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Abstract. Taking tourism as the vital focus for promoting high-quality develop-
ment, Gansu Province, China, has been complying with the trend of diversified
upgrade of tourism consumption and has made incredible breakthroughs in the
development of its tourism industry. In an attempt to dig further into the tourism
potential of Gansu, this research builds a structural equation model involving 7
latent variables (e.g., tourists’ perceptions of tourism resources, tourism services,
the quality of local residents, and urban characteristics) and 24 variables (e.g.,
natural landscape, humanistic landscape, and history and culture). Based on the
path coefficients, it can be concluded that: (1) tourists’ perception of tourism re-
sources is the most important factor influencing Gansu’s tourism image; (2) the
quality of local residents has a positive effect on Gansu’s tourism image, among
others. The research is expected to provide decision references for Gansu’s tour-
ism administration to improve the province’s tourism image and promote high-
quality development of its tourism industry in the era of we-media.
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1 Introduction

Across China, unleashing the potential of tourism consumption, promoting the high-
quality development of tourism, and fostering new drivers for the innovative develop-
ment of tourism have been esteemed as three important focuses for boosting high-qual-
ity economic and social development!!l. In 2023, Gansu Province attracted 388 million
tourists and achieved a tourism revenue of 274.58 billion yuan, rising 187.8% and
312.9%, respectively, on a year-on-year basis. In the spring of 2024, as Gansu-style
Tianshui Malatang (Spicy Hot Pot) has been trending on China’s social media, all par-
ties concerned in Gansu Province were united as one and committed to making Tianshui
Malatang a new experience element of local cultural tourism. By the end of the May
Day holiday in 2024, short videos and other kinds of media content concerning “Gansu
cultural tourism” and “Gansu Tianshui Malatang”, throughout all of China’s social me-
dia, harvested 36.66 billion clicks and views, 3.397 billion likes, and 2.48 billion inter-
active comments, which has continued to stimulate the vitality of Gansu’s cultural tour-
ism market and increase its tourism supply efficiency. Accordingly, how to maintain
such a desirable trajectory and improve visitors’ satisfaction and sense of gain so as to
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bring new increments to Gansu’s cultural tourism industry has become its main chal-
lenge!!.

2 Methodology and Data Source

2.1 Methodology

Factors that dominate a region’s tourism image can be diversified, and it increases the
difficulty of such research due to some of the key factors are inherently unmeasurable.
Therefore, this research introduces structural equation modeling (SEM), which is a
multivariate statistical analysis capable of building, estimating, and testing causal mod-
els. Also, it can integrate with other methods such as factor analysis, path analysis, and
multiple linear regression analysisl*l. The model can be divided into a structural model
and a measurement model. The measurement equation describes the correlations be-
tween the latent variables and the indicators, such as those between tourists’ perceptions
of total cost, total value, and cost-value ratio (i.e., the three indicators of tourists’ per-
ceived value) and their perceived value. The structural equation describes the correla-
tions between the latent variables, such as the one between tourists’ perceived value
and their degree of satisfaction*l. As for the correlations between the latent variables
and the indicators, such as those between the three indicators of tourists’ perceived
value and tourists’ perceived value, and between the three indicators of tourists’ satis-
faction and tourists’ satisfaction, the measurement equations are often expressed as:

x=AE+0 (D
b% :Ay77+g )

where x is the vector consisting of exogenous indicators (e.g., the three indicators of
tourists’ perceived value); y is the vector consisting of endogenous indicators (e.g., the
three indicators of tourists’ satisfaction); & is the vector of the exogenous latent variable
(e.g., tourists’ perceived value); 1 is the vector of the endogenous latent variable (e.g.,
tourists” satisfaction); A x is the component matrix that reflects the correlations be-
tween the exogenous indicators and the exogenous latent variable (between the three
indicators of tourists’ perceived value and tourists’ perceived value, for example); A
y 18 the component matrix that reflects the correlations between the endogenous indica-
tors and the endogenous latent variable (between the three indicators of tourists’ satis-
faction and tourists’ satisfaction, for example)l.

As for the correlations between the latent variables (i.e., between tourists’ perceived
value and tourists’ satisfaction), the common structural equation is as follows:

n=pn+Ié+4 3)

where B is the correlation between the endogenous latent variables (between tour-
ists’ satisfaction and another endogenous latent variable, for example); I is the influ-
ences of the exogenous latent variables on the endogenous latent variables (that of
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tourists’ perceived value on tourists’ satisfaction, for example);  is the structural equa-
tion’s residual term, which acts as the unexplained factor!®),

To some extent, tourists’ satisfaction and loyalty (to a tourism destination) may
demonstrate their perceived tourism destination image. Based on the theory, inferences,
and assumptions that contribute to the structural equation modeling, the research pro-
poses the following models describing the correlations between different variables:

Hb 1: Tourists’ perception of tourism resources has a significantly positive effect on
their satisfaction.

Hb 2: Tourists’ perception of tourism services has a significantly positive effect on
their satisfaction.

Hb 3: Tourists’ perception of the quality of local residents has a significantly positive
effect on their satisfaction.

Hb 4: Tourists’ perception of the quality of local tourism workers has a significantly
positive effect on their satisfaction.

Hb 5: Tourists’ perception of urban characteristics has a significantly positive effect
on their satisfaction.

Hb 6: Tourists’ satisfaction has a significantly positive effect on their loyalty.

2.2 Data Source

Considering the fact that tourism image is a relatively abstract percept, this research
has reviewed and extracted the questionnaire information from existing literature so
that five influence factors of tourists’ perceived tourism destination image and two var-
iables that can be indirectly impacted by the five influence factors are summed up. The
five influence factors include tourists’ perceptions of tourism resources, tourism ser-
vices, the quality of local residents and tourism workers, and urban characteristics. The
two variables are tourists’ satisfaction and loyaltyl”). From the seven perspectives, a
questionnaire was designed in the form of a five-point scale to measure tourists’ per-
ceived tourism image of Gansu Province.

In this research, the survey subjects comprised all Chinese tourists who have visited
Gansu Province. The questionnaires were issued both online and offline. In Zhongshan
Bridge, Wuquan Mountain Park, food streets where Tianshui Malatang was catered,
and other scenic spots with a large flow of people, an offline street intercept survey was
carried out. At the same time, questionnaires were issued online to the users who posted
pictures concerning Gansu tourism on social platforms. A total of 560 questionnaires
were collected, and 344 were valid after eliminating those with a completion degree
below 80% and a response time of less than 120 seconds from overlapped or similar
geographic locations and IP addresses. The reliability analysis suggested that
Cronbach’s alpha coefficient is 0.964, and the data’s reliability coefficient is greater
than 0.9. The validity analysis based on the KMO test and Bartlett’s test showed that
the KMO value is 0.960, greater than 0.8, which indicated that the research data is
available for information extraction and further analysis.
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3 Empirical Research

3.1  Structural Equation Modeling of Gansu Tourism Image

In light of the basic theory of the structural equation, as well as the influence factors of
perceived tourism destination image, a structural equation model of the Gansu tourism
image involving seven latent variables and 22 observed variables is proposed (Figure
1). Specifically, the latent variables include tourists’ perceptions of tourism resources,
tourism services, and urban characteristics, as well as tourists’ satisfaction and loyalty;
the observed variables are natural landscape, humanistic landscape, history and culture,
social activities, accommodation, catering, entertainment, etc.
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Fig. 1. Structural equation model of tourism destination image perception

3.2  Fitting and Analysis

The SPSSAU software allows for setting up the causal paths illustrated in the structural
equation model to output path coefficients and degrees of fitting (Table 1). and an dia-
gram of path coefficients is achieved (Table 2 and Figure 2).

In evaluating the model’s goodness of fit, the fit indices are summed up in Table 1.
It shows that GFI and AGFTI are slightly lower than the standard values, and all the other
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indices meet the requirements. The model is interpretable and has a favorable overall
fitting degree.

Table 1. Fit Indices of the Structural Equation Model

Common ) .o .o4f GFI RMSEA RMR  CFI  NFI NNFI

Indices

Standard - - 2005 <3 =09 <010 <005 =09  >09 >09

Value 6539 236 0.000 2771 0850 0.072 0045 0937  0.905 0.926
- 0,

Otdhiirein TLI AGFI IFI  PGFI PNFI PCFI SRMR RMSI;*%A’

Standard >0.9 >0.9 >0.9 >0.5 >0.5 >05 <0.1 -
Value  0.926 0.809 0.937 0.669 0.774 0.801  0.047 0.065~0.078
Default Model: ¥2(276)=6868.732, p=1.000
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Fig. 2. The Structural equation path coefficient diagram
Table 2. A summary table of model path coefficients
Z- Path coeffi-
X - Y SE P-value .
score cients
Perception of tourism resources — Tourist satisfaction 0.026 4.534 0.000 0.407

Perception of tourism services — Tourist satisfaction 0.030 2.149 0.032 0.207
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X — Y SE z P-value Path, coeffi-
score cients
Perception of resident quality — Tourist satisfaction 0.021 3.870 0.000 0.269
Perception Of?ir(ian characteris- |+ rist satisfaction 0.018 2214  0.027 0.148
Tourist satisfaction —  Tourist loyalty 0.488 6.544 0.000 0.913

From the diagram of path coefficients, it can be known:

a. The coefficients of the paths from “perception of tourism resources”, “perception
of tourism services”, “perception of the quality of local residents”, and “perception of
urban characteristics” to “tourist satisfaction” are 0.407, 0.207, 0.269,0.148, all greater
than 0.1, indicating that the tourism resources, tourism services, quality of local resi-
dents, and urban characteristics in Gansu Province can positively influence its tourists’
satisfaction and loyalty and thus its tourism image;

b. The coefficient of the path from “perception of tourism resources” to “tourist sat-
isfaction” is 0.400, raking the first, which suggests that Gansu’s tourism resources have
the most significant effect on its tourism image;

c. The coefficients of the paths from “natural resources”, “humanistic resources”,
“history and culture”, “transportation”, “accommodation”, and “catering”, among oth-
ers, to the latent variables are all above 0, indicating that all these factors have a positive
effect on Gansu’s tourism image. Specifically, the “humanistic landscape” measure-
ment item has the highest path coefficient, which demonstrates that it has the most sig-
nificant effect on Gansu’s tourism image. In terms of the quality of local residents, their
obligation to help others has the greatest positive effect on Gansu’s tourism image. The
shopping experience, as one of the elements of the humanistic landscape, has a positive
effect on Gansu’s tourism image. Despite Tianshui Malatang has gone viral on China’s
social media, the coefficient of the “catering” path is relatively low among all the path
coefficients. Environmental protection, as one of the urban characteristics, is essential
to the shape of Gansu’s tourism image;

d. Not only are the influences of “perception of tourism resources”, “perception of
tourism services”, “perception of the quality of local residents”, and “perception of ur-
ban characteristics” direct but also indirect. Particularly, tourists’ perception of the en-
vironment is dominant. Satisfactory tourism resources can improve tourists’ apprecia-
tion of a tourist destination to contribute to their willingness to revisit;

e. At the end of the model, for every 1 unit increase in “tourist loyalty”, “willingness
to revisit”, and “willingness to recommend” increase by 0.86 and 0.913 units, respec-
tively. The two elements are important indicators of tourists’ loyalty to a tourist desti-
nation.

4 Conclusion

Above, the following conclusions are summed up for Gansu’s tourism administration
to adopt corresponding strategies to further enhance the province’s tourism image and
promote high-quality development of tourism in the we-media era.
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Firstly, the tourists’ perceived tourism image of Gansu is favorable, but there is still
room for improvement. Gansu should continue to strengthen the publicity of its tourism
resources and cultural tourism activities via the Internet and social media. In addition
to Mogao Grottoes, Crescent Moon Spring, Singing Sand Mountains, Maiji Mountain
Grottoes, Jiayu Pass Gate Tower, and other attractions that enjoy fame, Gansu should
pay more attention to advertise Zhagana, Kongtong Mountain, Bingling Temple, the
Yellow River three gorges, and other scenic spots that are as well attractive yet less
famous. Also, the distinctive landforms should be highlighted in publicity. Events such
as the “Gansu Cultural Tourism Tik Tok Ecology Meeting” and the” ‘Fly over Gansu’
Aerial Photography Competition” should be held regularly to further promote Gansu’s
tourism image in the minds of massive netizens and travel enthusiasts.

Secondly, tourism resources are the dominant influence factor for Gansu Province
to shape its tourism image. Gansu should dig further into its tourism resources in terms
of natural landscape, humanistic landscape, history and culture, and social activities to
present more tourist attractions according to their locations and styles, improving the
depth and width of Gansu’s tourism scope. Tourism series may include the Dunhuang
series, (desert) landform self-driving tour, Danxia landform, Yellow River series, an-
cient temples series, etc.

Thirdly, the quality of local residents has a positive effect on Gansu’s tourism image.
Gansu should emphasize the expression of humanistic care throughout its tourism ser-
vices. It is an opportunity to improve the professional quality of local tourism workers
by reminding tourists about objective problems such as sandstorms and altitude stress
via texting, front desk, and post-it notes, among others, as a way of expressing human-
istic care. Local residents are the inheritors of a region’s culture, and their lifestyle,
traditional customs, artistic expressions, and festivals and celebrations are important
attractions. Particularly, the research shows that the tourists are sensitive to Gansu peo-
ple’s obligation to help others, integrity, and other characteristics, for which Gansu
should provide its people with a high-quality spiritual and cultural life so as to better
promote the province’s development of cultural tourism.

At last, tourism services and urban characteristics are positive to Gansu’s tourism
image, but several improvements could be made. Gansu should increase the frequency
of airport shuttle buses and intercity trains and especially ensure convenient transpor-
tation and accommodation in the vicinity of the airports at night. Different forms of
tourism accommodation facilities, such as hotels and guest houses, should be sup-
ported. In addition, regular classical performances such as Flying Apsaras, A Fantasy
at Dunhuang (Dameng Dunhuang), and Silk Road Flower Rain (Silu Huayu) should be
performed more often and forged into must-see cultural tourism events in Gansu, just
like the Opera Face in Sichuan. Special events, including the “Highland Music Festi-
val” and “Desert Music Festival” that allow tourists to participate wholeheartedly in
tourism and entertainment are recommended, increasing tourists’ perceived tourism im-
age of Gansu.
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