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Abstract	
Under	the	influence	of	the	era	of	new	media,	many	attractions	have	become	meccas	for	
internet‐famous	site	and	the	effect	of	brings	a	lot	of	traffic	to	tourist	places,	attracting	
consumers	to	visit	and	experience	them.	Young	consumers'	satisfaction	with	the	effect	of	
media	 and	 internet‐famous	 site	has	become	 a	 study	of	 the	development	of	 internet‐
famous	site.	In	this	paper,	we	use	questionnaires	to	explore	consumers'	knowledge	and	
opinions	about	internet‐famous	sites,	which	can	better	understand	the	needs	of	young	
consumers	 for	 travel.	 It	also	provides	 some	 suggestions	 for	 future	exploration	of	 the	
development	of	internet‐famous	site.	
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1. Introduction	

With	the	development	of	network	short	videos	in	these	years,	more	and	more	people	like	to	
share	their	lives	on	various	network	platforms,	which	include	various	tourist	attractions	they	
visit.	Once	these	tourist	attractions	have	a	high	exposure	rate,	they	are	easily	sought	after	by	
the	 outside	 world,	 arousing	 the	 interest	 of	 the	majority	 of	 people,	 and	 thus	 are	 known	 as	
internet‐famous	sites.	According	to	the	47th	China	Statistical	Report	on	Internet	Development	
released	by	CNNIC,	as	of	December	2020,	the	scale	of	China's	Internet	video	(including	short	
video)	users	reached	927	million,	accounting	for	93.7%	of	the	overall	Internet	users.[1]	Based	
on	this	data,	it	can	be	assumed	that	short	videos	have	pushed	some	of	the	tourist	attractions	to	
the	top	of	the	tourism	industry.	According	to	this	data,	short	video	platforms	have	pushed	some	
of	the	tourist	attractions	to	the	top	of	the	tourism	industry,	so	the	internet‐famous	sites	have	
become	a	hot	topic.	

2. Literature	Review			

The	era	of	the	Internet	in	China	has	taken	a	leap	forward	in	the	last	decade.	The	Internet	era	is	
not	only	a	way	to	collect	important	information,	but	it	has	become	an	important	way	for	people	
to	communicate	with	each	other.	This	has	brought	information	and	people's	communication	in	
society	closer	together.	By	publishing	what	they	see	and	hear	on	the	major	online	platforms,	
the	term	"internet	celebrity	effect"	has	emerged,	which	means	being	supported	and	liked	by	the	
general	public.	This	is	also	the	way	in	which	internet‐famous	sites	are	created.	The	media	has	
increased	 the	 opportunity	 for	 people	 to	 communicate	 online	 and	 provide	 a	more	 powerful	
experience	for	other	users	by	using	"media"	as	a	marketing	object	for	tourist	attractions,	and	
there	are	many	rich	subjects	for	mobile	short	videos	and	pictures,	and	they	have	a	variety	of	
tourist	 information	 that	 can	 easily	 resonate	 with	 consumers	 [2].	 Some	 researchers	 have	
suggested	 that	 the	 marketing	 model	 of	 internet‐famous	 sites	 has	 a	 different	 impact	 on	
consumers,	 which	 is	 a	 dramatic	 shift	 from	 traditional	 marketing	 methods.	 Traditional	
marketing	 methods	 are	 usually	 in	 the	 form	 of	 newspapers,	 advertisements,	 books	 and	
magazines,	which	actually	weaken	the	dissemination	of	information	and	lack	of	feedback	from	
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consumers'	experience	[3].	Therefore,	under	the	 influence	of	new	media,	 it	 is	easy	to	 ignore	
consumers'	 perceptions	 of	 online	 attractions	 if	 we	 only	 focus	 on	 the	 traditional	marketing	
model.	
On	the	other	hand,	most	of	the	existing	studies	have	concluded	that	the	new	era	of	self‐media	
combined	with	social	progress	has	prompted	people	to	become	more	demanding	in	terms	of	
tourism	quality.	At	the	same	time	there	are	always	pros	and	cons	 in	the	age	of	the	 internet,	
where	major	 tourism	 industries	use	 tourist	attractions	as	objects	of	 sale	 for	 the	purpose	of	
profit	and	to	attract	major	tourists	by	playing	the	banner	of	internet	celebrity,	the	information	
on	the	internet	becomes	fragmented	as	well	as	there	may	be	a	lack	of	authenticity	and	reliability	
[4].	Many	of	the	influences	come	from	the	fact	that	people	are	free	to	publish	their	thoughts	and	
personal	 feedback	 on	 the	 Internet	while	 touring	 internet‐famous	 sites,	 and	 the	people	who	
publish	are	not	necessarily	tourists,	some	are	hired	to	advertise	tourist	attractions,	through	this	
perspective	to	study	the	marketing	of	tourist	destinations	in	the	age	of	self‐media.	In	summary,	
unlike	previous	studies,	this	paper	focuses	on	young	consumers	rather	than	online	attractions,	
and	perceives	the	attitudes	of	young	consumers	after	visiting	tourist	attractions.	In	addition,	
scholars	have	 found	 that	 the	basically	determined	 tourist	 satisfaction	 in	China	 refers	 to	 the	
overall	perception	of	the	degree	to	which	the	tourism	landscape,	infrastructure,	environment	
and	 services	 meet	 the	 needs	 of	 their	 tourism	 activities	 [5].	 Therefore,	 the	 question	 to	 be	
investigated	in	this	paper	is	how	do	consumers	perceive	the	image	of	the	internet‐famous	sites?	
In	the	new	media	era,	there	is	an	inevitable	visual	difference	between	the	ideal	and	the	reality,	
the	real	travel	experience	of	consumers	is	not	quite	the	same	as	the	description	on	the	Internet.	
The	momentary	popularity	of	the	Internet	does	not	allow	a	scenic	spot	to	continue	to	attract	
consumers	forever;	only	by	insisting	on	subsequent	development	can	tourists	be	retained	[6].	
The	purpose	of	this	paper	is	to	understand	consumers'	perceptions	of	internet‐famous	sites,	
with	the	intention	of	discovering	the	flaws	of	those	sites	through	their	perceptions	of	them.		

3. Method	

This	paper	 focuses	on	 the	 research	method	of	questionnaire	 survey.	Through	 the	proposed	
research	questions,	relevant	questions	are	asked	in	a	planned	and	purposeful	manner	to	study	
the	motivation	 and	 perceived	 attitude	 of	 the	 respondents.	 The	 questionnaire	 data	 are	 then	
collected,	categorized,	and	tallied	to	obtain	a	relatively	regular	summary	analysis.	The	survey	
questions	were	designed	in	three	categories,	firstly,	age	and	gender.	The	second	is	what	attracts	
people	to	the	internet‐famous	sites.	The	general	questions	are	as	follows:	what	type	of	internet	
famous	sites	do	you	prefer	to	visit;	what	is	your	reaction	when	you	see	internet	famous	sites	on	
the	Internet;	what	are	the	first	factors	you	consider	before	visiting	internet	famous	sites;	what	
is	your	purpose	of	visiting	internet	famous	sites.	Finally,	the	overall	consumer	perception	of	the	
internet	 famous	sites,	 the	questions	are	as	 follows:	what	 is	 the	 impact	on	you	now	that	 the	
tourist	attraction	is	promoted	through	the	internet	celebrity	effect;	how	satisfied	you	are	with	
the	indicators	in	the	scenic	spot;	and	the	possibility	of	going	to	internet‐famous	sites	twice	for	
those	who	have	already	been	there.	

3.1. Participants		
In	 this	 paper,	we	 select	 a	 group	of	 consumers	who	have	 a	basic	 understanding	of	 internet‐
famous	sites	for	the	survey,	and	the	research	subjects	are	mostly	18	years	old	and	below	and	
19	 to	 30	 years	 old	 age	 group.	 For	 the	 selection	 of	 this	 age	 group	 based	 on	 the	 following	
considerations,	firstly,	this	age	group	will	use	electronic	products	regularly	because	they	have	
more	accurate	perceptions	and	feelings	about	internet	celebrity.	Secondly,	most	of	the	internet‐
famous	 sites	 are	 liked	 by	 young	 people,	 who	 are	 more	 thoughtful	 and	 able	 to	 give	 more	
objective	evaluations	than	middle‐aged	and	older	people.	
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3.2. Data	Collection		
This	study	was	conducted	by	means	of	questionnaires,	which	were	posted	the	link	on	platforms	
for	people	from	different	regions	to	fill	out,	and	the	approximate	time	spent	was	about	one	and	
a	 half	 minutes.	 80	 questionnaires	 were	 distributed,	 and	 69	 questionnaires	 were	 actually	
received,	with	an	effective	rate	of	86.25%.	
3.2.1. Consumers'	Satisfaction	Level	of	Each	Indicator	in	Internet‐Famous	Sites	
Reflects	how	young	consumers	rate	their	satisfaction	with	various	indicators	within	internet‐
famous	sites	Tab.1.	
	
Table	1.	Statistics	of	consumers'	satisfaction	with	various	indicators	of	internet‐famous	sites	
Overall	

evaluation	of	
the	internet‐
famous	site	

Traffic	
satisfaction	
around	the	
scenic	spot	

Satisfaction	of	the	
accommodation	
around	the	scenic	

spot	

Satisfaction	of	
restaurants	in	
the	scenic	area

Satisfaction	
with	the	service	
attitude	of	

scenic	spot	staff

Satisfaction	
with	the	natural	
landscape	in	the	
scenic	area	

Satisfaction	of	
facilities	in	the	
scenic	area

Total	
	 3.52	 3.62	 3.38 3.58 3.91	 3.64
	 .933	 .769	 .987 .914 .781	 .766
	 100.0%	 100.0%	 100.0% 100.0% 100.0%	 100.0%

 

Data	source:	obtained	from	the	statistical	analysis	of	 the	questionnaire	data.	Consumers	are	
moderately	satisfied	with	all	 indicators,	with	the	highest	mean	score	of	3.91	 for	satisfaction	
with	natural	 landscape.	And	 the	mean	score	 for	 restaurant	 satisfaction	 is	3.38,	which	 is	 the	
lowest.	 This	 shows	 that	 consumers	 are	 not	 quite	 satisfied	 with	 the	 restaurants	 in	 the	 net	
attractions.	In	addition,	transportation,	accommodation,	service	attitude	and	facilities	are	at	a	
more	average	level.	
3.2.2. Reliability	and	Validity	Analysis	
To	verify	whether	 the	scale	can	accurately	measure	 the	study	content,	 this	study	used	SPSS	
software's	exploratory	factor	analysis	function	to	achieve	validity	analysis	Tab.2	The	analysis	
results	show	that	 the	KMO	test	coefficient	value	 is	0.825,	which	 is	greater	 than	0.7,	and	the	
significance	result	of	the	sphericity	test	is	infinitely	close	to	0,	rejecting	the	original	hypothesis,	
indicating	that	the	questionnaire	has	good	overall	validity.	
 

Table	2.	KMO	and	Bartlett’s	Test	
Kaiser‐Meyer‐Olkin	Measure	of	Sampling	Adequacy	 .825	

Bartlett’s	Test	of	Sphericity	
Approx.	Chi‐Square	 186.341	

Df	 21	
Sig.	 .000	

Data	source:	Based	on	the	statistical	analysis	of	the	questionnaire	results.	
	
To	further	test	the	reliability	and	stability	of	the	scale,	this	study	was	conducted	by	measuring	
the	Alpha	value	Tab.3,	which	yielded	a	value	of	0.841,	which	is	greater	than	0.7.	Therefore,	the	
model	of	 this	study	has	good	reliability	and	validity	and	 is	suitable	 for	 further	research	and	
analysis.		

Table	3.	Reliability	Statistics	
Cronbach’s	Alpha	 N	of	Items	

.841	 7	

Data	source:	Based	on	the	statistical	analysis	of	the	questionnaire	results.	
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3.2.3. Correlation	between	the	Overall	Satisfaction	Level	of	Internet‐Famous	Site	and	
Visit	the	Same	Sites	Twice	

Reflects	whether	overall	satisfaction	with	Internet‐famous	site	has	an	effect	on	whether	people	
would	visit	the	same	site	again	Tab.4	
 

Table	4.	Overall	evaluation	of	internet‐famous	site	*	Going	back	to	internet‐famous	site	
already	visited	Cross‐tabulation	

	

Going	back	to	internet‐famous	site	already	
visited	

Total
Will	definitely	
go	again	

Will	probably	
go	again	

Definitely	will	not	
go	again	

Overall	evaluation	of	
internet‐famous	site	

1
Count	 0 0 1	 1

Percentage	of	overall	ratings	
of	online	attractions	

0.0%	 0.0%	 100.0%	 100.0%

2
Count	 1 0 1	 2

Percentage	of	overall	ratings	
of	online	attractions	

50.0%	 0.0%	 50.0%	 100.0%

3
Count	 1 18 15	 34

Percentage	of	overall	ratings	
of	online	attractions	

2.9%	 52.9%	 44.1%	 100.0%

4
Count	 3 18 8	 29

Percentage	of	overall	ratings	
of	online	attractions	

10.3%	 62.1%	 27.6%	 100.0%

5
Count	 2 0 1	 3

Percentage	of	overall	ratings	
of	online	attractions	 66.7%	 0.0%	 33.3%	 100.0%

Total	
Count	 7 36 26	 69

Percentage	of	overall	ratings	
of	online	attractions	 10.1%	 52.2%	 37.7%	 100.0%

	
Data	source:	Based	on	statistical	analysis	of	questionnaire	data.	Consumers'	overall	perception	
of	Netflix	attractions	is	focused	on	a	score	of	3	and	4,	and	the	overall	rating	of	3	accounts	for	
2.9%	of	which	will	choose	to	go	again,	52.9%k	may	go	again,	while	44.1%	will	definitely	not	go	
again.	Meanwhile,	with	a	score	of	4,	62.1%	would	probably	go	again,	52.2%	would	choose	to	
probably	 go	again,	 and	37.7%	would	definitely	not	 go	again.	This	 shows	 that	 the	 lower	 the	
overall	rating	of	consumers	the	more	they	will	not	go	again.	

4. Conclusion		

According	to	the	study	of	consumers	aged	18	and	below	and	19‐30	years	old,	it	is	found	that	
young	people	have	a	basic	understanding	of		and	are	attracted	to	the	term	"internet	celebrity"	
in	 their	 daily	 life.	 The	 Internet	 has	 become	 the	 main	 source	 of	 information	 for	 them,	 and	
consumers	mainly	get	the	information	about	internet‐famous	sites	through	Red	Book	and	short	
video	channels,	likes	Tiktok.	Most	of	the	consumers	are	not	disgusted	by	the	internet	celebrity	
effect	 of	 this	 widespread	 dissemination	 and	 propaganda,	 with	 about	 50%	 of	 consumers	
believing	that	it	has	increased	their	interest	in	traveling	and	about	37%	not.	This	seems	to	be	a	
positive	development	for	the	promotion	of	attractions	in	general.	Most	of	the	young	consumers	
have	been	to	internet‐famous	sites	for	fun	and	experience.		
Furthermore,	regarding	the	statistics	of	consumers'	attitudes	towards	 internet‐famous	sites,	
about	91.3%	of	the	overall	surveyed	consumers	were	moderately	as	well	as	on	the	upper	side	
of	 the	 overall	 perceived	 satisfaction	 level	 of	 internet‐famous	 sites,	which	 is	 score	 of	 3	 to	 4.	
However,	restaurants	within	internet‐famous	sites	had	the	lowest	level	of	satisfaction,	while	
natural	landscapes	had	the	highest	level	of	satisfaction	(Table	1).	By	using	the	data	to	relax	and	
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entertain	and	hang	out	with	friends	as	the	main	purpose	of	travel	consumers,	they	spend	the	
most	on	accommodation	and	food	and	drink,	the	more	they	spend	on	food	and	drink,	while	the	
lower	the	score.	
Finally,	based	on	 the	condition	 that	91.3%	satisfaction	 level	 is	moderately	high,	 consumers’	
attitude	is	that	they	may	go	to	the	same	attractions	again	(Table	4),	which	actually	shows	that	
there	is	still	a	lot	of	room	for	the	development	of	the	internet‐famous	sites.	Although	with	the	
moderate	to	high	level	of	satisfaction,	the	internet‐famous	sites	have	just	emerged,	and	there	
are	 still	 many	 aspects	 that	 need	 to	 be	 improved.	 Based	 on	 the	 concerns	 before	 going	 to	 a	
attraction,	a	whopping	63%	worry	about	congestion	caused	by	too	many	people.	Consumers	
consider	that	those	attractions	need	to	control	the	flow	of	people	and	reduce	the	commercial	
atmosphere.	

4.1. Recommendations	for	Future	Research	
Most	of	the	research	on	internet‐famous	sites	is	still	at	the	beginning	stage,	which	means	that	
there	 is	 still	 a	 great	 deal	 of	 development	 in	promoting	 tourism	 through	 the	 use	 of	 internet	
celebrity	marketing	mode.	Although	the	research	in	this	paper	shows	that	consumers	are	more	
satisfied	with	various	aspects	of	internet‐famous	sites'	indicators	and	overall	perceptions,	there	
is	a	need	to	rectify	the	flaws	in	internet‐famous	sites	in	a	timely	manner.	At	the	same	time,	to	
further	explore	the	sustainable	development	of	those	attractions,	it	is	not	enough	to	study	only	
the	consumers'	willingness	and	some	common	natural	landscape.	It	is	believed	that	two	more	
aspects	can	be	further	explored.	First,	consumers	can	also	be	classified	as	residents,	because	
the	development	of	an	internet	famous	sites	is	also	inseparable	from	the	participation	of	local	
residents.	 Secondly,	 a	 sustainable	 development	 cannot	 be	 achieved	 without	 the	 individual	
needs	of	consumers,	and	it	is	very	important	to	study	the	needs	of	consumers	for	tourism.	It	is	
also	important	to	study	the	needs	of	consumers	for	tourism.	It	is	possible	to	investigate	in	depth	
the	impact	of	amusement	parks,	zoos	and	other	attractions	with	a	high	level	of	entertainment	
on	young	consumers.	Because	of	the	ability	to	keep	people	interested,	continuous	consumption	
of	this	can	continue	to	develop	the	attractions,	become	people's	minds	can	be	repeatedly	play	
and	experience	the	tourist	destination.	
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