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Abstract 

With the rise of national economic level, people's pursuit of spiritual and cultural level 
is increasingly enhanced. At the same time, with the maturity of mobile Internet 
technology, the rate of online tourism has been increasing year by year. From the 
perspective of users, combined with the development status of online tourism platforms, 
this paper analyzes the impact of online tourism platform UGC on users' usage depth 
based on flow experience theory and technology acceptance model. Combined with the 
research conclusions and the actual operation of online tourism platforms, this paper 
puts forward management suggestions for deepening user usage depth from four 
aspects: improving users' perception of UGC features, optimizing technical features, 
improving users' trust of online tourism platforms, and strengthening users' flow 
experience of online tourism platforms. 
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1. Introduction 

With the improvement of China's economic level and the development and maturity of mobile 
Internet technology, the degree of tourism internetization at both ends of supply and demand 
is increasing, and the rate of tourism online is also increasing rapidly. In this context, the market 
scale of the online tourism industry is expanding day by day, and the competition is becoming 
increasingly fierce, among which a number of online tourism platforms, such as Ctrip and Qunar, 
have emerged. As for the research on online tourism, China started from Ctrip, eLong and other 
companies in the 1990s. From the perspective of business model, companies such as Ctrip 
eLong make profits by serving as a bridge between tourists and local accommodation and 
booking tickets. Since the 21st century, online tourism platforms such as Qunar and Hornet's 
Nest have emerged, where users can freely share or obtain information related to tourism. 
Online tourism platforms gradually have the nature of open social platforms. 

In the highly competitive tourism market, all platforms have encountered the following 
problems in the process of management and operation. First, how to stimulate the platform 
users to use the platform more frequently and at a deeper level, guide the users to generate the 
unstimulated deep-seated demand for tourism, and help the users to make decisions on tourism 
consumption are the key issues worth thinking about for the online tourism platform operators. 
Second, on the premise that the platform attracts a large number of potential users, how to 
continue to stimulate users' willingness to use and promote users to in-depth use has become 
a problem for all major platforms. Do you want to use user-generated content (UGC) in this 
process? In what ways and how does user generated content (UGC) affect the depth of user 
engagement on online travel platforms? What is the mechanism of user generated content (UGC) 
on user depth? 



Volume 2 Issue 7, 2021 

DOI: 10.6981/FEM.202107_2(7).0030 

210 

Frontiers in Economics and Management 

ISSN: 2692-7608 

In order to answer the above questions, stimulate the online travel platform user higher 
frequency, using platform at a deeper level, based on the theory of flow and the technology 
acceptance model, combining with the online travel platform for user's content (UGC) mode, 
explore the UGC online travel platform to platform users use the influence of the depth and 
management Suggestions are put forward. 

2. Theoretical Basis 

2.1. Technology acceptance model 

Davis(1986) put forward the technology acceptance model for the first time, which can explain 
the low utilization rate of some current information systems and platforms to a certain extent 
[1]. Tam believes that perceived usefulness refers to the ability of users to improve their work 
efficiency with the help of new technologies. Perceived ease of use refers to the degree to which 
users find a new technology easy or difficult. Perceived ease of use affects perceived usefulness, 
which in turn affects users' behavioral attitudes, which in turn affects their behavioral 
intentions, which ultimately affects their actual use. Perceived ease of use indirectly influences 
attitudes through perceived usefulness. The technology acceptance model has been developed 
continuously since it was proposed and a series of extension models have been extended. 

As a mature theory, technology acceptance model is mostly used to study the influence of 
platform use intention and use behavior. With the development of the tourism industry, Noelia 
et al. (2021) studied the purchase intention of customers in spa tourism based on the 
technology acceptance model, and explored the acceptance degree of customers to new 
technology. Finally, based on the technology acceptance model, it is found that the most 
influential variable is performance expectation, followed by hedonic motivation [2]. 

2.2. Flow experience theory 

The word "Flow" is translated from "Flow" and is a technical term in the field of positive 
psychology. Flow is an important positive emotion. It was proposed by American psychologist 
Csikszentmihaly in 1975 when he studied people's creativity [3]. Flow itself is also a kind of 
positive emotional experience, so it is often called "flow experience". People in flow experience 
will bring cognitive efficiency, mastery, excitement, enrichment and other feelings. After years 
of in-depth research by subsequent scholars, flow theory has been gradually formed. 

With the further development of flow research, in 1997, Hoffman and Novak proposed the latest 
structural model for website users --the flow experience model of website users, and began to 
introduce flow experience into the study of website use. Csikszentmihaly and Jackson sorted 
out and summarized the factors that affect flow generation, and summarized 9 characteristics 
in three different stages of flow generation, as shown in the table below: 

 

Table 1. Dimensions of flow experience 
phase Advance stage Experience stage The effect stage 

Important 
features 

Clear goals 
Action and consciousness 

become one 
Loss of self consciousness 

Skills to cope with challenges High concentration Time distortion 
Clarify immediate feedback Sense of control The activity is an end in itself 

 

In other words, it can be roughly understood that flow experience occurs in activities with clear 
goals, and attention is focused on activity participation, which may lead to flow. In addition, 
when an individual participates in an activity, only when the individual has the skills and ability 
exactly equal to the difficulty of the activity or task, has the technology to deal with the challenge 
and is in a high level state, can the individual bring the greatest fun in the process of the activity, 
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thus appearing the flow state;When an individual participates in an activity, he/she can get 
clear feedback of the current activity. When the activity goes smoothly, the individual will often 
have a sense of pleasure and enter a state of flow. Flow produced by another prerequisite is 
that people focus on one thing at a time when my heart is like the spontaneous, will be fully 
committed to do now, busy other irrelevant factors, achieve high concentration under limited 
conditions of excitation and enjoy due to his hard work will be controlled in the process, an 
intense feeling of pleasure; When the individual is fully engaged in the activity, thinking about 
other things, the sense of "self" disappears, the body and mind reach a state of unity, that is, the 
sense of loss of self-awareness, but not really the loss of self-awareness, just temporarily no 
longer feel self; At the same time, I was immersed in the activity and became less sensitive to 
the surroundings, and sometimes I felt that time flies. Finally, I regarded the successful 
completion of the activity as the biggest reward of the participation, and totally invested all my 
mind in the action itself, and the activity itself became the experience of my own feelings. 

The research on psychological experience abroad mainly focuses on education, sports, 
psychology, leisure, online shopping, distance courses and so on [4,5,6]. Domestic studies on 
flow experience are mainly based on foreign flow experience models and combined with 
specific research topics, mainly focusing on online courses, online shopping, online games, 
WeChat and other mobile network platform experiences. 

2.3. Online travel platform 

Most of the research on online tourism in China started in 2007. From 2007 to 2012, the 
research on online tourism began to enter the development period. Since 2012, the research on 
online tourism has gradually enriched and become mature. According to the literature research 
on online tourism, the existing literature mainly studies online tourism from two perspectives. 
The first is from the perspective of enterprises, mainly from the development model of online 
tourism companies, online tourism development and marketing methods and online tourism 
channels three aspects of research, research results are mostly practical planning or measures, 
conducive to the circulation of information within the industry and mutual borrowing of 
business experience. And from the perspective of consumers, to explore the online travel 
companies how to stimulate consumer consumption desire, how to let the consumer to build 
trust and loyalty, how to set up the brand reputation, how to improve the behavior of using 
users intend to consolidate theoretical research results, from the theoretical level for online 
travel companies enlightenment and Suggestions are put forward. 

Although online tourism platforms have gradually developed with the progress of The Times, 
according to literature research, scholars have not deliberately distinguished the differences 
between the concepts of online tourism and online tourism platforms. At the same time, 
according to the actual usage, online tourism platform refers to the company website and 
mobile APP that provide travel-related information, products and services to users by means 
of the Internet and mobile Internet technology for enterprises in the tourism industry, such as 
Qunar client website and Ctrip mobile APP. 

2.4. User Generated Content (UGC) 

The term user-generated content (UGC) was first coined by Mary Meeker, chief analyst at 
Morgan Stanley, in 2005 and has since gained widespread acceptance.When classifying and 
attributing the generated content (video) in social media, Rajamma et al. (2019) believe that 
user-generated content is the creative content uploaded by ordinary people on the Internet 
platform, which can be audio, video, pictures or text [7]. Gupta (2020) explores the 
enhancement effect of user-generated content on e-commerce activities in the field of e-
commerce, and believes that UGC refers to a general name of media content that can be 
generated and created by users of any network platform and transmitted through the Internet 
platform [8]. Combined with the research results of scholars, it can be seen that user-generated 
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content is user-oriented content in various forms generated by users on the platform of mass 
media gradually developed with the maturity of the Internet and mobile APP. 

Current research on UGC mainly includes UGC concept definition, motivation research, UGC 
quality research, UGC sentiment analysis and user participation incentive mechanism research. 
With the development and maturity of UGC, UGC legal issues have also become a hot research 
issue. Among them, with the advance of research, it is found that the emotional impact of user-
generated content on users can not be ignored in both UGC community and virtual community. 
Existing studies are carried out from the aspects of quantitative analysis and qualitative 
analysis. Text classification and association algorithm are used to conduct UGC sentiment 
analysis and research, and it is clear that there is a strong correlation between UGC and outcome 
variables such as purchase intention, use intention, satisfaction and loyalty.  

2.5. User Usage Depth 

Taking online tourism platform as the key word, the literature retrieval analysis shows that the 
current domestic research on online tourism platform and other virtual social platforms mainly 
focuses on the analysis of user behavior, and meanwhile, the analysis and research on user will 
and behavior will also be carried out in combination with relevant psychological theories. 
However, it ignores the emotional dependence of users on the platform, and lightly explores 
users' use behaviors to the level of users' choice of use. Deep research on users' use of the 
platform is still a blank in either management or psychology [9]. However, in order to better 
stimulate users' loyalty and satisfaction to the platform and make users use the platform deeply, 
it is imperative for the platform operators to understand the influencing factors and mechanism 
of users' usage depth. 

According to the literature retrieval and analysis of the depth of users' usage, the depth of users' 
usage covers the experience, acceptance and dependence of users in the process of usage from 
the aspects of emotion and behavior. The intensity of user use is mainly reflected in the 
frequency of use; The breadth of user use is reflected in the length of use time [10]. This paper 
holds that the depth of user use of online tourism platform is defined as the degree of behavioral 
participation and emotional investment of users in online tourism platform, which is ultimately 
manifested as their sense of identity and dependence on the platform. 

3. Conclusion 

It can be seen from the previous research that the integration of UGC features of online tourism 
platforms, technical features of online tourism platforms, trust and flow experience all have an 
impact on the depth of user use. Therefore, managers should carry out management from the 
following aspects to promote customers' in-depth use of the platform. 

1) Improve the user's perception of UGC features. Online tourism platforms should strictly 
control the quality of UGC information on the platform, pay attention to the emotional 
communication of UGC users on the platform and pay attention to the construction of user 
participation mechanism, so that users can generate content while browsing UGC and increase 
the depth of its use. 

2) Optimize the technical characteristics of the platform. Online travel platform in the form of 
web client and mobile client present in front of the user, to pay attention to the platform's own 
system optimization and iteration, enrichment tourism related products, their travel 
information, shorten the time to collect information, improve the efficiency of the user to travel, 
improve the platform usefulness in order to increase the user use depth perception. 

3) Improve the trust of online travel platform users. From the perspective of platform, online 
tourism platform should do a good job in platform construction and brand reputation 
establishment. From the user's perspective, online travel platforms should focus on developing 
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and improving the UGC part. Using cash-back rewards and paid sharing methods to encourage 
users to participate in content generation and enhance users' trust in the platform. 

4) Strengthen user flow experience on online travel platforms. The intensity of users' flow 
experience on the platform affects the depth of users' use on the platform. The platform should 
distinguish different types of platforms, and strengthen the platform games so that users can 
get fun and pleasure, and relax their body and mind so as to increase flow experience. 
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