Factors affecting local tourist’s intention to use online tourism platform
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Introduction

The advent of the Internet era is an opportunity for all walks of life. The high coverage and intense Internet
penetration have brought new opportunities for the tourism industry. In particular, the development of integrated
tourism marketing in the era of new media has become a new way to promote the development of the tourism
industry (Zhou Junzhi, 2019). With the maturity of mobile Internet technology, online tourism has been increasing
year by year (Qiu liliu, 2021). The development of mobile devices has started to show its impact. Smartphones 3

Dickinger, A. (2019). At present, most tourists collect tourism information through the Internet and
major tourism platforms to realize related consultations and transactions. From 2017 to 2020, the tra
the online travel market has increased from 738.41 billion yuan to 1,120.8 billion yuan. It ca
development of China's online travel market is gratifying (Liang Aizhen, 2020). According to the

tourism market will come from online tourism platforms.
With the development of Internet technology and the popularization of smart
have attracted the attention and favor of many netizens due to their rich content. Th

fierce, the early user dividends of the online travel platform market
market penetration rates of various online travel platforms are gradu.

Problems such as strong and over-co i 019.), Therefore, it is necessary to effectively
combine the characteristics of online t i arket to enable the sustainable development

personalized, customized servic i e, and rvicé’to increase user stickiness and packaging products
in the form of leisure and v influencing factors of users' attention to use will be a
significant issue faced by vaa (Chen Xi, 2019).

western China, Gua i overty alleviation; many impoverished areas get rid of poverty
through rural touri ich. i urism resources in Guangxi have attracted much attention. We
should combine vantages of Interngt development, study the influencing factors of Guangxi local tourists'

ch has a specific necessity.
uangxi online travel platform has increased the promotion of featured

e Spring Festival in 2017 showed that the number of readings was minimal. The day with the
anuary 31, 2017, and the number of readings was only 21,233 times. The number of likes is

accounting for less than 1%. (Li Xiaoqing, 2017). Therefore, decision-makers of Guangxi online travel
s need to consider which factors will affect users' willingness to use. This research is imminent.

According to the statistics of the Guangxi Tourism Development Committee, Chinese tourists use various
online travel platforms in Guangxi, mainly including the platforms of the Guangxi government tourism department
(the video account of the"Guangxi Culture and Tourism Department," the Guangxi Tourism Government Affairs
Network, etc.), Guangxi Scenic Spots Platform (Qingxiushan official account, Fangte Tourism official account, etc.),
Travel agency platform (Guangxi International Travel official account, Liuzhou Dream International Travel Network,
etc.), Travel mobile payment APP (Ctrip APP, Mafengwo APP, etc.). The platform of the tourism department of the
Guangxi government mainly focuses on cultural publicity and promotion, the scenic spot platform mainly provides
scenic spot services, the travel agency platform mainly focuses on formulating travel routes and services, and the
mobile payment APP mainly provides various online payment services for tourism. The proportion of tourists' usage



is relatively average, and local tourists have no apparent preference for online travel platforms. The reason is that
each platform performs its duties, and there is no online travel platform that integrates multiple functions.

From the perspective of online travel platforms used in Guangxi, there are significant commonalities. First,
the platform has distinctive local characteristics and can integrate national or rural culture(Lin Na, 2018; Huang Li'an,
2019). Second, the problems are relatively consistent: the usage rate of tourists is not high, and the willingness to
promote is not strong. (Li Xiaoqing, 2017); the entertainment and personalization of the platform are insufficient, and
the interaction is insufficient; the function is relatively single, and it cannot meet the diversified needs of

(Zhang Dingkun. 2020), etc.
The development opportunities and challenges of online travel platforms coexist. Dugst

general guiding significance.

Literature review:

Perceived usefulness is the degree of improvement in personal wor i jency that
users feel after adopting a specific information system (Davis, 1989). itigd! factor in
information system user satisfaction and continual use intention (Bhat ., 2008). Pan
Lan, Lin Bishu (2016), and others divided perceived usefulness i nd service and
studied its impact on travel APP users' intention to use. The itive effect.. Zhang
Dingkun (2020) added several measures of knowledge, tlmellne is basis.Yang Yinfu's (2016)
study found that perceived usefulness directly impacts user i online learning platform
MOOC. Liu Zhu (2018) found that in the context of o i i and comments can directly
affect perceived usefulness and thus have a significa sers' intention tojuse online shopping platforms.

platforms:

HI1. Perceived usefulness has a signi it t on local tourists' intention to use online tourism
platforms.

Perceived ease of use is the ¢
and easy to use in the study of the acceptance
1S positive. Wei Jianping (2020) divided perceived
ease of use into several meagures o ili convenience, and the results verified that perceived

ease of use had a significant itive i i to use online travel sales APPs. There are also many
scholars who use platfo i (Lalicic, L., & Dickinger, A., 2019).Fu Ying (2020) and
others believe that p impacts users' attention to using the “Douyin” APP. Quan
Yuping (2018) foun yment platform, they generally use the perceived ease of use as

one of the weight ures. Thus, it can he expgCted that perceived ease of use will influence the attention of local
tourists to use on11
ly affects local tourists' intention to use online tourism platforms.
ntertainment as the degree of pleasure in the process of human-internet
perceived entertainment refers to the pleasure an individual feels subjective
he takes a specific b participates in a specific activity, including focus, curiosity, and interest (Gao
2020). Davis (1992) introduced perceived entertainment as an influencing factor into the TAM model and
ntertainment would positively impact consumers' intention to use. Venkatesh's (2003)
ved entertainment is an internal driving factor that affects acceptance. Zhong Xiajiao (2017)
ehavior model of travel apps from the perspective of technology acceptance, confirming
tility and hedonic needs for travel apps. Liu Wenchang (2018) proposed and confirmed in the
entertainment positively impacts cross-border e-commerce app users' continued attention to use;
Zhao Xueqin (2019) and others found that perceived entertainment has a positive impact on users' continued
gness to use WeChat app. Zhang Zhijie (2012) believe that when the information pushed by the platform is
active, it tends to feel happy, which in turn positively affects users' intention to use, that is, perceived
ment has a positive impact on user attitudes. Thus, it can be expected that perceived entertainment will
nce the attention of local tourists to use online travel platforms:

H3. Perceived entertainment has a significant positive effect on local tourists' intention to use online tourism
platforms.

Opinion leaders are active in interpersonal communication networks, often providing information, opinions,
or advice to others and exerting a personal influence (Guo Qingguang, 2011). Opinion leaders have rich experience
and product knowledge and can provide platform users with advice and consulting services, thus making it easier to
achieve users' willingness to use (Salah S. Hassan, 2010). Liu Junyue (2020) also believes that online opinion leaders
have strong information judgment, screening, and interpretation capabilities. The product-related information they
provide is conducive to reducing information asymmetry among consumers, so it is easier to encourage users to use
when recommending products to users. The research of Chen Xiaoyu (2020) found that the characteristics of opinion




leaders, including professionalism and popularity, have a positive impact on the attention of travel app users to use.
Xu Lizhi's (2019) study also showed that opinion leaders significantly impact “ Zhihu" App users' intention to pay.
Thus, it can be expected that Opinion leaders will influence the attention of local tourists to use online travel
platforms:

H4. Opinion leaders have a significant positive effect on local tourists' intention to use online tourism
platforms.

Banerjee (1992) believes that herd mentality refers to the social phenomenon of doing things accord
behavior of others. Behind this phenomenon of following the actions of others, it reflects the "herd me
called the "herd effect" (Sun H, 2013). Based on this concept, scholar Sun H (2013), in the study of

cross-border online shopping platforms. Tan Yao (2018) believes that users of online hotel
influenced by the platform’s reputation and professional reviews, resulting in a herd men;

conformity, behavior conformity, and opinion conformity. Thus, it can be ex
the intention of local tourists to use online travel platforms:

HS. Herd mentality has a significant positive effect on local touri

Harrison (1997) and Dodds (1991) pointed out that user inte
use a specific product or service. Bhattacherjee (2001) used i
"promotion intention" as the measurement of attention to use. [
preference" as a measurement index on this basis. Wu Yun (201
whether it is expected to be used and continued use.

non "

and
19) added "choice
rement of use intention into

s "choice,

Objectives
The primary purpose of this study is to cg

b re survey and statistical analysis methods. Based
on previous research, this paper discusses the correlatio

erceived value and social influence and the use of
owing three aspects:

1. Find the factors affecting the u; atform.

2. Use data as a management t, Guangxi online travel platforms to make
decisions to bring a better experien

3. The research conclusi i i Guanigxi's tourism sector to promote the effectiveness of

Guangxi's tourism disseminati

given to the literature review and research objectives. The

Dependent Variables

Perceived usefulness

H1
s o>
K
Perceived entertainment H3 ~ Intention to use

Opinion leaders /M
H
Herd mentality

Figure 1 Conceptual Framework

On the concepts of perceived usefulness and perceived ease of use, the Davis (1989) research model on ATM
is adopted, and the perceived entertainment is borrowed from the research models of Lieberman (1948) and Moon
(1992). In addition, on the concept of opinion leaders, the research theory of Fang Shinan (2019), the adoption of



conformity psychology, and the theory of Lascu (1999) is adopted. According to Bhattacherjee's (2001) research
theory, the attention to use is divided into several choices, persistence and promotion measures. According to
Burnkrant's (1995) and Rauniar's (2014) studies, personal statistical variables are divided into six dimensions: gender,
area, age, Marital status, monthly income, and education level.

Research Methodology

1. Population and Samples

The study's target population is Guangxi online travel platform users from April 4, 2021, te
Through research, Gorsuch found that the ratio of questionnaire measurement items to the numi
should be maintained at a ratio of 1:5 to ensure the validity of the data (Gorsuch, 1983). A widely ac
thumb is ten observations per indicator variable in setting a lower bound of an ade
questionnaire contains 41 questions, so at least 410 observations are required. The consid;
the data, the sample size was 512.

2. Instrument

The research instrument is constructed according to the research
questionnaire is divided into two parts: The first part included screening
information. The second part focused on the variables using the Likert 5

Tablel.Items used to measure the constructs

Constructs Items Sources

PU1 travel information.
The updated informatj
PU2  timely and can me

§ me to learn about many new Davis(1989);

. PU3 - - - Pan Lan and
Perceived- ] enabled me to acquire a lot Lin Shush
Usefulness PU4 ( 21(1)116).us u
PUY > Zhang-’

Dinfkun
(2020)

affect my travel .

I will continue to p@y attention and use it because the online

tourism platform i handy.

The online t@urism platform is easy to download and use

ace design of the online tourism platform is humane.

Davis(1989);

It is very convenient to buy products or conduct transactions on Weilianping
the online tourism platform. (2020);
The online tourism platform is very stable to use ’

Zhangdingkun
; , , — , ; (2020)
It is very convenient to obtain tourist information on the online
tourism platform.
I would choose to use an online tourism platform because of its
simplicity.
The videos, tweets, images, etc., on the online tourism platform,
can make me feel happy. . .
. X A - - Moon&Kim
. The online tourism platform is highly interactive
erceived- (2004)
Entertainment PE2 Davis(1989):
The tourist information on the online tourism platform makes me e
(PE) . . ZhangZhijie
PE3 feel very interesting. 2021)
I will choose to use the online tourism platform because it makes
PE4 fun using it.
I will follow the accounts of relevant celebrities, travel experts, or Zhano-
Opinion Leader OL1 Internet celebrities on the online tourism platform. Din & n
(OL)) I often choose the travel platform recommended by my favorite (20?(1)% )

OL2 celebrities, travel experts, or Internet celebrities.




The opinions of celebrities, talents, or Internet celebrities on ChenXiaoyu
OL3 __ online travel platforms are valuable to me. ((2019)
Travel experts or Internet celebrities often recommend travel
OL4  platforms to me.

I usually choose online tourism platforms with good
HMI1  reputation/evaluate
Relatives and friends often recommend some online tourism
Herd Mentality HM2 _ platforms to me.
(HM)) I will choose the online travel platform recommended by my
HM3  friends and relatives.

Davis(1989;
Zhang-

I will choose the online tourism platform with the most
Ul downloads or attention
I will use the online tourism platform recommended by ot hattache
Intention To Use IU2 most. - - - (2001);
I will recommend it to others after using the online Wuyun@014)
(Tuy
1U3 platform.
I will continue to use the online tourism platfc
1U4 (more than one month)

3. Collection of Data

The questionnaires in this study will be distributed in
have the characteristics of random distribution and saving survey
of electronic questionnaires, combined with offline tourist attracti

The questionnaire is mainly concentrated from Aprild4 . e the research purpose and
methods determine the sample size of the questionn a 3 i indy adopt quantitative methods in

4. Data Analysis

The Statistical Package for the S
data. Descriptive statistics and pers
Cronbach's alpha measurement o Nmit was used to examine-construct reliability.
Construct validity and discrimi is study. The construct and discriminant validity
assessment was carried out With the tor analysis. The analysis was carried out using the

Mplus 8.3 program. Multi i the research model and examine the hypotheses.

Results

ict represented almost and half, with a higher proportion of 51.37% outside the district. Most respondents
aged 26-35 years, representing 55.66%, single respondents representing 43.36%, the average monthly income

Frequency Percentage (%)

304 59.38

208 40.63
Guangxi area 249 48.63
Outside Guangxi 263 51.37
Under 18 20 391
18-25 years old 160 31.25
26~35 years old 285 55.66
Over 35 years old 47 9.18

4. Marriage status

married 153 29.88




single 222 43.36

in love 137 26.76
5. monthly income

>2000 yuan 32

2000~4000 yuan 68

4000~6000 yuan 166

<6000 yuan 246
6.Education

Under technical secondary school 27

High school or technical secondary school 152

Bachelor or college 299

Master's degree /PH.D. 34

platform to others.

Table3 User behavior
User behavior
1. Platform type selection

rcentage (%)

Guangxi government tourism department 10.55
Guangxi Scenic Spots Platform 21.90
Travel agency platform 37.90
Travel mobile payment APP 25.00
Other 5.66
2. Scenes to be used
Winter or summer vacati 58.59
Small holiday 61.52
Weekend 49.22
38.48
37.11
3691
38.87
44.73
51.76
50.59
10.16
Find a car and p. 228 44.53
Route query 339 66.21
ining recom 293 57.23
i 278 54.30
318 62.11
ended places 307 59.96
Other 91 17.77
endation acceptance
ess than three times 244 47.66
3-6times 179 34.96
Six times or more 67 13.09
o Do not accept a recommendation 22 4.30
5. Favorite content
Travel live 324 63.28
Cultural introduction 313 61.13
Travels sharing 290 56.64
Activity information 298 58.20
Traveling guideline 311 60.74

Other 80 15.63




6. Intention to promote
Yes 395 77.15
No 117 22.85

2. Measurement model assessment

The reliability of survey items was calculated. All variables had a Cronbach's alpha value greater th
which indicated excellent reliability (Perceived usefulness = 0.717, perceived ease of use = 0.745,
entertainment = 0.736, opinion leaders = 0.780, herd mentality = 0.804, and intention to use =0.767).

Table 4 Cronbach’s alpha values

Factor Number of Items Cronbach’s alpha

Perceived usefulness 8 0.717

Perceived ease of use 6 0.745

Perceived entertainment 4 0.736

Opinion leaders 4 0.780

Herd mentality 3

Intention to use 4

This type of validity is usually used to determine the diffe cept and its indicators withother

Factor 02/df SOME
Perceived usefulness 0.935 0.035
Perceived ease of use 0.930 0.032
Perceived entertainment 0.985 0.014
Herd mentality 1.000 0.003
Intention to use 1.000 0.022
standardized >0.90 >0.90 <0.08

The study teSted six variables: Perceived Iness, Perceived ease of use, Perceived entertainment, Opinion

leaders, Herd ment.
8.3 to estimate the

and intention to us| s study, confirmatory factor analysis was carried out using Mplus
inative validity b@tween six variables.
the six-factgfmodel shows the best model fit ( y2/df = 1.738, RMSEA = 0.038, CFI =

RMS CFI TLI SOME
0.075 0.738 0.718 0.062

0.069 0.780 0.762 0.057

0.065 0.806 0.789 0.055

0.048 0.893 0.883 0.044

ve-factor model 1.873 0.041 0.923 0.915 0.039
Six-factor model 1.738 0.038 0.936 0.928 0.037

3.Correlation

The correlation coefficients of intention to use and perceived usefulness, perceived ease of use, perceived
entertainment, opinion leader, and herd mentality are 0.392, 0.448 0.430, 0.389, and 0.406, respectively, and the p-
values of their correlation coefficient tests are all approximately zero. Therefore, with the significance level 0=0.01,
the null hypothesis of the correlation coefficient test should be rejected, and there is a significant linear relationship
between the two populations. That is, perceived usefulness, perceived ease of use, perceived entertainment, opinion
leaders, and herd mentality are all positively related to the intention to use.



Table7 Simple correlation coefficient matrix

Variable 1 2 3 4 5 6
1 Perceived usefulness 1
2 Perceived ease of use 584 1

3 Perceived entertainment A466%* S16%* 1

4 Opinion leaders 381 %% A468%* 417 1
5 Herd mentality AT7T** 521 421 %*

6 Intention to use 39%* 448%* 430%*

** p-value<.01

After controlling age, gender, and income, the overall significance is significant
significance of the five independent variables of perceived usefulness, perceived ease
opinion leader, and herd psychology are all less than or equal to the significance
independent variables of perceived usefulness, perceived ease of use, perceived
psychology all significantly impact the intention to use the dependent varial
are all greater than 0, and the order of the standardized regression coeffici
perceived ease of use >herd mentality > opinion leader > perceived use

is as follows:

Table 9 Regression coefficient table

b hypothesis
constant 0.721
gender 0.034
age -0.050
income -0.757 0.450
Perceived usefulness 1.973 0.049 Supported
Perceived ease of use 2.975 0.003 Supported
Perceived entertainment 4.215 <.001 Supported
Opinion leaders 2.877 0.004 Supported
Herd mentality 2.876 0.004 Supported
Discussion
The results the study conclufled thfat most of the respondents are 26-35 years old, with high income,
more than 6,000 d most of them lave undergraduate or college education. The main force of online travel

ers of government travel platforms is slightly lower. Users usually use the platform more frequently during
ays, and their favorite content is very dlverse The most popular is travel live, followed by a cultural 1ntroduct10n

this”study expands Hu Weili's research, adds research on the impact of perceived entertainment on intention to use,
and ranks the influence of perceived usefulness, perceived ease of use, and perceived entertainment on tourists'
intention to use. The research conclusion shows that the order is perceived entertainment > perceived ease of use >
perceived usefulness, which is consistent with Zhang Dingkun's(2020) research conclusion (perceived usefulness >
perceived ease of use> Perceived entertainment) is just the opposite. One possible explanation for this phenomenon is
that the functions of online travel platforms are becoming more and more diversified, and users are no longer satisfied
with the original functions and hope to obtain more emotional feedback through the platform(Qiu Huicui, Chen
Xiaoqing, 2020).

This study further demonstrates the conclusion that opinion leaders will significantly affect users' intention to
use technology, especially new technologies (Yu Shouhua). From the perspective of questionnaire design, Xu Ruoran
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(2021) and others more classified the influence of opinion leaders as the government’s influence and guide; this
research combines the characteristics of online tourism platforms with the increasing entertainment, adding the items
of relevant celebrities, travel experts. This study shows that herd mentality has a direct and positive impact on local
tourists' intention to use online travel platforms. This is consistent with Qi Wentao (2020) research, Jia Xiaoxiao
(2018), and others, which clearly showed that herd mentality is positively correlated with intention to use. Ma
Changfa (2020) and others divided herd mentality into two significant measures: opinion conformity and behayi

Zhenlong, 2015; Li Chuncheng, 2019; Zhang Huiwen, 2020). This research mainly plays
it mainly explores how to use the influence of opinion leaders and herd mentality to str

avoid the adverse effects of opinion leaders and herd mentality.

Suggestion

The current study is not without its limitations. First, altho
preliminary theory to examine the effects of perceived usefulness,
leaders, and herd mentality on intention to use, further research is
be done on the internal relationships of the five independent
perceived usefulness, between opinion leaders and herd mentalit
travel platforms have strong commonalities, they also h i

ease of use and
that although various online
rrent research does not

personalized platforms to be included in the researchgSe i n the Guangxi local tourisms
users, so caution should be exercised when generg to other regions. A prudent approach is to study

in this paper are mainly collected by fo i f put questionnaires on social platforms. Due to the
randomness of sample collection a [ ontrollable emotions, the research samples'
representativeness may be weakened. dings for improving the intention of local
tourists in Guangxi to use online t would be interesting to observe whether the

The research resul i or operators of various online travel platforms and
government tourism de; i results, the influence of each variable on the intention to
use is perceived ente erd mentality > opinion leader > perceived usefulness. First,
each platform or rtment needs to focus rceived entertainment, perceived ease of use, and perceived
usefulness to incre ocal tourists' intention t
enhance the entert t attributes of thejplatform itself to meet users' needs for emotion and entertainment. The
impact of tention to use is significantly higher than perceived usefulness on the
intentig needs to consider its ease of use in the design process. The operations
er the intention of users to use. Second, each platform needs to extensively
e positive effects o leaders" and "herd mentality" on local tourists' intention to use online travel
rms. Among them, herd mentality has a more positive impact on the intention to use than opinion leaders,
luations, opinions, and recommendations of other users or people around them can play a
inion leaders such as celebrities. Therefore, each platform needs to pay attention to the
orm's reputation and strengthen the brand building of the platform; pay attention to user
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