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ABSTRACT

In China, cities such as Chongqing and Xi'an are rapidly gaining popularity through
social media platforms, attracting widespread attention, discussion, and a large influx
of tourists. This surge in city tourism is driven not only by government market-
oriented strategies but also by the social media travel influencers (SMTIs). However,
limited research explores the extent to which tourists’ visit intentions are influenced
by perceived government market orientation (PGMO) and SMTIs. The objectives of
this study, therefore, aim to examine the relationships between perceived government
market orientation (PGMO), SMTIs’ attributes, and tourists’ visit intentions to
Chongqing. In addition, the study also investigates the mediating role of trust
between the SMTIs’ attributes and visit intention. The research focuses on Chinese
domestic tourists who have never visited Chongqing but are SMTIs followers in
social media. To explain these relationships, the study employs the Stimulus-
Organism-Response (SOR) model and source credibility theory as the theoretical
frameworks. Data are collected through a self-administered questionnaire, using
purposive sampling targeting followers on two major social media platforms, Douyin
and Sina Weibo. Structural equation modelling (SEM) is conducted on 409 valid
responses using SPSS (version 27) and AMOS (version 26). The results indicated
that all independent variables, including PGMO, SMTIs’ expertise, authenticity, and
physical attractiveness, have positive relationship with tourists’ visit intentions. In
terms of indirect relationships, the findings revealed that trust positively mediates the
relationship between SMTIs’ authenticity, SMTIs’ expertise, and tourists' visit
intentions. However, SMTIs’ physical attractiveness does not influence visit
intentions through trust. This study enriches current research understanding by
introducing a structural model that combines PGMO and SMTIs, with trust as a
mediator to analyse tourists' visit intentions. Additionally, this research provides
valuable insights for city governments and destination marketing organizations,
helping them understand tourists’ perceptions of government market orientation,
SMTIs, and trust. The study suggests prioritizing these elements to promote city
tourism growth in the age of social media.

Keywords: Perceived Government Market Orientation, Social Media Travel
Influencers' Attributes, Trust, Visit Intention, Chongqing
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ABSTRAK

Di China, bandar-bandar seperti Chongqing dan Xi'an mencapai populariti dengan
pantas melalui platform media sosial, menarik perhatian luas, perbincangan, dan
kemasukan pelancong yang ramai. Peningkatan dalam pelancongan bandar ini
didorong bukan sahaja oleh strategi berorientasikan pasaran yang diterapkan oleh
kerajaan tetapi juga oleh pempengaruh pelancongan di media sosial (SMTIs). Walau
bagaimanapun, kajian yang mengeksplorasi sejauh mana niat pelancong untuk
melawat dipengaruhi oleh persepsi orientasi pasaran kerajaan (PGMO) dan SMTIs
masih terhad. Oleh itu, objektif kajian ini bertujuan untuk meneliti hubungan di
antara persepsi orientasi pasaran kerajaan (PGMO), atribut SMTIs, dan niat
pelancong untuk melawat Chongqing. Selain itu, kajian ini juga menyiasat peranan
kepercayaan sebagai mediator di antara atribut SMTIs dan niat pelancong untuk
melawat. Penyelidikan ini memfokuskan kepada pelancong domestik China yang
tidak pernah melawat Chongqing tetapi menjadi pengikut SMTIs di media sosial.
Untuk menjelaskan hubungan ini, kajian ini menggunakan model Stimulus-
Organism-Response (SOR) dan teori kredibiliti sumber sebagai kerangka teori. Data
dikumpulkan melalui soal selidik yang diisi sendiri, dengan menggunakan
persampelan bertujuan yang mensasarkan pengikut dua platform media sosial utama,
Douyin dan Sina Weibo. Structural Equation Modelling (SEM) dijalankan ke atas
409 respon yang sah menggunakan SPSS (versi 27) dan AMOS (versi 26). Hasil
kajian menunjukkan bahawa kesemua pembolehubah bebas, termasuk PGMO,
kepakaran SMTIs, keaslian, dan daya tarikan fizikal, mempunyai hubungan positif
dengan niat pelancong untuk melawat. Dari segi hubungan tidak langsung, hasil
kajian mendedahkan bahawa kepercayaan secara positif telah memediasikan
hubungan di antara keaslian SMTIs, kepakaran SMTIs, dan niat pelancong untuk
melawat. Namun begitu, daya tarikan fizikal SMTIs tidak mempengaruhi niat
pelancong untuk melawat melalui kepercayaan. Kajian ini memperkaya pemahaman
penyelidikan semasa dengan memperkenalkan model struktur yang menggabungkan
PGMO dan SMTIs dengan kepercayaan sebagai mediator untuk menganalisis niat
pelancong untuk melawat. Di samping itu, kajian ini juga memberi pandangan yang
berharga untuk kerajaan bandar dan organisasi pemasaran destinasi, bagi membantu
mereka memahami persepsi pelancong terhadap PGMO, SMTIs, dan kepercayaan.
Kajian ini mencadangkan elemen-elemen ini diutamakan bagi mempromosi
perkembangan pelancongan bandar di era media sosial.

Kata Kunci: Persepsi Orientasi Pasaran Kerajaan, Atribut Pempengaruh

Pelancongan Media Sosial, Kepercayaan, Niat Pelancong untuk Melawat, Chongqing
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CHAPTER ONE

INTRODUCTION

1.1 Background of Study

City tourism has become a critical component of the global tourism industry, with
cities now serving as primary destinations for a wide variety of tourists (Bock, 2015;
Postma et al., 2017). City tourism, also called urban tourism, involves traveling to

and exploring cities, with an emphasis on experiencing their entertainment venues,

cultural attractions, and various historical landmarks (City Tourism Performance
Research, 2018). Cities function as cultural melting pots, economic centres, and hubs
for innovation, all of which provide tourists with an array of experiences that cater to
varied interests, from historical exploration to culinary adventures. Unlike traditional
tourism that might prioritize natural landscapes or beach resorts, city tourism
capitalizes on the diversity and complexity of metropolitan areas (Quantifying

tourism in city destinations, 2024).

Nowadays, cities are considered some of the most highly frequented destinations on
a global scale. According to Global Travel Trends (2023), travellers have
demonstrated a strong preference for "sun and beach" destinations in 2021 and 2022,
as pent-up demand was unleashed following the pandemic. However, this trend
shifted in 2023, with city tourism experiencing a notable resurgence. Tourism to

urban destinations increased by 52% compared to 2022, significantly outpacing the
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Appendix B

Questionnaire (English Version)

Title: The Impacts of Perceived Government Market Orientation and Social
Media Travel Influencers' Attributes on Domestic Tourists’ Visit Intention to

Chongqing City: The Mediating Role of Trust

Respected participant,

Hello, I am Tang Wu, a PHD candidate. Firstly, thank you for your assistance and
cooperation! If you have ever followed social media travel influencers on Chongqing

and have never visited Chongqing before, please help by completing this survey.

The purpose of this survey is to understand the impact of social media travel
influencers and perceived government market orientation on the visit intention of
Chinese domestic tourists to Chongqing. The results obtained from this research will
be used solely for academic purposes and will not be disclosed publicly. This survey
is conducted anonymously, so please feel free to respond. If you have any questions
regarding this research survey, you can directly contact me via email at
70532611 (@qqg.com or by phone at 13502865282. Your valuable opinions are crucial

to the success of this study. Once again, thank you for taking the time to participate.

Best wishes!

Tang Wu

Ph.D. Candidate

Northern University of Malaysia
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Instructions:

Here is information related to visit intention to Chongqing. Based on your personal

experience and favourite social media travel influencers you have ever followed,

please indicate the number that best describes or reflects your response to the

following statements. Use the scale rating provided, ensuring that you answer all

questions. Pay particular attention to the statements highlighted in BOLD.

1= Strongly Disagree

2= Disagree

3= Somewhat Disagree

4=Neither Agree nor Disagree

5= Somewhat Agree

6= Agree

7= Strongly Agree

Section A: Social Media Travel Influencers' (SMTIs) Expertise

SMTI is an expert.

SMTI is a knowledgeable person.

SMTI is a person qualified to offer.

1
2.
3.
4

SMTI is a skilled person.

—t | | —

NN DN (N

3
3
3
3

R CNES

DN D |

N[N &N [

N 2 (2

Section B: Social Media Travel Influencers' (SMTIs) Authenticity

SMTI is dependable.

SMTTI is honest.

SMTI is reliable.

SMTI is sincere.

ARl SN g

SMTI is trustworthy

[UN U JURENY (VI u—t

NN N |

W[ W (W

R B

DN | D [

D[N & |

N Q[

Section C: Social Media Travel Influencers' (SMTIs) Physical Attractiveness




10. | SMTI is attractive. 1 123145617
11. | SMTI is beautiful 1123|4567
12. | SMTI is sexy 112|314 |5]|6]|7
13. | SMTlI is elegant. 1 1213145167
Section D: Trust
14. | I can rely on the content of the SMTI. 1 123145617
I believe what the SMTI says, and he/she would
15, not attempt to make use of the followers. L2314 151617
16. | SMTI is honest even with conflicting interests. 1 1213|4567
17, SMTI would not lie even though he/she could 1 lal3lals|elr
benefit from it.
Section E: Perceived Government Market Orientation
Chongqing’s tourism policies are designed to
18, address the practical needs of visitors. L2314 15]6)7
The city’s tourism agencies in Chongqing take
19. | into account tourists' future expectations when 1|23 |4 |5|6]|7
planning.
20, The tourism agencies in Chonggqing take 1nfco 1 lal3lals!|elr
account the evolving circumstances of tourists.
1. Th_e: C_hongqlpg government surpasses other 1lal3lalslelr
cities in shaping its tourism image.
The Chongging government surpasses other
22. | cities in conducting tourism marketing 12|34 ]|5|6]|7
activities.
Section F: Visit Intention
23. | I plan to visit Chongqing someday 1 1213145167
24. | I intend to visit Chongqing in the near future 1123|4567
25. | I am willing to visit Chongging 1 1213145167
26. | 1 will make an effort to visit Chongqing 112131451617

Section G: Demographic

1. Gender

1) Male

2) Female

2. Age

1) 20 years old and below

2) 21 - 30 years old
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3) 31 - 40 years old

4) 41 - 50 years old

5) 51 and above

3. Marital status

1) Married

2) Single

4.Habitual Residence

1) Northeast region (Liaoning, Jilin, Heilongjiang)

2) East China (Shanghai, Jiangsu, Zhejiang, Anhui, Fujian, Jiangxi, Shandong,
Taiwan)

3) North China (Beijing, Tianjin, Hebei, Shanxi and Inner Mongolia Autonomous
Region)

4) Central China (Henan, Hubei, Hunan)

5) South China (Guangdong, Guangxi, Hong Kong, Macao)

6) Northwest China (Shaanxi, Gansu, Qinghai, Ningxia, Xinjiang)

7) Southwest region (excluding Chongqing) (Sichuan, Guizhou, Yunnan, Tibet)
5.0ccupation

1) Institutions/civil servants

2) Company employee

3) Businessperson

4) Worker

5) Freelancer

6) Students
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7) Others

6. Salary

1) Less than RMB 5000
2) RMB5001-10000

3) RMB10001-20000

4) Above RMB 20001

7. Education

1) High school and below
2) Associate degree

3) Bachelor's degree

4) Master's degree and above
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Appendix C

Questionnaire (Chinese Version)

LB : BRABUN 355 1 A3 3 R AR R LLASE XS B il b E R T AR IR
REFNE . [FENTMTER

BHNS55.

By, BWEER, —R2ELIHRE. . BHENEYNES MREGS

TSI, BMREIER, BEMBITMLLES.

ARIFEN BN T AL TR HRIEMN AR BT T35S E X B E R e
AERGHFREOENE. WTRAEERXATERBN, FTATHEE. K
BB ANEZRFE, BROES., MRENAKARIFEER EEIEED, @I
48 70532611@qq.com S EEIA 13502865282 HIFHKA T, BHERBANAHR
RN EXRER., FRRGEHENES5AKEE. fUEAENE

ER

BEHRE

SXRMILIETTRE

SR,
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UTEESERXRFEREBXNES. FREENDAZHNEENMRFTL
MAEAEMLL, IEH RERAS RREX U THRANEENET. 1BFEAR
HESTER. WEREEE 7B R, BEAEEAEEFIREAER.

3= HHARR

-

A BB MRBEHRIF LR T b

L | M ILERETENESR.

2. | WRFEMLLAE RO 7T B AR

3. | iiEMZLER AR AR EESHA,
4. | IREMAERETBLRFS

bt |t [t |
I NI NN
|| | wn
N 9

NN N DN

W W] W[ W

NN NN

B #35: A A BA MR AL A RS

RN EAVLIE 30
iR AR oM R
MR ML R ES AR
MM R R IRAY.
MM EREEN.
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N e
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RN RN EN |

10. | FREMZZREWS| . 112134567
11. | BB 2RE=R. 123451617
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12. | AR 2R MRA. 12345617
13. | FRIEMLIZRILIER. 1|2 3]|4]5]|6]7
D 5 51
14. | IOHEMONAS (XEHWH) EEEHR. 1234|5617
s KAREREMNOMEAE, HBEM (i) R lalslalslels
|| S EF AL,
16. | RESEBEEF R, EiRFEMIIHIEMN. 1123 |4|5]6]7
17. | BMEEREMARZR S . IRIFENLL AU . 1|1 2(3|4]5]6]|7
E 245 BRABURFH S
18. | EXRARFBUR BETEH B HERILIRE K 1|23 |4|5]6]|7
9 BRI M KB BB T BRI tlalslals!lel
" | SRHEAER,
0. iﬁg‘?@mm&mﬂaﬁ%@u;ﬁ%wm tlalslals!lels
JIgJL,
)1 iiﬁﬁﬁ&f&iﬁﬁﬁiﬁ?%%ﬁﬁﬁiﬂﬁ% lalslalslels
BRTEBFEFRREEEEsIA mMELT
22. T 1|23 |4]5|6]7
F 884> iR
23. | IR REEKIRTT. 1|23 |4]5|6]7
24, | BITHIA AR EE KRS T. 11 21314ls5]e6l7
25. | BB BRERRIEKXIKE. 1234|5617
26. | BB HEERIKE. 11234 ]5]6]|7

Section G: AOGRITTE

L. 51

1) %
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2. R

1)20 820 AT
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3)31-40 &

4)41-50 %
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2) 5001-10000 7T
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Appendix D

Determining Sample Size from a Given Population

N--—--8 N----8 N--—--8 N--—--8 N--—--8
10----10 10080 | 280162 | 800---—--260 | 2800--—--338
1514 110-----86 290----165 | 850----265 | 3000-----341
20--—-—19 120----92 300169 | 900--—269 | 3500-----346
25-----24 130----97 320175 | 950--—274 | 4000----351
30--—-28 140--—-103 | 340-——-181 | 1000---—--278 | 4500----—-354
35-----32 150--—-108 | 360-——-186 | 1100---—--285 | 5000----357
40----36 160113 | 380-——-191 | 1200--—--291 | 6000----—-361
45--—-40 170-——-118 | 400——-196 | 1300---—--297 | 7000-----364
50--—-44 180--—-123 | 420----201 | 1400---—--302 | 8000---—-367
55---—-48 190-——-127 | 440205 | 1500-—---306 | 9000---—-368
60--—--52 200----132 | 460---—--210 | 1600-----310 | 10000-----370
65--—--56 210-—---136 | 480--—--214 | 1700-----313 | 15000-----375
70-----59 220----140 | 500--—--217 | 1800-----317 | 20000-----377
7563 230-—--144 | 550---—-226 | 1900-----320 | 30000-----379
80--—-66 240148 | 600--—--234 | 2000----322 | 40000-----380
85--——-70 250--—--152 | 650242 | 2200-----327 | 50000-----381
90--—--73 260-—--155 | 700--—-248 | 2400-----331 | 75000-----382
95-----76 270---159 | 750-—--254 | 2600----335 | 100000-----384

Note: N is population size, S is sample size required.

Source: Krejcie and Morgan (1970)
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