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Abstract 
Based on the background of the new era of China's tourism development, this research 
is committed to promoting the return of humanism and life-oriented care in tourism 
research and tourism practice, and comprehensively investigates Chinese consumers' 
willingness to travel, so as to provide a reference for the smooth transformation of 
China's tourism industry. The survey results found that Chinese consumers' travel time 
is relatively fixed, and most consumers choose to travel with their families. "Relaxing, 
enjoying the view, and tasting food" are the main reasons for most consumers to travel. 
Consumers are more inclined to spend their travel funds on food and beverages. The 
tourist destinations most consumers yearn for are natural scenic spots. Most consumers 
are more inclined to choose to stay in hotels than special inns. 
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1. Introduction 

With the building of a moderately prosperous society in an all-around way, China's economic 
situation has been steadily improving. The scale of the tourism industry is also expanding, 
which has formed ecological clusters of tourism industries across the country. China has fully 
entered the era of mass tourism, and tourism has become an important part of people's needs 
for a better life. During the October holiday in 2021, the number of domestic tourist trips across 
the country reached 515 million, the domestic tourism revenue reached 389.061 billion yuan, 
and the consumer satisfaction rate was as high as 85.5, indicating that the current holiday 
tourism market is safe, stable, and orderly. Through an in-depth survey of Chinese consumers' 
travel-related intentions, this study provides suggestions for tourism authorities and tourism 
companies to care for consumers from the perspective of a better life, and provides a certain 
reference for the smooth transformation of China's tourism industry, the enhancement of the 
ability to respond to public health security incidents, and the maintenance of sustainable 
development. 

2. Analysis of Survey Content 

2.1. Investigation Methods and Objects 
This study used online and offline questionnaires to collect information. During August to 
November 2021, a total of 141 questionnaires were collected. The respondents are all kinds of 
social groups in different provinces and regions in China, involving college students, ordinary 
wage earners, and retirees. The age range covers from 18 to over 55 years old, of which 67.38% 
are women and 32.62% are men. 

2.2. Relevant Intentions of Consumers to Travel 
There are relatively obvious differences in the willingness to travel among respondents of 
different age groups. The respondents aged 18 to 30 and 31 to 40 have a preference and a 
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general preference for travel, while 4.35% of the respondents aged 41 to 55 and 22.22% of the 
respondents aged over 55 do not advocate travel (Figure 1). The reason for this difference is 
likely due to age differences. Young people maintain more yearning and pursuit of "travel", 
which symbolizes "freedom, liberation, and exploration", while the middle-aged and above 
have more objective and practical ideas than the former two, and they pay more attention to 
the quality of life. 
 

 
Figure 1. Differences in travel intentions of respondents in different age groups 

2.3. Respondents' Intention to Understand Relevant Tourism Regulations 
The survey found that most respondents (68.79%) would understand the relevant tourism 
regulations before traveling, while a minority (31.21%) would not have the intention to 
understand the relevant tourism regulations before traveling. Therefore, there are still many 
domestic consumers who lack the understanding and mastery of tourism laws and regulations, 
and the promotion of my country's tourism laws and regulations is still gaining momentum. 

2.4. Influencing Factors and Purposes of Consumers to Travel 
2.4.1. Restraining Factors for Respondents to Travel 
The survey can find that time limits and economic conditions are the most important factors 
restricting the travel of the surveyed people. Among them, 80.85% of the respondents believe 
that time limits travel, and 65.25% of the respondents believe that the economic situation is an 
important limiting factor. In addition, nearly 40% of the population and 25% of the population 
believe that social factors and physical conditions are also important limiting factors (Figure 2). 
 

 
Figure 2. Factors restricting respondents' travel 
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We can find that due to differences in age groups, as age increases, people aged 41-55 and over 
55 are significantly more concerned about physical condition and social factors than those aged 
18-30 and 31-40. This is due to the fact that middle-aged and older people pay more attention 
to social development and their own physical changes than young people. This also shows that 
the needs of tourists also vary by age group. 
2.4.2. Factors Affecting Respondents' Satisfaction with Tourist Destinations 
Based on the multi-type of tourist locations and the complexity of tourist consumers, tourist 
satisfaction evaluation has the characteristics of being difficult to measure, dynamic, and multi-
dimensional, that is, the factors that specifically affect the satisfaction of consumers in tourist 
destinations come from many aspects. Therefore, many tourism scholars have conducted 
meticulous and detailed research on the evaluation of tourist satisfaction with various types of 
tourist destinations and various characteristics. When exploring the tourist satisfaction of Cape 
Cod seaside tourist destination in Massachusetts, Pizam et al. put forward for the first time eight 
influencing factors of recreational opportunities, cost, beach, degree of commercialization, 
accommodation facilities, hospitality, catering facilities, and environment. This survey uses 
some of Pizam's evaluation factors, adds several new evaluation factors, and finally determines 
a series of factors that affect the satisfaction of respondents to explore their respective degrees 
of influence. It can be seen from the survey results that the most influential factor affecting 
consumer satisfaction is the service attitude of the tourist destination, followed by the 
environmental conditions, traffic conditions, catering conditions, accommodation conditions, 
infrastructure, the attractiveness of tourism resources, and the high flow of people. The 
smallest influencing factor is the low flow of people (Figure 3). 
 

 
Figure 3. Factors affecting respondents' satisfaction with tourist destinations 

2.4.3. Travel Purpose of Respondents 
Through this survey, it is found that most of the surveyed people (81.56%) travel for the 
purpose of relaxing. More than half of the people think that traveling is to experience the 
beautiful scenery, taste the food, and broaden the horizons, followed by understanding the 
customs of other places, taking pictures, and playing. A minority of people believe that the 
purpose of travel can be social interaction, course research, shopping, meeting the spirit of 
adventure and visiting relatives and friends. It can be seen that "relaxing the mood" and 
"enjoying the view" are the goals that most consumers want to achieve when traveling. 

2.5. Consumers’ Choice of Travel Location and Time 
2.5.1. The Travel Scope and Location of the Respondents 
The survey results show that most of the respondents travel within the country, a small number 
of people travel within the province, and only a small number of people travel abroad. Chinese 
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consumers generally choose to travel within China, which is an indispensable driving force for 
improving the development of my country's tourism industry. 
In addition, this survey shows that about 90% of the respondents prefer natural scenic areas, 
indicating that consumers are more willing to be close to nature. Second, 54.61% chose ethnic 
customs areas as tourist destinations. A considerable number of people choose the seaside city 
area and the red revolution area, accounting for 43.26% and 24.82% of the total population, 
respectively. Only a small number of people chose the urban Internet celebrity area (19.86%) 
(Figure 4). It can be seen that compared with prosperous cities, consumers will choose more 
natural, quiet, and beautiful scenic spots with historical and traditional cultural relics, so as to 
better inspire our country's tourism agencies and tourism industry. 
 

 
Figure 4. Respondents' preferred travel destinations 

2.5.2. Respondents' Choice of Travel Time 
For travel time arrangements, most people choose winter and summer vacation travel, 
accounting for 58.87% of the total number, which shows that most consumers like to spend 
enough time on travel. Secondly, it is the Golden Week, and 53.19% of people choose to travel 
on holidays. Next is any weekend, with nearly 22% of respondents choosing to travel on any 
weekend. Only 18.44% of the people chose grab-and-go outings. In addition, there are subtle 
differences in the choice of travel time between men and women. It can be seen from Figure 5 
that most women choose to travel during winter and summer vacations, followed by Golden 
Week and holidays. Most men will choose to travel during Golden Week/holidays, followed by 
winter and summer vacations. And there's not much difference between men and women for 
any weekend outing and grab-and-go outings. 
 

 
Figure 5. Differences in travel time choices between male and female respondents 
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2.6. Travel Mode of Consumer Travel 
2.6.1. Travel Mode of Respondents 
In the survey results, when the respondents traveled in the past, the majority chose to travel 
with their families (79%), about 33% reported to travel agencies to join a group, and travel 
with classmates (23.4%) and lovers (16.31%). ) accounted for a minority, and the group who 
chose to travel alone was the least, accounting for only 10.64%. In the choice of companions 
and traveling companions, 33% of the 18-30-year-olds choose to travel with their lovers, which 
is much higher than any other age group. This may be a major feature of youth tourism (Figure 
6). On the contrary, the 18-30-year-old group (54.17%) who choose to travel with their families 
is 30%-40% less than other age groups, which also shows that young people's awareness of 
independence and independence is constantly increasing. 
 

 
Figure 6. Differences in travel mode of respondents in different age groups 

2.6.2. The Choice of Travel Means of the Respondents 
More than half of the respondents choose high-speed rail and plane travel, accounting for 53.19% 
and 50.35% of the total population, respectively. This is followed by self-driving, trains, rail 
motor trains, buses, walking, cruise ships, and bicycles (Figure 7). The reasons for this result 
are obvious, high-speed rail and planes are the most fast, convenient, and comfortable long-
distance means of transportation to meet the requirements of the majority of people. On foot, 
it is only suitable for travel to small-scale scenic spots. Cruise ships are only suitable for 
traveling in coastal provinces and are less frequently used. The use of bicycles is the smallest, 
and it is not suitable for consumer travel. 
 

 
Figure 7. The choice of travel means of the respondents 
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2.7. Capital Expenditure of Consumer Tourism 
2.7.1. Expenditure Link of Respondents' Funds 
Through the survey, it was found that 63.83% of the people were more inclined to spend their 
tourism funds on "catering", nearly 44% of the people were more inclined to spend their 
tourism funds on attractions tickets, and 43.26% of the people were more inclined to spend 
their tourism funds. In terms of transportation, nearly 22% of the population were more 
inclined to spend their tourism funds on shopping, and 9.22% in other links. With the 
development of the national economy and the continuous improvement of the quality of life, 
most tourists do not care too much about the price of tickets for scenic spots and gradually tend 
to those items that can increase their sense of play experience, such as catering, scenic features, 
historical relics, and other things that can bring a sense of experience and freshness. 
2.7.2. Respondent's Choice of Accommodation During Travel 
Most of the respondents chose to stay in "hotels" during their travels, which accounted for 
63.83% of the total respondents. Secondly, about 54.6% of the respondents tended to stay in 
characteristic inns, and 31.2% of the respondents chose to stay in small hotels. And 20%-30% 
of the respondents choose to live in youth hostels, relatives' and friends' homes. Others account 
for about 2.8% of the total. In addition, we found that the 18-30-year-old group chose the 
highest proportion of accommodation in small hotels and youth hostels than all other age 
groups. And as people get older, people tend to be more inclined to stay in hotels. This is 
because the tourism consumption level of most young people is on the lower side. With the 
growth of age, the consumption power continues to rise, and there will be more requirements 
for the quality and environment of accommodation, and the proportion of the number of people 
who choose to stay in hotels has gradually increased. It can be seen that most of the modern 
young consumer groups in China maintain the fine traditional virtue of frugality. 

2.8. Information Channels of Consumer Travel 
Table 1. Sources of respondents' travel information channels 
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18-
30 
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old 

31(64.58%) 34(70.83%) 20(41.67%) 9(18.75%) 
11(22.92

%) 
18(37.5%) 1(2.08%) 48 

31-
40 

years 
old 

25(65.79%) 16(42.11%) 6(15.79%) 15(39.47%) 9(23.68%) 
18(47.37

%) 
0(0.00%) 38 

41-
55 

years 
old 

31(67.39%) 11(23.91%) 12(26.09%) 12(26.09%) 
11(23.91

%) 
22(47.83

%) 
8(17.39

%) 
46 

55+ 
years 

old 
9(100%) 1(11.11%) 2(22.22%) 6(66.67%) 4(44.44%) 4(44.44%) 

2(22.22
%) 

9 

 
The survey shows that the credibility and certainty of tourist attractions introduced by relatives 
and friends are quite high (about 68%). They are followed by the travel information search in 
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software such as Xiaohongshu/Weibo/Zhihu and the WeChat official account of tourism, each 
accounting for 43.97%, and travel agency consultation accounting for about 30%. And 
magazines, newspapers, and travel brochures are only chosen by less than 30% of the 
population. It can be seen that the quality of the scenic spots visited by relatives and friends has 
a great impact on the surrounding consumer groups. However, travel agencies, magazines, and 
newspapers have not played a key role in tourism travel for consumers. At the same time, we 
can see from (Table 1) that with the increase in age, the proportion of people who choose to 
search for travel information through software such as Xiaohongshu and Weibo becomes less 
and less (70.83%, 42.11%, 23.91%, 11.11%). The proportion of people who choose to 
recommend through friends and relatives is increasing (64.58%, 65.79%, 67.39%, 100%). 
Therefore, various tourism publicity media, platforms, and institutions can choose appropriate 
publicity methods to provide various types of consumers with tourism opinions and improve 
the quality of tourism information according to the different age groups of consumers. 

3. Summary and Suggestions 

3.1. Conclusion of the Study 
Through this social practice survey, we have a further understanding and research on the 
willingness of domestic consumers to travel and summarize the following characteristics of 
Chinese consumers' travel. The travel time is relatively fixed, and the travel time of the vast 
majority of consumers is mainly concentrated in the Golden Week and winter and summer 
vacations. Undoubtedly, it will cause a large flow of people, traffic congestion, and increased 
travel costs for consumers. In the way of travel consumers, most of the consumers who travel 
in my country choose to travel with their families. In addition, since high-speed rail and plane 
are the most fast, convenient, and comfortable short-distance and long-distance means of 
transportation, the number of people who choose high-speed rail and plane travel is also the 
largest. "Relaxing", "enjoying the view", and "tasting food" are the goals most consumers want 
to achieve when they travel. Consumers are more inclined to spend their tourism funds on 
catering, followed by attractions tickets, transportation, and shopping, which highlights the 
Chinese cultural tradition of "food is the sky for the people". The tourist destinations that most 
consumers yearn for are natural scenic spots, which shows that most people today are more 
willing to get close to nature and look forward to the quiet and beautiful natural scenery than 
the prosperous cities and the flamboyant net red cities. Most consumers are more inclined to 
choose to live in "hotels", followed by "special inns", indicating that current consumers pay 
more attention to the experience of accommodation and the quality of facilities. Finally, tourism 
information sources and channels are diversified. The most source of travel information is the 
introduction of tourist attractions by relatives and friends, followed by software such as 
Xiaohongshu/Weibo/Zhihu and travel WeChat public accounts, and finally from travel agency 
consultation, magazines, newspapers, and travel brochures. This shows that the recognition 
and recommendation of family and friends are extremely important. The tourism industry still 
needs to rely on its own quality to win the reputation of consumers, so as to enhance the 
competitiveness of the industry. 

3.2. Industry Recommendations 
Through this research and investigation, in order to give full play to the positive role of the 
tourism industry in maintaining growth, expanding domestic demand, adjusting the structure, 
etc., and speeding up the development of the tourism industry, the following suggestions are 
made to the Chinese tourism authorities. 
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3.2.1. Optimize the Tourism Consumption Environment and Actively Publicize the 
Laws and Regulations of Tourism Destinations  

Gradually establish a tourist destination evaluation mechanism structure based on consumer 
evaluation. For example, the adjustment of ticket prices for scenic spots should be announced 
to the public three months to six months in advance, and all travel charges should be announced 
to consumers in accordance with reasonable and clear regulations. In addition, vigorously 
advocate healthy tourism, civilized tourism, and green tourism in the whole society, so that 
urban and rural residents can increase their knowledge, broaden their horizons and cultivate 
their sentiments in tourism activities. Tourism enterprises such as scenic spots, hotels, 
restaurants, and travel agencies should guide every tourist to abide by local tourism laws and 
regulations, consciously travel in a civilized manner, and consume in a civilized manner through 
various forms. 
3.2.2. Improve the Level of Tourism Services and Promote Service Innovation 
First of all, speed up the infrastructure construction of China's tourism, and strengthen the 
construction of tourist roads connecting major scenic spots with main traffic lines. Secondly, 
actively carry out tourism online network services, online booking, online marketing, and 
online payment functions, and comprehensively improve the level of tourism informatization 
services in tourism enterprises, scenic spots, and key tourist cities. Based on tourist satisfaction 
and humanized service as the direction, improve the service awareness and service level of 
employees; Guided by branding, encourage major tourism management companies to promote 
brand chains and promote service innovation. 
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