development of the

health tourism industry in Nanning.



The main purposes of the research are as follows:

1. Explore level of tourists hierarchy of needs theory and marketing mix.

2. Investigate the result of hierarchy of needs and marketing mix forward
healthy tourism behavior.

3. Provide data as a vehicle to develop healthy tourism in Nanning City.

Expected the Results

The results obtained through the analysis of quantitative research can be used
as the research results of this article:

Consumer needs and tourism locations, production services, product prices, and
marketing methods in marketing theories have a positive impact on tourists' willingness

to travel healthily, which will be verified through data analysis.

Scope of the Study

About the scope of the study, that will take domestic tourists traveling to
Nanning as the research object. Visitors are not limited by gender, age, education and
income. Nanning is the capital of Guangxi. As the permanent venue of the China-ASEAN
Expo, Nanning uses its own advantages to organize various international cultural
exchange activities to promote tourism cooperation between China and Southeast
Asian countries. In addition, Nanning was designated by the National Tourism
Administration and the State Administration of Traditional Chinese Medicine as one of

the first 15 national TCM health tourismm demonstration zones in the country.

Limitation of the Study

The research objects involved in this study are mainly domestic tourists
traveling to Nanning. If it can be expanded to international tourists traveling to Nanning,
it will be able to understand the needs of tourists for health tourism on a larger scale,
and thus contribute to optimizing the development of health tourism in Nanning.
Come for greater reference value. In addition, the research starts in June 2020 and
lasts until June 2021. One year is spent on preliminary research, designing
questionnaires, how to issue questionnaires, and data analysis. Time is limited and the
depth of research is not enough. In the future, More extensive and complete research

needs to be carried out.



Definition of the Terms

The general health industry is a collection of production activities based on
medical and health, biotechnology, and life sciences, with the purpose of maintaining,
improving and promoting the health of the people, and providing the public with
products and services directly or closely related to health. As an important support
for the national health cause, the general health industry involves many fields,
including elderly care, health preservation, medical care, culture, sports, tourism and
other fields.

The big health tourism industry refers to the organic integration of the tourism
industry and the big health industry, which is an inevitable trend for the high-quality

development of the tourism industry.



CHAPTER Il
LITERATURE REVIEW AND RELATED STUDY

Theory

Maslow’s Hierarchy of Needs Theory

American psychologist Maslow is the founder of humanistic psychology. He put
forward the hierarchy of needs in his book "Theory of Human Motivation" published in
1943. In order to understand people's behavior in society, Maslow believes that it is
necessary to do some preliminary understanding of people's basic needs and internal
driving forces. Therefore, he divides people's basic needs into several levels, that is,
from elementary needs to advanced needs, in order of echelon: physiological needs,
safety needs, social needs, respect needs and self-realization needs. Maslow's theory
was fully expressed in his 1954 book Motivation and Personality. These five levels can
be classified in this way. Physical needs and safety needs are basic needs, social needs
and respect needs are psychological needs, and the last level is Self-Fulfillment needs
needs. The hierarchy remains a very popular framework in sociology research,
management training (Kremer, William Kremer; Hammond, Claudia., 2013) and
secondary and higher psychology instruction. Therefore, the introduction of this theory
in this study helps to understand the needs of consumers. Consumer needs reflect
the needs of the tourism market to a large extent. This is self-evident for the
development of the health tourism industry. By analyzing the tourism market demand,
understanding tourists' travel motives and interest preferences, combining the health
tourism resources and environmental status, clarifying the influencing factors of the
health tourism industry, and optimizing the future development path of the health

tourism industry.



Self-Actualization
Needs or Self-
Realization Needs
Need for development
of inborn talents,
potential, resources,

4 accomplishment.

Esteem and Prestige Needs or Ego Needs
. Need for self worth, respect, status,
recognition, reputation, admiration, strong

confidence.
Love and Belonging Needs or Social Needs
Need for love and to be part of a group -family
group, peer group, friendship group
2 Safety Needs or Security Needs
Safety from dangerous physical and social situations
1 Physiological Needs

Need for food, water, shelter, clothing, comfort, rest or sleep, reproduction or procreation

Figures 1 Maslow’s Hierarchy of Needs Theory

Marketing Mix 4ps Theory

The 4Ps of marketing is a model for enhancing the components of your
"marketing mix" — the way in which you take a new product or service to market. It
helps you to define your marketing options in terms of price, product, promotion, and
place so that your offering meets a specific customer need or demand.

The marketing mix and the 4Ps of marketing are often used as synonyms for
one another. In fact, they are not necessarily the same thing.

"Marketing mix" is a general phrase used to describe the different kinds of
choices organizations have to make during the process of bringing a product or service
to market. The 4Ps is one way - probably the best-known way - of defining the
marketing mix, and was first expressed in 1960 by E. J. McCarthy in his book, "Basic
Marketing — A Managerial Approach."

The 4Ps are:

Product (or Service).

Place.

Price.

Promotion.



Theoretical framework

Through an overview of the theoretical framework, a new model of industrial
development is proposed. The model diagram includes four aspects of Maslow's

demand level, consumer behavior, stakeholders and industrial development.

Demographic / \
Propose

Factors / \
approaches to

P N development of
Health Tourism the province as

Hierarchy of Needs ) Behavior in Nanning g a center of
health tourism
\ / in the upper

e N Nanning of
\ / China
Marketing Mix

. J o )

Figures 2 Theoretical framework

Related Study

The domestic health industry is in its infancy. Compared with the United States,
the structure of the health industry is relatively simple, with hospital medical services
accounting for 95%. as follows.

The broad health industry has broad prospects for development. The reason
lies in the national strategy of "Building a Healthy China" and the current market
situation facing the aging of the population, environmental pollution, economic
development, rising health awareness and changes in medical costs.

The scale of the pension industry market has increased. In 2020, the number
of elderly people aged 66 and above will account for 10.1% of the country's total
population, which is approximately 137 million. The elderly care industry chain will
involve daily consumption, medical care, life security, leisure and entertainment, etc.

The scale of health tourism market will reach hundreds of billions.

China has begun to pay attention to the construction of health industrial parks,
especially in developed areas. For example, Suzhou City, Zhejiang Province has built
a Global International Health Industrial Park, which is the only international industrial

park in China with the theme of the integration of the health industry chain. Zhuhai



City, Guangdong Province has built the World Health Industry Raw Material City, which
is currently the only professional health industry raw material market in the country.
Beidaihe, Qinhuangdao City, Hebei Province, plans to build the first national-level life
and health industry innovation demonstration zone, forming a five-in-one life and
health industry cluster of "medicine, medicine, nourishment, health, and tourism".
Shaoxing City in Zhejiang Province will plan to build a health-preserving city. Wuhan
City, Hubei Province will plan to build Longyang Lake Health Valley to pre-cultivate
leading domestic pharmaceutical e-commerce companies. In addition, Guangxi mainly
builds "five areas (corridors)", namely, the Xijiang Traditional Chinese Medicine Health
Tourism Corridor. The second is the ecological landscape vacation and health tourism
area in northeast Guangxi. The third is the seaside leisure and health tourism area of
Beibu Gulf. The fourth is the longevity health resort tourism area in northwest Guangxi.
Fifth, the ecological and folk custom experience health tourism area in Central Guangxi.
In Nanning, the Evergrande Cultural Tourism Health City has been built. It is located in
the national airport economic zone and is close to Wuxu Airport. It covers an area of
500,000 square meters. It is a collection of "super large water world, children’s world,
tourism world, and customs an all-round cultural, tourism and health resort that
integrates hot springs, gourmet food, themed cultural park, health valley, and modern
intelligent agricultural sciences. Also planned are Nanning Wanyou International

Tourism Resort and Nanning Guiken International Health City.

Conceptual framework

On the basis of the above theoretical framework, combined with theoretical
concepts and dimensions, the conceptual framework of this article is constructed. The
independent variables are Demographic Factors, Hierarchy of Needs and Marketing Mix,

and the dependent variable is Health Tourism Behavior in Nanning. as follows:



4 )

Demographic Factors
- Sex
- income
- education
-age
-occupation
-status

Hierarchy of Needs
- physiological needs
- safety needs
- social needs

- respect needs
- self-realization needs

-

- /
4 )

Marketing Mix
- Place
- Product Service
- Price
-Promotion

o J

Figures 3 Conceptual framework

Health Tourism
Behavior in
Nanning

10

4 )

Propose approaches
to development of

Research Hypothesis

\4

the province as a
center of health
tourism in the upper
Nanning of China

- /

According to the conceptual framework, this research proposes 9 hypotheses.

The reasoning process and assumptions will be explained in the following content.

Consequences of Hierarchy of Needs

From Maslow’s hierarchy of needs theory, it can be seen that the hierarchy of

human needs is mainly divided into five levels, namely, physiological needs, safety

needs, social needs, respect needs and self-realization needs. The higher the level of
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consumer demand and the more comprehensive, the broader the service scope of
the health tourism industry and the higher the service quality requirements.

H1: The physiological needs of tourists have a significant positive impact on the
willingness of Nanning's health tourism behavior.

H2: The safety needs of tourists have a significant positive impact on the
willingness of Nanning's health tourism behavior.

H3: The social needs of tourists have a significant positive impact on the
willingness of Nanning's health tourism behavior.

Hd: The respect of tourists needs to have a significant positive impact on the
willingness of Nanning's health tourism behavior.

H5: Tourists’self-realization needs to have a significant positive impact on the
willingness of Nanning's health tourism behavior

Consequences of Marketing Mix Strategy

H6: The tourist location has a significant positive influence on the willingness
of Nanning's health tourism behavior.

H7: Production services have a significant positive impact on the willingness of
Nanning's health tourism behavior.

H8: Product prices have a significant positive impact on the willingness of
Nanning's health tourism behavior.

H9: Marketing methods have a significant positive influence on the willingness
of Nanning's health tourism behavior.



CHAPTER IlI
RESEARCH METHODOLOGY

Locale of the Study

The location of this study is concentrated in Nanning, Guangxi Zhuang
Autonomous Region, China. The target population is concentrated in domestic tourists

visiting Nanning City.

Population and Sampling Procedures

Population

This research focuses on domestic tourists visiting Nanning.

Sampling

This study uses a simple random sampling method to collect data on domestic
tourists who go to Nanning to participate in health tourism. Due to the large number
of tourists, precise estimates cannot be made, therefore, data are collected from a
sample. Select the Cochran formula to calculate the sample size. Investigators can
obtain information on people of different ages and strata, can estimate sampling error,

and survey results can be used to infer general conditions.

Variable of Measurement

The independent variables of this study are consumer demand, consumer
behavior and related stakeholders, and the dependent variable is Health Tourism
Industry. In order to further understand the influencing factors of the development of
Nanning's big health tourism industry and optimize the development of the industry,
this study uses questionnaires to survey tourists who travel to Nanning. The
questionnaire uses Likert scale to design options. Each item is set up according to the
level of very approved, approved, general, disapproved, and very disapproved, which
are checked by the respondents, and the scores are "5", "4", "3","2", and "1" to indicate
the tourist's Recognition, the closer the value is to 5, the higher the recognition; the
closer the value is to 1, the lower the recognition. In addition, it also involves the basic

information of the respondents, including basic information, education level and
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income structure, etc. The variable of each concept and the items in every concept

will be discussed in the following.

Table 1 Demographic Factors

Dimention No. [tem
Gender 1 your gender
age 1 your age
education 1 Your education level
income 1 Your personal monthly income
occupation 1 Your occupation
status 1 How many times have you visited nanning
2 Who are you traveling with
3 How did you know about the great health tourist

attractions in Nanning

Table 2 Consumer Behavior Scale

Dimention ltem
physiological 1 you care about the sanitary condition of tourist
needs attractions.
safety needs 2 you care about the safety of tourist attractions.
social needs You know something about health tourism.
2 Your purpose of choosing a health tour is to get close
to nature and experience ecological agricultural life.
Your purpose of choosing a big health tour is to relax,
3 keep fit and keep healthy.
respect needs You think health tourism can improve people's demand
a4 for quality of life.
Self-Fulfillment You think traveling is a way to relax and forget your
needs worries.
2 You like health tourism more than ordinary sightseeins.
3 You think health tourism can relax your tired body

better.

Source: Abraham H. Maslow (1943)
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Table 3 Marketing Mixes Strategy

Dimention

No.

Item

Place

Product Service

Price

Promotion

You think it is important to have convenient traffic
conditions around the health and wellness tourist
attraction.

You think the basic public facilities in tourist attractions
should be complete.

You prefer to travel to health-preserving tourist
attractions with cultural brands..

You are satisfied with the natural landscape of the
health and wellness tourist attraction

You are satisfied with the humanistic landscape of the
health and wellness tourist attraction.

You are willing to purchase health care products and
services during the health care travel process.

you think the service quality of tourist attractions
affects your travel experience.

You are satisfied with the service attitude of the staff in
the health and wellness tourist attraction.

Your opinion on the ticket price of health and wellness
tourist attractions.

Your opinion on the price of souvenirs in health and
wellness tourist attractions.

Your opinion on the price of meals in health and
wellness tourist attractions.

You think health tourism should focus on health care
products and health care services.

You think health tourism promotion should adopt the
"online + offline" advertising model.

You think that the external publicity of health and

wellness tourist attractions is strong.
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Table 4 Tourism Behavior

Dimention No. Item

Tourism Behavior 1 In the future, you will travel to Nanning Health Tourism
Scenic Area again.
2 In the future, you recommend relatives and friends to

local health tourism.

Research Instrument

In the initial stage of the research, exploratory methods are used to describe
the research questions, that is, to answer the research questions. Secondly, before the
theory is formed, collect data and use explanatory methods to answer "how to carry
out" and "why to study". Finally, use descriptive methods to present information about
the research phenomenon. Therefore, this research mainly adopts exploratory

methods, collecting raw data in the form of questionnaire survey.

Pretesting of the Instrument

According to Narins (1999) pointed that it is difficult to say how many
participants to have per pretest. A rule of thumb is a sample of 25 to 75 for a large-
scale study. And on the book “Making Health Communication Programs Work: A
Planners Guide” has the chapter to discuss about the planning and pretest, it mentions
that in pretest the sample size should be large enough, however, to give the
confidence that have sampled a range of opinions. A reasonable and adequate sample
size is 50 participants typical of the target audience. In order to test the effectiveness
of the quality of the survey, it is necessary to conduct a preliminary survey before the
actual survey. First issue 50 preliminary survey samples. Through empirical analysis,
the reliability of the method is verified.

Data Gathering
Data collection refers to the collection of relevant data according to the needs

of the system itself and the needs of users to describe the process of collecting data.

The purpose of collecting data is to obtain information and keep records in order to
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make decisions on important issues and pass the information to others (Weller &
Romney 1988), and to make some calculations have a basis.

Pre-collection data activity: Obtain target data for pre-testing and ensure
analysis methods.

Specific collection: Collect data by sampling.

In accordance with the sampling method and data collection plan, this research

adopts the form of questionnaire survey.
Analysis of Data
In terms of data analysis, this study uses SPSS (Statistical Product and Service

Solutions) software for descriptive data analysis, T test, ANOVA regression analysis and

factor analysis.



CHAPTER IV
RESULT AND DISCUSSION

In this research, there were 535 tourists as a sample. The sample is now
analyzed, including: frequency analysis, descriptive analysis, reliability analysis, validity
analysis, difference analysis, correlation analysis and regression analysis.

Demographic Characteristics of the Respondents

Frequency analysis

Table 5 Frequency

ltems Categories N Percent Cumulative
(%) Percent (%)
Gender male 244 45.61 45.61
Female 291 54.39 100.00
Age Under 18 years 93 17.38 17.38
18-25 years old 86 16.07 33.46
26-35 years old 86 16.07 49.53
36-45 years old 88 16.45 65.98
46-60 years old 97 18.13 84.11
61 years and above 85 15.89 100.00
Education  Junior high school and below 67 12.52 12.52
High school 82 15.33 27.85
Junior college 74 13.83 41.68
regular college 71 13.27 54.95
Postgraduate 83 15.51 70.47
PhD student 78 14.58 85.05
7.0 80 14.95 100.00
Income Below 2000 yuan 59 11.03 11.03
2001~3000 yuan 63 11.78 22.80
3001~5000 yuan 55 10.28 33.08
5001~8000 yuan 64 11.96 45.05

8001~10000 yuan 70 13.08 58.13
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ltems Categories N Percent Cumulative
(%)  Percent (%)
10001~20000 yuan 74 13.83 71.96
More than 20000 yuan 76 14.21 86.17
8.0 74 13.83 100.00
Occupation  Civil servants / Staff of public institutions 51 9.53 9.53
Professional skill worker (Such as 40 7.48 17.01
teachers/doctors/lawyers, etc.)
Service industry personnel (Such as Catering 57 10.65 27.66
clerk/driver/sales clerk, etc.)
Freelancer (Such as writer/artist/photographe 75 14.02 41.68
/guide, etc.)
Worker (Such as factory workers/constructior 47 8.79 50.47
workers/urban sanitation workers, etc.)
Staff (Personnel engaged in general affairs) 31 5.79 56.26
Private business owner a1 7.66 63.93
student 39 7.29 71.21
housewife 52 9.72 80.93
Retirees 55 10.28 91.21
others a7 8.79 100.00
Status The first time 92 17.20 17.20
The second time 90 16.82 34.02
The third time 111 20.75 54.77
The fourth time 128 23.93 78.69
others 114 21.31 100.00
With whom  Family or relatives 115 21.50 21.50
friend 155 28.97 50.47
Tour group 143 26.73 77.20
personal 122 22.80 100.00
Way to friend 111 20.75 20.75
understand  advertising 111 20.75 41.50
Travel agency 108 20.19 61.68
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Table 5 (Continued)

ltems Categories N Percent Cumulative
(%) Percent (%)

The internet 100 18.69 80.37

others 105 19.63 100.00

Total 535 100.0 100.0

It can be seen from the above table: From the perspective of gender, more
than 50% of the sample persons in the sample are women. Another 45.61% of the
sample persons are men. In terms of age, 18.13% of the age distribution in the sample
is concentrated in “46-60 years old”. In terms of education level, 15.51% of the sample
personnel are "master students". In terms of income, the highest proportion of “over
20,000 yuan” is 14.21%. In terms of occupational distribution, most of the samples are
"freelancers (such as writers/artists/photographers/guides, etc.)", with a total of 75.0,
accounting for 14.02%. More than 20% of the travel times selected the "dth time".
From the perspective of travel companions, there are relatively more people with
"friends", the proportion is 28.97%.20.75% of people learned travel information from

"friends".

Descriptive analysis

Table 6 Descriptive Analysis

N of . Std. .
ltems Min Max Mean Lo Median
samples Deviation
Physiological needs 535 1.000 5.000 3.460 1.152 4.000
Safety needs 535 1.000 5.000 3.409 1.185 3.000
Social needs 535 1.000 5.000 3.350 1.025 3.500
Respect needs 535 1.000 5.000 3.379 1.029 3.500
Self-fulfillment
535 1.000 5.000 3.346 0.932 3.333
needs
Place 535 1.200 5.000 3.266 0.871 3.400
Product service 535 1.000 5.000 3.302 0.947 3.333

Price 535 1.000 5.000 3.314 0.929 3.333
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Table 6 (Continued)

N of . Std. .
[tems Min Max Mean L. Median
samples Deviation
Promotion 535 1.000 5.000 3.331 0.932 3.333
Tourism behavior 535 1.000 5.000 3.369 0.910 3.500

Through descriptive analysis, among the dimensions in the above table, the
sample size is 535, the dimension with the largest average value is Physiological needs,
and the average value is 3.460; the dimension with the smallest average value is Place,
and the average value is 3.266. This measurement form requires the respondent to
provide an answer in the range of 5 points from 1 to 5 on each item. Based on the
average score of each item, respondents tend to strongly agree that sanitary conditions
affect tourists’ satisfaction with healthy tourist attractions (mean 3.460, SD 1.152), This
is most likely due to the impact of the new crown epidemic in 2020 and people's
emphasis on health. Among the above factors, the one that respondents paid the least

attention to was the place-related elements.

Reliability Analysis
Table 7 Cronbach Alpha
Items N of Items n Cronbach QU
Social needs 2 535 0.823
Respect needs 2 535 0.841
Self-fulfillment needs 3 535 0.854
Place 5 535 0.900
Product service 3 535 0.868
Price 3 535 0.857
Promotion 3 535 0.863
Tourism behavior 2 535 0.787

Cronbach's alpha is usually used to test the reliability of the questionnaire.
When the Cronbach's alpha index of the scale is lower than 0.7, it indicates that the
consistency of multiple indexes of the constructs measured by the scale is poor, and

the scale needs to be re-edited; When the Cronbach's alpha index of the scale is higher



21

than 0.7, it indicates that the multiple indexes of the construct measured by the scale
are in good agreement.; When the Cronbach's alpha index of the scale is higher than
0.9, it indicates that the consistency of multiple indexes of the constructs measured
by the scale is very good, and the measurement reliability is very high.

It can be seen from the table that the Cronbach's Alpha coefficient values
corresponding to the eight dimensions of the scale are all greater than 0.7, indicating
that the internal consistency of the questionnaire is good, so the reliability of the
results of this survey is very good. At the same time, the deleted Cronbach's Alpha
value of most items is lower than the overall Cronbach's Alpha reliability coefficient.
Therefore, all the questions are the measurement of the same concept, and there is
no need to delete the question items.

Validity Analysis
Table 8 KMO and Bartlett test
KMO 0.906
Approx. Chi-Square 7640.507
Bartlett test arf 300
p value 0.000

Use factor analysis for information enrichment research, first analyze whether
the research data is suitable for factor analysis. It can be seen from the above table:
KMO is 0.906, which is greater than 0.6, Meeting the prerequisites of factor analysis
means that the data can be used for factor analysis research. And the data passed the
Bartlett sphericity test (p<0.05), indicating that the research data is suitable for factor
analysis.
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Eigen values

% of variance (Initial)

% of variance (Rotated)

Factor % of  Cum. % of % of  Cum. % of % of  Cum. % of
Eigen Eigen Eigen

Variance  Variance Variance Variance Variance Variance
1 9.360 37.440  37.440 9.360  37.440  37.440 3759 15036  15.036
2 2023  8.092 45.533 2.023 8.092 45.533 2822 11287  26.323
3 1592  6.369 51.902 1.592 6.369 51.902 2.635 10540  36.863
4 1475 5901 57.803 1.475 5.901 57.803 2602 10410 47.273
5 1.268  5.071 62.874 1.268 5.071 62.874 2514  10.057  57.330
6 1.258  5.030 67.904 1.258 5.030 67.904 1.915 7.660 64.989
7 1.096 4.385 72.289 1.096 4.385 72.289 1.825 7.300 72.289
5 0.184  0.736 100.000 - - = = - -

The above table analyzes the factor extraction situation and the amount of

factor extraction information. It can be seen from the above table that the factor

analysis has extracted a total of 7 factors, and the characteristic root values are all

greater than 1. The variance interpretation rates of the 7 factors after rotation are
15.036%, 11.287%, 10.540%, 10.410%, 10.57%, 7.660%, and 7.300%, respectively. The

cumulative variance interpretation rate after rotation is 72.289%.

Table 10 Factor loading (Rotated)

Factor loading Commu
[tems
Factor 1 Factor 2 Factor3 Factor4 Factor5 Factor6 Factor7 nalities
Q9 0.097 0.280 0.258 0.234 0.218 0.163 0.131 0.300
Q10 0.142 0.319 0.207 0.285 0.134 0.141 0.219 0.332
Q11 0.147 0.116 0.128 0.100 0.173 0.073 0.870 0.854
Q12  0.192 0.143 0.194 0.137 0.084 0.086 0.845 0.843
Q13  0.189 0.103 0.118 0.111 0.111 0.878 0.044 0.858
Q14 0.202 0.157 0.151 0.113 0.136 0.838 0.103 0.833
Q15 0.119 0.147 0.109 0.065 0.881 0.077 0.097 0.843
Q16  0.186 0.160 0.136 0.128 0.780 0.082 0.143 0.731
Q17 0.188 0.073 0.167 0.161 0.802 0.141 0.053 0.760
Q18  0.890 0.103 0.054 0.136 0.084 0.094 0.085 0.847
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Factor loading Commu
[tems

Factor 1 Factor 2 Factor3 Factor4 Factor5 Factor6 Factor 7 nalities
Q19 0.785 0.127 0.085 0.126 0.102 0.171 0.058 0.699
Q20  0.739 0.177 0.113 0.108 0.192 0.102 0.116 0.663
Q21  0.765 0.117 0.159 0.166 0.111 0.127 0.138 0.700
Q22 0.786 0.130 0.154 0.116 0.129 0.069 0.089 0.701
Q23 0.161 0.882 0.077 0.100 0.062 0.072 0.083 0.836
Q24 0.186 0.798 0.149 0.185 0.118 0.092 0.049 0.752
Q25 0.134 0.807 0.117 0.178 0.158 0.102 0.113 0.762
Q26 0.110 0.097 0.860 0.164 0.106 0.087 0.095 0.815
Q27 0.155 0.125 0.779 0.163 0.133 0.146 0.100 0.722
Q28 0.169 0.172 0.800 0.174 0.167 0.080 0.163 0.790
Q29 0.124 0.134 0.149 0.874 0.100 0.134 0.045 0.849
Q30 0.213 0.196 0.147 0.775 0.151 0.056 0.144 0.752
Q31 0.210 0.194 0.220 0.774 0.097 0.073 0.080 0.750
Q32 0.180 0.328 0.290 0.316 0.253 0.280 0.190 0.502
Q33  0.269 0.332 0.317 0.237 0.256 0.341 0.241 0.579

Remark Blue indicates that the absolute value of loading is greater than 0.4, and red

indicates that the communality is less than 0.4.

Overall, the results obtained by rotating the component matrix are consistent

with the scale and dimensions of the research design division. At the same time, the

load value of each item of each dimension is greater than 0.5. Therefore, the validity

of the questionnaire is high, the questionnaire is valid, and subsequent research and

analysis can be carried out.
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Variation Analysis

Table 11 Independent t test

Gender (Mean+Std. Deviation)

male (n=244)  Female (n=291) P

Physiological needs 3.23+1.18 3.65+1.09 -4.302 0.000***
Safety needs 3.17+1.19 3.61+1.15 -4.388 0.000***
Social needs 3.22+1.04 3.46+1.00 -2.795 0.005**
Respect needs 3.19+£1.06 3.54+0.97 -3.953 0.000%**
Self-fulfillment needs 3.16+0.93 3.50+0.91 -4.261 0.000***
Place 3.13+0.84 3.38+0.88 -3.397 0.001***
Product service 3.20+0.98 3.39+0.92 -2.323 0.021*

Price 3.17+0.92 3.44+0.92 -3.361 0.001***
Promotion 3.16+0.88 3.47+0.95 -3.900 0.000***
Tourism behavior 3.25+0.85 3.47+0.95 -2.769 0.006**

Remark * p<0.05 ** p<0.01 ** p<0.001

Table 12 ANOVA- Age

Age (MeanzStd. Deviation)

Under 18 F
18-25 years  26-35 years  36-45 years 46-60 years 61 years and

old (n=86) old (n=86) old (n=88) old (n=97) above (n=85)

p

years

(n=93)

Physiological needs 3.41+1.11 3.28+1.11 3.51+1.12 3.56+1.19 3.63+1.20 3.35+1.16 1.186 0.315
Safety needs 3.12+1.19 3.42+1.16 350+1.12 3.56+1.20 3.54+1.17 3.33+1.23 1.811 0.109
Social needs 3.26+0.94 3.38+1.05 3.38+0.98 3.47+1.06 3.39+1.09 3.21+1.04 0.779 0.565

Respect needs  3.23+0.94 3.26+1.04 3.49+1.00 3.42+1.08 3.47+1.13 3.41+0.96 1.019 0.406

Self-fulfillment
3.07£0.91 3.27+0.85 3.34+0.95 356+0.98 3.51+0.88 3.33+0.96 3.343 0.006**
needs
Place 3.11+0.79 3.09+0.76 3.21+090 3.44+0.92 3.44+0.90 3.29+0.91 2.882 0.014*

Product service  3.19+0.90 3.17+0.92 3.32+0.92 3.39+0.98 3.35+1.01 3.39+0.94 0.916 0.470
Price 3.22+0.89 3.24+0.85 3.24+0.90 3.32+0.99 3.53+0.96 3.32+0.95 1.465 0.199
Promotion 3.06+0.83 3.21+0.85 3.33+0.91 3.43+1.02 3.53+1.00 3.42+0.89 3.235 0.007**
Tourism behavior 3.19+0.82 3.26+0.88 3.40+0.87 3.49+1.00 3.50+0.97 3.37+0.88 1.661 0.142

Remark: * p<0.05 ** p<0.01 *** p<0.001
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As can be seen from the above table, using the analysis of variance (the full
name is one-way analysis of variance) to study Age for Physiological needs, Safety
needs, Social needs, Respect needs, Self-fulfillment needs, Place, Product service,
Price, Promotion, Tourism behavior total 10 The difference of items, It can be seen
from the above table that different Age samples will not show significance for 7 items
of Physiological needs, Safety needs, Social needs, Respect needs, Product service,
Price, Tourism behavior (p>0.05). It means that different Age samples show consistency
for Physiological needs, Safety needs, Social needs, Respect needs, Product service,
Price, Tourism behavior, and there is no difference. In addition, the Age sample is
significant for the three items of Self-fulfillment needs, Place, and Promotion (p<0.05),
which means that different Age samples are different for Self-fulfillment needs, Place,
and Promotion. Specific analysis shows that:

Age shows significance at the level of 0.01 for Self-fulfillment needs (F=3.343,
p=0.006), and the difference in specific comparison shows that the comparison result
of the average scores of the groups with more obvious differences is "26-35 years old>
18 years old ; 36-45 years old> below 18 years old; 46-60 years old> below 18 years
old; 36-45 years old> 18-25 years old".

Age is significant for Place at the 0.05 level (F=2.882, p=0.014), and the specific
comparison difference shows that the comparison result of the average scores of the
groups with more obvious differences is "36-45 years old> 18 years old; 46- 60 years
old>under 18 years old; 36-45 years old>18-25 years old; 46-60 years old>18-25 years
old".

Age shows a significance level of 0.01 for Promotion (F=3.235, p=0.007), and
the specific comparison difference shows that the comparison result of the average
scores of the groups with more obvious differences is "26-35 years old> 18 years old,;
36- 45 years old> below 18 years old; 46-60 years old> below 18 years old; 61 years
old and above> below 18 years old; 46-60 years old> 18-25 years old".

The summary shows that different Age samples do not show significant
differences in the 7 items of Physiological needs, Safety needs, Social needs, Respect
needs, Product service, Price, and Tourism behavior. In addition, Age samples have a
total of Self-fulfillment needs, Place, and Promotion. Three items showed significant

differences.
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As can be seen from the above table, using analysis of variance (the full name
is one-way analysis of variance) to study Education for Physiological needs, Safety
needs, Social needs, Respect needs, Self-fulfillment needs, Place, Product service,
Price, Promotion, Tourism behavior total 10 The difference of items, It can be seen
from the above table that different Education samples will not show significance for 8
items of Physiological needs, Safety needs, Social needs, Respect needs, Self-
fulfillment needs, Product service, Price, Tourism behavior (p>0.05). It means that
different Education samples show consistency for Physiological needs, Safety needs,
Social needs, Respect needs, Self-fulfillment needs, Product service, Price, Tourism
behavior, and there is no difference. In addition, the Education sample is significant for
two items of Place and Promotion (p<0.05), which means that different Education
samples are different for Place and Promotion. Specific analysis shows that:

Education showed 0.05-level significance for Place (F=2.185, p=0.043), and the
specific comparison difference shows that the comparison results of the average scores
of the groups with more obvious differences are "junior high school and below>7.0;
undergraduate>7.0; master Graduate students>7.0;

PhD students>7.0". Education shows significance at the 0.05 level for Promotion
(F=2.134, p=0.048), and the difference in specific comparison shows that the
comparison result of the average scores of groups with more obvious differences is
"junior high school and below> college; Junior high school and below>7.0; Master's
degree>College; Master's degree>7.0".

The summary shows that different Education samples do not show significant
differences in the 8 items of Physiological needs, Safety needs, Social needs, Respect
needs, Self-fulfillment needs, Product service, Price, Tourism behavior. In addition,
Education samples have a total of Place and Promotion. The two items showed

significant differences.
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As can be seen from the above table, using analysis of variance (the full name
is one-way analysis of variance) to study Income for Physiological needs, Safety needs,
Social needs, Respect needs, Self-fulfillment needs, Place, Product service, Price,
Promotion, Tourism behavior total 10 The difference of items, It can be seen from the
above table that different Income samples do not show significance for Physiological
needs and Product service (p>0.05), which means that different Income samples show
consistency for Physiological needs and Product service. There is no difference. In
addition, Income samples are significant for Safety needs, Social needs, Respect needs,
Self-fulfillment needs, Place, Price, Promotion, Tourism behavior (p<0.05), which
means that different Income samples are for Safety needs, Social needs. Respect
needs, Self-fulfillment needs, Place, Price, Promotion, Tourism behavior are different.
Specific analysis shows that:

Income for Safety needs is significant at the 0.01 level (F=4.247, p=0.000), and
the specific comparison difference shows that the comparison results of the average
scores of the groups with more obvious differences are "below 2000 yuan> 5001 yuan
~ 8000 yuan; 8001 yuan~10000 yuan> below 2000 yuan; 2001 yuan~3000 yuan>5001
yuan~8000 yuan; 8001 yuan~10000 yuan>3001 yuan~5000 yuan; 20000 yuan and
above>3001 yuan~5000 yuan; 8001 yuan~10000 yuan> 5001 yuan~8000 yuan;
10001~20000 yuan>5001 yuan~8000 yuan; 20000 yuan and above>5001 yuan~8000
yuan; 8.0>5001 yuan~8000 yuan".

Income shows significance at the 0.05 level for Social needs (F=2.473, p=0.017),
and the specific comparison difference shows that the comparison result of the
average scores of the groups with more obvious differences is "8001 yuan ~ 10,000
yuan> 2,000 yuan or less; 10001~20000 yuan> 2000 yuan or less; 20000 yuan or more>
2000 yuan or less; 8001 yuan to 10000 yuan> 3001 yuan to 5000 yuan; 20000 yuan or
more> 3001 yuan to 5000 yuan; 8001 yuan to 10000 yuan> 5001 yuan to 8000 yuan ;
Above 20,000 yuan> 5001 yuan to 8,000 yuan".

Income for Respect needs is significant at the 0.05 level (F=2.562, p=0.013), and
the specific comparison difference shows that the comparison results of the average
scores of the groups with more obvious differences are "below 2000 yuan> 3001 yuan
~ 5000 yuan; 2001 Yuan~3000 Yuan>3001 Yuan~5000 Yuan; 8001 Yuan~10000
Yuan>3001 Yuan~5000 Yuan; 10001~20000 Yuan>3001 Yuan~5000 Yuan; 8.0>3001
Yuan~5000 Yuan; 8001 Yuan~10000 Yuan>5001 Yuan~8000 Yuan".

Income for Self-fulfillment needs shows significance at the 0.05 level (F=2.643,
p=0.011), and the specific comparison difference shows that the comparison result of

the average scores of the groups with more obvious differences is "8001 yuan ~ 10,000
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yuan> 2000 yuan Below; 10001~20000 yuan> 2000 yuan or less; 20000 yuan or more>
2000 yuan or less; 8001 yuan~10000 yuan>2001 yuan~3000 yuan; 10001~20000
yuan>2001 yuan~3000 yuan; 20000 yuan or more>2001 yuan~3000 Yuan; 8001
Yuan~10000 Yuan>5001 Yuan~8000 Yuan; 10001~20000 Yuan>5001 Yuan~8000 Yuan;
Above 20000 Yuan>5001 Yuan~8000 Yuan".

Income shows 0.01 level significance for Place (F=3.705, p=0.001), and the
specific comparison difference shows that the comparison result of the average scores
of the groups with more obvious differences is "8001 yuan ~ 10,000 yuan> 2,000 yuan
or less; 10001 ~20000 yuan> 2000 yuan or less; 20000 yuan or more> 2000 yuan or
less; 10001 to 20000 yuan> 2001 yuan to 3000 yuan; 20000 yuan or more> 2001 yuan
to 3000 yuan; 8001 yuan to 10000 yuan> 3001 yuan to 5000 yuan; 10001 ~20000
Yuan>3001 Yuan~5000 Yuan; 20000 Yuan and above>3001 Yuan~5000 Yuan; 8001
Yuan~10000 Yuan>5001 Yuan~8000 Yuan; 10001~20000 Yuan>5001 Yuan~8000 Yuan;
20000 Yuan and above>5001 Yuan~ 8000 yuan".

Income is significant at the level of 0.01 for Price (F=3.364, p=0.002), and the
specific comparison difference shows that the comparison result of the average scores
of the groups with more obvious differences is "8001 yuan ~ 10000 yuan> 2000 yuan
or less; 20000 Above RMB> 2000 RMB; 8.0> Below 2000 RMB; 8001~10000
RMB>2001~3000 RMB; Above 20000 RMB>2001~3000 RMB; 8.0>2001 RMB~3000;
8001~10000 RMB>5001 Yuan~8000 yuan; 20000 yuan and above>5001 yuan~8000
yuan; 8.0>5001 yuan~8000 yuan; 20000 yuan and above>10001~20000 yuan".

Income is significant for Promotion at the 0.05 level (F=2.672, p=0.010), and the
difference in specific comparison shows that the comparison result of the average
scores of the groups with more obvious differences is "10001~20000 yuan> 2000 yuan
or less; 20000 yuan Above> 2000 yuan or less; 10001~20000 yuan> 2001 yuan to 3000
yuan; 20000 yuan or more> 2001 yuan to 3000 yuan; 10001 to 20000 yuan> 3001 yuan
to 5000 yuan; 20000 yuan or more> 3001 yuan to 5000 yuan; 10001~ 20000 yuan>5001
yuan~8000 yuan; 20000 yuan and above>5001 yuan~8000 yuan; 8.0>5001 yuan~8000
yuan".

Income is significant for Tourism behavior at the 0.05 level (F=2.368, p=0.022),
and the specific comparison difference shows that the comparison result of the
average scores of the groups with more obvious differences is "8001 yuan ~ 10,000
yuan> less than 2,000 yuan; 8001 yuan~10000 yuan>2001 yuan~3000 yuan; 8001
yuan~10000 yuan>3001 yuan~5000 yuan;8001 yuan~10000 yuan>5001 yuan~8000
yuan;10001~20000 yuan>5001 yuan~8000 yuan; above 20000 yuan > 5001yuan
~8000yuan; 8.0>5001yuan~8000yuan".
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The summary shows that different Income samples do not show significant
differences for the total of 2 items of Physiological needs and Product service. In
addition, the Income samples have a total of Safety needs, Social needs, Respect
needs, Self-fulfillment needs, Place, Price, Promotion, Tourism behavior. 8 items

showed significant differences.

Table 15 ANOVA- Status

Status (Mean+Std. Deviation)

The first
The second The third The fourth  others F p
time
time (n=90) time (n=111)time (n=128) (n=114)
(n=92)
Physiological
4 3.45+1.23 3.37+1.16 3.57+1.07 3.41+1.13 3.49+1.20 0.463 0.763
needs

Safety needs  3.24+1.03 3.31x1.16 3.49+1.23  351+1.18  3.44+1.28 0.986 0.415
Social needs  3.08+0.97  3.28+0.97 3.27+1.02  351+£1.06  3.52+£1.03 3.591 0.007**
Respect needs 3.20+1.07  3.33+1.00 3.39+1.03  3.43+1.01 3.49+1.03 1.210 0.306

Self-fulfillment
3.19+£0.89 3.27+£0.82 3.29+£1.02 3.51+0.97 3.40+0.90 2.061 0.085

needs

Place 3.10+0.89  3.15+0.78 3.31+0.81  3.24+0.92  3.48+0.90 3.087 0.016*
Product service 3.14+0.97  3.20+0.92 3.33+0.94  3.30+0.96  3.48+0.93 1.947 0.101
Price 3.21+0.90  3.23+0.79 3.23+0.98  3.45+0.92  3.39+£1.00 1.630 0.165

Promotion 3.15£0.90 3.24+0.88 3.36+0.89  3.42+0.97  3.42+0.98 1.637 0.163

Tourism
3.19+£091 3.23+0.86 3.42+0.87 3.36+0.97 3.59+0.89 3.235 0.012*
behavior

Remark: * p<0.05 ** p<0.01 *** p<0.001

As can be seen from the above table, using analysis of variance (the full name
is one-way analysis of variance) to study Status for Physiological needs, Safety needs,
Social needs, Respect needs, Self-fulfillment needs, Place, Product service, Price,
Promotion, Tourism behavior total 10 The difference of items. It can be seen from the
above table that different Status samples will not show significance for 7 items of
Physiological needs, Safety needs, Respect needs, Self-fulfillment needs, Product
service, Price, Promotion (p>0.05), It means that different Status samples show

consistency for Physiological needs, Safety needs, Respect needs, Self-fulfillment
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needs, Product service, Price, Promotion, and there is no difference. In addition, the
Status sample is significant for Social needs, Place, Tourism behavior (p<0.05), which
means that different Status samples are different for Social needs, Place, Tourism
behavior. Specific analysis shows that:

Status shows 0.01 level significance for Social needs (F=3.591, p=0.007), and the
specific comparison difference shows that the comparison result of the average scores of
the groups with more obvious differences is "dth time> 1st time; other> 1st".

Status shows 0.05 level significance for Place (F=3.087, p=0.016), and the
specific comparison difference shows that the comparison result of the average scores
of the groups with more obvious differences is "other>1st time; other>2nd time;
Others>4th time".

Status shows 0.05 level significance for Tourism behavior (F=3.235, p=0.012),
and the specific comparison difference shows that the comparison result of the
average scores of the groups with more obvious differences is "other> first time; other>
second Time; other>4th time".

The summary shows that different Status samples do not show significant
differences for the 7 items of Physiological needs, Safety needs, Respect needs, Self-
fulfillment needs, Product service, Price, and Promotion. In addition, Status samples
have a total of Social needs, Place, Tourism behavior. Three items showed significant

differences.

Correlation Analysis

Table 16 Pearson Correlation-1

Self-
Std.  Tourism Physiological Safety Social Respect
Mean fulfillment
Deviation behavior needs needs needs needs q
needs

Tourism
3.369 0.910 1
behavior

Physiological
3460 1.152 0.386%*** 1
needs
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Table 16 (Continued)

Self-
Std.  Tourism Physiological Safety Social Respect
Mean fulfillment

Deviation behavior needs needs needs needs d
needs

Safety
3.409  1.185 0.430%** 0.291*** 1

needs
Social
3.350 1.025 0.422%** 0.274%** 0.312%** 1

needs
Respect
3.379 1.029 0.456%*** 0.280%** 0.279%** 0.279*** 1
needs

Self-

fulfillment 3.346  0.932 0.470%%* 0.327%*% 0.299%%* 0.348*** (.342%*** 1

needs

Remark: * p<0.05 ** p<0.01 *** p<0.001

As can be seen from the above table, use correlation analysis to study the
correlation between Tourism behavior and Physiological needs, Safety needs, Social
needs, Respect needs, Self-fulfillment needs, and use the Pearson correlation
coefficient to indicate the strength of the correlation. Specific analysis shows that:
Tourism behavior and Physiological needs, Safety needs, Social needs, Respect needs,
Self-fulfillment needs are all significant, the correlation coefficient values are 0.386,
0.430, 0.422, 0.456, 0.470, and the correlation coefficient values Are greater than 0, It
means that there is a positive correlation between Tourism behavior and Physiological

needs, Safety needs, Social needs, Respect needs, Self-fulfillment needs.

Table 17 Pearson Correlation-2

Std. Tourism Product . .
Mean L . Place . Price Promotion
Deviation  behavior service
Tourism
' 3.369 0.910 1
behavior

Place 3.266 0.871 0.473%%* 1
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Table 17 (Continued)

Std. Tourism Product . .
Mean L . Place . Price Promotion
Deviation  behavior service
Product
. 3.302 0.947 0.502%**  (0.394*** 1
service

Price 3314 0.929 0.516***  0.376*** 0.370*** 1
Promotion 3.331 0.932 0.511%%  0.429%** 0.447** 0.467*** 1

Remark: * p<0.05 ** p<0.01 *** p<0.001

From the above table, we can use correlation analysis to study the correlation
between Tourism behavior and Place, Product service, Price, Promotion, and use the
Pearson correlation coefficient to indicate the strength of the correlation. Specific
analysis shows that:

All 4 items of Tourism behavior and Place, Product service, Price, Promotion are
significant, the correlation coefficient values are 0.473, 0.502, 0.516, 0.511, and the
correlation coefficient values are all greater than 0, which means Tourism behavior
and Place There is a positive correlation among the four items, Product service, Price,

Promotion.
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It can be seen from the above table that Physiological needs, Safety needs,
Social needs, Respect needs, Self-fulfillment needs are used as independent variables,
and Tourism behavior is used as the dependent variable for linear regression analysis.
As can be seen from the above table, the model formula is: Tourism behavior=0.503
+ 0.111*Physiological needs + 0.155*Safety needs + 0.158*Social needs + 0.208*
Respect needs + 0.216*Self-fulfillment needs, The model R square value is 0.427, It
means that Physiological needs, Safety needs, Social needs, Respect needs, Self-
fulfillment needs can explain 42.7% of the changes in Tourism behavior. When
performing F test on the model, it is found that the model passes F test (F=78.846,
p=0.000<0.05), which means that at least one of Physiological needs, Safety needs,
Social needs, Respect needs, Self-fulfillment needs will affect Tourism behavior Have
an impact relationship, In addition, the test for the multicollinearity of the model found
that all the VIF values in the model are less than 5, which means that there is no
collinearity problem; and the DW value is near the number 2, thus indicating that the
model does not have autocorrelation. There is no correlation between them, and the
model is better. The final specific analysis shows that:

The regression coefficient of Physiological needs is 0.111 (t=3.867,
p=0.000<0.01), which means that Physiological needs will have a significant positive
influence on Tourism behavior.

The regression coefficient value of Safety needs is 0.155 (t=5.557,
p=0.000<0.01), which means that Safety needs will have a significant positive influence
on Tourism behavior.

The regression coefficient value of Social needs is 0.158 (t=4.827,
p=0.000<0.01), which means that Social needs will have a significant positive influence
on Tourism behavior.

The regression coefficient of Respect needs is 0.208 (t=6.457, p=0.000<0.01),
which means that Respect needs will have a significant positive influence on Tourism
behavior.

The regression coefficient value of Self-fulfillment needs is 0.216 (t=5.868,
p=0.000<0.01), which means that Self-fulfillment needs will have a significant positive
influence on Tourism behavior.

The summary analysis shows that: Physiological needs, Safety needs, Social
needs, Respect needs, Self-fulfillment needs all have a significant positive influence

on Tourism behavior.
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It can be seen from the above table that Place, Product service, Price,
Promotion are used as independent variables, and Tourism behavior is used as the
dependent variable for linear regression analysis. As can be seen from the above table,
the model formula is: Tourism behavior=0.448 + 0.203*Place + 0.231*Product service
+ 0.256*Price + 0.194*Promotion, the model R square value is 0.449, It means that
Place, Product service, Price, Promotion can explain 44.9% of the reasons for the
change in Tourism behavior. When the F test is performed on the model, it is found
that the model passes the F test (F=107.928, p=0.000<0.05), which means that at least
one of Place, Product service, Price, and Promotion will have an impact on Tourism
behavior. In addition, a test for the multicollinearity of the model found that all the
VIF values in the model are less than 5, which means that there is no collinearity
problem; And the D-W value is near the number 2, which shows that the model does
not have autocorrelation, and there is no correlation between the sample data, and
the model is better. The final specific analysis shows that:

The regression coefficient value of Place is 0.203 (t=5.193, p=0.000<0.01), which
means that Place will have a significant positive influence on Tourism behavior.

The regression coefficient of Product service is 0.231 (t=6.374, p=0.000<0.01),
which means that Product service will have a significant positive influence on Tourism
behavior.

The regression coefficient of Price is 0.256 (t=6.896, p=0.000<0.01), which
means that Price will have a significant positive influence on Tourism behavior.

The regression coefficient value of Promotion is 0.194 (t=4.995, p=0.000<0.01),
which means Promotion will have a significant positive influence on Tourism behavior.

The summary analysis shows that: Place, Product service, Price, Promotion all

have a significant positive influence on Tourism behavior.



CHAPTER V
SUMMARY IMPLICATION AND RECOMMENDATIONS

Summary

In this study, in order to verify tourists' willingness to conduct health tourism in
Nanning, so as to better propose suggestions for the development of the health
tourism industry in Nanning, refer to the following nine hypothetical research
questions:

H1: The physiological needs of tourists have a significant positive influence on
the willingness of Nanning's health tourism behavior.

H2: The safety needs of tourists have a significant positive impact on the
willingness of Nanning's health tourism behavior.

H3: The social needs of tourists have a significant positive impact on the
willingness of Nanning's health tourism behavior.

Hd: The respect of tourists needs to have a significant positive impact on the
willingness of Nanning's health tourism behavior.

H5: Tourists” self-realization needs to have a significant positive impact on the
willingness of Nanning's health tourism behavior.

H6: The tourist location has a significant positive influence on the willingness
of Nanning's health tourism behavior.

H7: Production services have a significant positive impact on the willingness of
Nanning's health tourism behavior.

H8: Product prices have a significant positive impact on the willingness of
Nanning's health tourism behavior.

H9: Marketing methods have a significant positive impact on the willingness of
Nanning's health tourism behavior.

The above assumptions are accepted by the model test. The results show that
tourists” physiological needs, safety needs, respect needs and self-realization needs
have a significant positive impact on the willingness of Nanning’s health tourism
behavior. Tourist locations, production services, product prices and marketing methods
also have a significant positive impact on the willingness of Nanning's health tourism
behavior.
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Implication

In 2017, Nanning, the permanent host of the China-ASEAN Expo, was identified
by the National Tourism Administration and the State Administration of Traditional
Chinese Medicine as one of the first 15 national TCM health tourism demonstration
zones in the country. In recent years, more and more tourists come to Nanning to
experience health tourism services. Therefore, according to Thomas Lowe's hierarchy
of needs theory and marketing mix theory, this study takes the large health tourism
behavior intention of domestic tourists to Nanning as the research starting point,
analyzes the influence of demand hierarchy and marketing mix factors on the behavior
intention of healthy tourism, and then proposes the development of Nanning.
Recommendations for the city's large health tourism industry.

This study applies the hierarchy of needs theory to the research field of tourists'
healthy travel intention, and identifies the factors that affect tourists' healthy travel
intention as five main variables, namely physiological needs, safety needs, social
needs, respect of tourists needs, and Tourists' self- realization needs. In addition, based
on the theory of marketing mix, another part of the factors that affect tourists' healthy
travel intentions are determined as four main variables, namely tourist location,
Production services, Product prices and Marketing methods. These theoretical data
have certain application value and can be used for Provide some reference for
subsequent research.

From the perspective of gender, more than 50% of the sample personnel in
the sample are female. 45.61% of the sample personnel are male, and the proportion
of females is slightly higher than that of males. In terms of age, 18.13% of the age
distribution in the sample is concentrated in the "46-60 years old", and the people
who pay attention to health tourism are mostly concentrated in the middle-aged and
elderly groups. In terms of education, 15.51% of the sample personnel are "master
graduate students". In terms of income, "more than 20,000 yuan" accounted for the
highest proportion of 14.21%. In terms of occupational distribution, most of the
samples are "freelancers (such as writers/artists/photographers/tour guides, etc.)", with
a total of 75.0, accounting for 14.02%. More than 20% of the samples in the number
of trips chose "the 4th time". From the perspective of travel companions, there are
relatively more people with "friends", the proportion is 28.97%. 20.75% of the staff

learned travel information from "friends".
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This research uses correlation analysis to study the correlation between
Tourism behavior and Physiological needs, Safety needs, Social needs, Respect needs,
Self-fulfillment needs. The specific analysis shows: Tourism behavior and Physiological
needs, Safety needs, Social needs , Respect needs, Self-fulfillment needs, all 5 items
are significant, the correlation coefficient values are 0.386, 0.430, 0.422, 0.456, 0.470,
and the correlation coefficient values are all greater than 0, which means Tourism
behavior and Physiological needs , Safety needs, Social needs, Respect needs, Self-
fulfillment needs are positively correlated. The results of the correlation analysis
between Tourism behavior and Place, Product service, Price, Promotion are as follows:
Tourism behavior and Place, Product service, Price, Promotion are all significant, and
the correlation coefficient value They are 0.473, 0.502, 0.516, 0.511 respectively, and
the correlation coefficient values are all greater than 0, which means that there is a
positive correlation between Tourism behavior and Place, Product service, Price, and
Promotion.

From the above data, we can get some information. The travel willingness and
feedback of health tourism customers are important reference factors for business
operation and profitability.

Government departments can use these results to improve policies related to
health tourism. By strengthening policy implementation, promoting and attracting
enterprises to develop the health tourism industry in the local area will help promote
the development of "health tourism".

Government departments, such as the Guangxi Tourism Bureau, can use the
research results to build and build a brand of health tourism in Nanning, promote the
characteristics of Nanning's health tourism services in tourism exhibitions in Guangxi
and even other provinces in China, and expand the health tourism industry in Nanning.
Influence.

Investors should combine the characteristics of local health tourism, introduce
professionals in the health industry, and provide professional services for tourists to
participate in health tourism activities. According to the conclusions of this study, the
marketing methods of healthy tourism service scenic spots can be determined, and
the service management system and quality can be improved to gain the trust of
tourists and attract more new customers to experience and travel. Investors' attention
to tourists' travel willingness and feedback will help them make business decisions or

adjust new marketing strategies and provide updated services.
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The results of this study will provide researchers with tourism-related
information and lay the foundation for the next step to identify new research topics.
These data results will also help investors and operators in the health tourism industry
to implement and optimize marketing strategies with competitive advantages, so as to
attract more tourists to travel and experience the high-quality services of health

tourism brands.

Recommendations

In this research, we established a model to improve the development of
Nanning's health tourism industry by investigating tourists' satisfaction with Nanning's
health tourism, and discussed the status quo. The research results will help the
government, tourism project investors and operators to jointly build and upsgrade
Nanning's health tourism industry. According to the results of data analysis, the
following suggestions are put forward for the development of Nanning's big health
tourism project:

From the perspective of the construction and development of Nanning's health
tourism project, every concept of consumer demand and satisfaction is an important
indicator that has an impact on Nanning's health tourism behavior.

1. The government should improve the relevant policy system and optimize
the development plan for the big health tourism industry.

Especially in the development and construction of large health tourism projects
after the new crown pneumonia epidemic covid-19, it is necessary to strengthen health
and safety protection measures and establish a sound health and safety system.
Secondly, we must pay attention to the deep integration of the health industry and
tourism, expand Nanning's characteristic health tourism activities, and promote the
development of the big health tourism industry.

2. Actively expand the promotion of Nanning's health tourism and increase
investment promotion.

According to the results of the questionnaire survey, the vast majority of tourists
have a strong demand for health tourism, especially in today's fast-paced society, but
people's understanding of health tourism is uneven. It can be seen that there is still a
lot of room for expansion in the development of the big health tourism industry in
Nanning. Nanning should strengthen publicity, expand publicity channels, organize
high-end health tourism forums, seminars and other activities to attract investors in

large health tourism projects and increase the popularity of Nanning health tourism.
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3. Innovate the big health tourism industry model and build a big health
tourism brand.

There are many ethnic minorities in Guangxi, and Miao medicine, Zhuang
medicine and Yao medicine are relatively well-known minority medicines in Guangxi.
They combine the development of minority medicine industry with the development
of the tourism industry, and develop and innovate special medical and health tourism
products for the Miao, Zhuang and Yao nationalities. It is conducive to further exerting
the advantages of local traditional Chinese medicine resources, promoting the
inheritance, innovation and development of ethnic minority medicines such as Miao
medicine, Zhuang medicine, Yao medicine, and helping to enhance the effect of
Nanning's health tourism brand.

4. Improve the service management system, and improve the quality of
supporting services for health tourism.

The construction of tourism infrastructure in Nanning City is still on the rise, and
the hardware supporting facilities for the development of big health tourism need to
be enriched and improved. In the process of developing large-scale healthy tourism
projects, the government, investors and operators should implement a "triple-party
linkage" mechanism to improve the service management system based on the needs
and satisfaction feedback of tourists, including providing and improving direct
transportation, information sharing, and convenience for the people. And other

engineering projects to improve the level and quality of public services.

Recommendations for Further Study

This research takes tourists' behavioral willingness to Nanning's health tourism
as the theme content, and conducts research on improving Nanning's development as
a health tourism center city in Guangxi. The behavioral willingness of tourists will affect
the policy-making of decision-makers and investors on the urban health tourism
industry and the design and innovation of tourism products and services, and then
affect the development level of the urban health tourism industry. The nine factors
that affect tourists' behavior and willingness include: tourists' physiological needs,
safety needs, respect needs, self-realization needs, tourist locations, production
services, product prices and marketing methods. When some of these factors change,
the behavioral wishes of tourists will also be affected. In this study, we explored the
optimal path for the development of Nanning's health tourism industry from the
perspective of tourists' behavior willingness, focusing on the perspective of tourists. If

we want to make a more specific discussion on the development of Nanning's health
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tourism industry through the model, future research can conduct more in-depth and
extensive research on other specific factors, such as tourism environment, marketing
methods, etc., Use the 7P Marketing Mix Theory as a research theory to upgrade the
research scope and related relationships. Through the guidance of government
policies, Obtain appropriate ways to promote tourism project development and
services, benefit operators and tourism experiencers, and promote the in-depth
development of Nanning's health tourism industry.
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Questionnaire (English)

Survey on Tourist Satisfaction of Health Tourism in Nanning City, Guangxi

Dear Respondents:

In order to have a more comprehensive understanding of your experience of
Nanning's health tourism and your views on the construction of the health tourism
industry, and to accumulate experience for the future development of Nanning's
health tourism industry, this questionnaire survey is launched to you, hoping to get
your feedback Real thoughts and valuable opinions. It will take you about 3 minutes
to fill in the questionnaire. Please answer it carefully according to the actual situation.
This questionnaire is anonymous and will not disclose your personal information.

Thank you for your participation and support!

Liling Pu
Part 1 Demographic Characteristics General Information
1. your gender:
A. male B. Female
2. your age:
A. Under 18 years B.18-25 years old
C.26-35 years old D.36-45 years old
E.46-60 years old F.61 years and above
3. Your education levels
A. Junior high school and below B. High school
C. Junior college D. regular college
E. Postgraduate F. PhD student
4. Your personal monthly income:
A. Below 2000 yuan B.200173000 yuan
C.30017~5000 yuan D.50017~8000 yuan
E.80017~10000 yuan F.100017~20000 yuan

G. More than 20,000 yuan
5. Your occupation:
A. Civil servants / Staff of public institutions
B. Professional skill worker (Such as teachers/doctors/lawyers, etc.)
C. Service industry personnel (Such as Catering clerk/driver/sales clerk, etc.)

D. Freelancer (Such as writer/artist/photographer/guide, etc.)



E. worker (Such as factory workers/construction workers/urban sanitation
workers, etc.)

F. Staff (Personnel engaged in general affairs)

G. Private business owner

H. student

l. housewife

J. Retirees

K. others

6.How many times have you visited nanning
A. The first time B. The second time
C. The third time D. The fourth time
E. others

7. Who are you traveling with
A. Family or relatives B. friend
C. Tour group D. personal
8. How did you know about the great health tourist attractions in Nanning

A.  friend B. advertising
C.  Travel agency D. The internet
E. others

9.Comments and suggestions about you to health tourism in nanning city?

52
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Part 2 This part is some questions about the “Hierarchy of Needs” ,please tick only

one appropriate number that best represents your agreement with statement.

Strongly Strongly
No. ltem Agree Neutral Disagree
agree disagree
1 You care about the sanitary I:] D I:] D D
condition of tourist attractions.
2 You care about the safety of
[ M [ [
tourist attractions.
3 You know something about health
[ M [ [
tourism.
4 Your purpose of choosing a health
tour is to get close to nature and
[] 1 M [ [
experience ecological agricultural
life.
5 Your purpose of choosing a big
health tour is to relax, keep fit and [] [] [] [] []
keep healthy.
6 You think health tourism can
improve people's demand for [] ] [] [] []
quality of life.
7 You think traveling is a way to D D D D D
relax and forget your worries.
8 You like health tourism more than D D D l:l l:l
ordinary sightseeing.
9 You think health tourism can relax

your tired body better.
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Part 3 This part is some questions about the “Concepts of Customer Satisfaction”.

please tick only one appropriate number that best represents your agreement with

statement.
Strongly Strongly
No. ltem Agree Neutral Disagree
agree disagree
1 You think it is important to have
convenient traffic conditions around D D D l:l l:l

the health and wellness tourist

attraction.

2 You think the basic public facilities

in tourist attractions should be D D D l:l l:l

complete.

3 You prefer to travel to health-

preserving tourist attractions with I:l D D l:l l:l

cultural brands.

4 You are satisfied with the natural

landscape of the health and [] [] [ [] []

wellness tourist attraction.

5 You are satisfied with the

humanistic landscape of the health [] [] [] [] []

and wellness tourist attraction.

6 You are willing to purchase health

care products and services during [] ] [] [] []

the health care travel process.

7 you think the service quality of
tourist attractions affects your travel D I:] D D D

experience.

8 You are satisfied with the service

attitude of the staff in the health I:] D I:] D D

and wellness tourist attraction.

9 You think health tourism should

focus on health care products and [] [] [] [] []

health care services.
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10 You think health tourism promotion
should adopt the "online + offline" [] [ [] [] []

advertising model.

11 You think that the external publicity

of health and wellness tourist I:] I:] I:] D D

attractions is strong.

Please state your opinion on the price of health tourist attractions.

High fair Low
No. ltem
price price price

1 Your opinion on the ticket price of health and wellness

[ [ [

tourist attractions.

2 Your opinion on the price of souvenirs in health and

[ [ [

wellness tourist attractions.

3 Your opinion on the price of meals in health and

[ [ [

wellness tourist attractions.

Part 4 This part is some questions about the “Tourism Behavior” please indicate the

extent of your emotion.

No. ltem agree Disagree

1 In the future, you will travel to Nanning Health Tourism Scenic D D
Area again.

2 In the future, you recommend relatives and friends to local

[ [

health tourism.
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Questionnaire (Chinese)

J VR T T KA BRI A T R S

SERIT Vi

EF 1N T S AT T RIS R T T M 0 R X K e el e
M, AR R TR B Pl R R SR e, 5 0 R TP A Vi 25 T
TR R, S £ 5 RS Ko bR ], 4%
BRI SUES, AKIHA S RIE AR, RS0 AER, H0 s
1% SRS

—  EFEE
L
A5 B%&
2 S
A18% LR B.18-25%
C.26-35% D.36-45%
E.46-60% F.61% UL
BB SRR FE A2
AW K AT B.im
CR%E DAR}
EA A 7 A FiEEaF 7 e
418N NH WA :
A.20007CLAF B.20017t~30007G
B.300176~50007C C.500176~80007T
D.800176~100007T E.1000176~200007G
F.200007G A -
5.8 MBI ER .

Q%ﬁ@ﬂﬁﬁyﬁﬁIWAA

B.EMEEI AR N T Can i/ = A AR I 45

CHRZM A 51 IR RS 51/ mIHLAS % 01 56D

D.H BN E CIfE R 2R K AR N T2

EI}\ L) TN TN T A
HRGL O\ 5 TR A G

Gﬁﬁﬁﬁz



H.24:
| FKBEE
JEIRIRAN 7
K. HAth

6.8 5 J LKk I T T AR i
AZELIR
C.H3IK
E. LA

7 A8 2 R W
AFNEEE B
CJiAT 4

8 M IH T A4 AR T AR T T R OK A R Ui s (X
AR
CIRAT#E
E.HAth

. B GEi%E CHISERRE SLH BIE D

9. S TE Ui ¢ X 1) T AR R ?
AFEH R =
C.—M
EAER AR &
1048 4E B 5 X [ 2 4R 2
AR A=
C.—M
EAE AR &
L1 AR KA R e BT 7 A 2
AR A=
C.—M%
EAEW AR &

57

B.55 2K
D.ZE4IR

B K

DEIN

B &
D. % 2%

B. LA A &
DAKFR

B.LLE A &
DAKIAR

B.LLA A &
DAKIFA R

12,85 FRAE R 10 H & 2RIE BRI B AR ?

AR FR
C—
EAER AR
13 880 PR IR 1 H R TSR O RRARIRAE?
AFEF AR

B.JFI &
DANR &

B.IA) &



C—/&
EAEHANH =

14 BN i BRI RE S T E N RN AR 30 i R R 75 5K 2

AFJEH TR
C.—/%
EAEH AR E
15N NTRAT & — Pk O A A o 1 77 202
AR A=
C—%
EEH ARE
161885 WAk R 77 AR i i P it 3 38 W i ?
AdEH A=
C—%
EJEH A=

17 S\ g e = AR TR il A 1E 28 B R4S B BT T 2

AFEH FE
C.—M
EAEF AR &

18 AN ik B % A it T 3t [X ) 30 5 S R 150 A R AR B 22 2
AdEH A=
C.—M
EAER AR &

19 SN N it 5 X AR Rl A S B it 7 2% 5% 4 2
AFEH R
C.—M
EAE AR &

204658 35 W0 B B AT SCAK St R fg R 7 A T it s DX i e ?
AR R
C.—M%
EAEW AR &

21BN A BRI AR T S5 DX I AR SO
AR TR
C.—M%
EAEW AR &

22 MR R 7= AR T i o X (9 N S I
AR F =

DANA &

B.[q) &
D.ANAE =

B.LLE A &
DAK A=

B.LLA A &
DAKIFAE

B.JFI &
DAFE

B.[AI &
DANFE

B.LLE A &
DAKIAR

B.LLA A &
DAKIFA R

B.JFI &
DA

58



59

C—% DANH &
EEH A=

23 15 BE R AE A TR AR R U I R v W ST 5 A R 7 i R R 557 2 2
AdEH [FE B.IAI &
C—f DANHE
EEH A=

20 F8 N AR S X R 55 o 2 52 T 45 ) R i A B 2
AR A= B.IA &
C— DANF &
E R AN A &

25 i B IR AR ki e X AR N LIRSS A FET =02
AR A= B.IA &
C— DANF &
EdEw A=

268X e R AR R Ui s X T TSR A B
AN A =1 B A& &
CANHE

27 S0 i 77 AR iR Uit s X 4 A& I R B
AT i = BT & &
CAN I

28 K& X e TR A Tk Ui s X AR N A R B
A S A 151 B A& i
C AN

29 SNk BT AR Ui 1% PAFR AR ORI = i AN T2 IR 55 2 2
AFEH A = B.IAI &
C—R DAF &
EdEw A=

308 N AR TR AL R I B AL ROZAE <28 B2 A I E AR
AR A = B.[A &
C—R DAF &
EARH AN A &

31N Al R A R U 55 X X A B AR I FE R ?
AR R = B.[A &
C—& DAF &

EAER AR



32 ARG T VR B B T A A RR i 5t DX A W] BE A -

A%s B.AZ
33 AN A7 2 WU A B A M AT (e B 552 28 e i 1) ] R 2k«
A%s B.AZ

60



CURRICULUM VITAE

NAME Mrs. Liling Pu

DATE OF BIRTH 28 November 1983

EDUCATION 2002 Thai, Guangxi University for Nationalities, Nan Ning,
China

2019 Tourism management, Maejo University, Chiang Mai,
Thailand
WORK EXPERIENCE 2007 Thai teacher, Guangxi University of Foreign

Languages, Nan Ning, China



	ABSTRACT (THAI)
	ABSTRACT (ENGLISH)
	ACKNOWLEDGEMENTS
	TABLE OF CONTENTS
	List of Tables
	List of Figures
	CHAPTER I  INTRODUCTION
	Background of the Study
	Research Problem
	Objective of the Study
	Expected the Results
	Scope of the Study
	Limitation of the Study
	Definition of the Terms

	CHAPTER II  LITERATURE REVIEW AND RELATED STUDY
	Theory
	Theoretical framework
	Related Study
	Conceptual framework
	Research Hypothesis

	CHAPTER III  RESEARCH METHODOLOGY
	Locale of the Study
	Population and Sampling Procedures
	Variable of Measurement
	Research Instrument
	Pretesting of the Instrument
	Data Gathering
	Analysis of Data

	CHAPTER IV  RESULT AND DISCUSSION
	Demographic Characteristics of the Respondents
	Reliability Analysis
	Validity Analysis
	Variation Analysis

	CHAPTER V  SUMMARY IMPLICATION AND RECOMMENDATIONS
	Summary
	Implication
	Recommendations

	REFERENCES
	APPENDICES
	CURRICULUM VITAE

