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Abstract 
In the context of the deepening of regional integration development, tourism, as an 
important activity to facilitate regional cultural integration and promote regional 
economic flow, has become one of the important directions of urban development. Cities 
in the Nanjing metropolitan area, such as Nanjing, Yangzhou, Huai'an, etc., all have 
outstanding characteristics in the tourism industry. Among them, Zhenjiang confirmed 
that the tourism industry should be the economic pillar of the strategic plan in 1995. 
However, compared with other cities, although Zhenjiang has a superior historical and 
cultural background and unique cultural scenery, it still lacks unique characteristics in 
the tourism industry, which makes it difficult for the tourism industry to provoke the 
economic development of the city and promote regional integration. Therefore, this 
paper analyzes the current situation of tourism in Zhenjiang City, and uses the methods 
of social investigation and quantitative analysis to analyze the public's cognition and 
evaluation of tourism in Zhenjiang City. The results show that the improvement of 
facilities in tourist areas, entertainment, tourist atmosphere, cost performance and 
convenience will have a significant positive impact on trust utility. In this regard, this 
paper proposes countermeasures such as establishing a brand image and improving the 
popularity of scenic spots; improving tourism services and establishing a tourism 
industry chain; clarifying development orientation and broadening promotion paths, 
hoping to further promote the integrated high-quality development of tourism in the 
Nanjing metropolitan area. 
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1. Introduction 

With the acceleration of urbanization and the deepening of economic ties between regions, 
integration has increasingly become an important demand for regional economic development, 
and has received specific responses in the tourism industry[1].In the process of regional 
economic integration, the integrated development of regional tourism is one of the main forces 
to promote economic development, and it is also the internal demand and trend of promoting 
the development of regional tourism. Nanjing Metropolitan Circle is an important part of the 
integrated development of the Yangtze River Delta region, and its establishment and 
development have a strong role in promoting the development of urban characteristic tourism 
in this region. 
Zhenjiang, as a member city of Nanjing Metropolitan Circle, has sufficient cultural tourism 
resources, but its tourism industry has always shown the distinctive features of coexistence of 
advantages and disadvantages. In recent years, due to the lack of innovative tourism 
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development models and insufficient publicity of tourism products, the development of its 
characteristic tourism construction has been slow.  
Therefore, promoting the research on the construction path of characteristic tourism in 
Zhenjiang is conducive to realizing the development of characteristic tourism in keeping with 
the times, and has important and long-term significance for accelerating the high-quality 
development of tourism in Nanjing metropolitan area and the steady advancement of regional 
tourism integration.  
In recent years, the Zhenjiang government has devoted itself to the development of its cultural 
tourism industry with the help of the influence and resources of the Nanjing metropolitan area. 
According to the government report of Zhenjiang City in 2022, as of December 2021, Zhenjiang 
currently has 5 cultural centers, 8 public benefit libraries, 59 museums and a number of cultural 
sites for citizens to visit and study. In terms of historical and cultural sites, Zhenjiang City now 
has 67 key cultural relic units under provincial protection and 13 national key cultural relics 
units. In addition, Zhenjiang City has carried out thousands of red exhibitions and red tourism 
activities throughout the year. At the same time, the 15th China Zhenjiang Jinshan Culture and 
Art International Tourism Festival successfully held in Zhenjiang also featured excellent 
activities such as "Happy Meeting Stage", "National Party", "Seeking Charm in Zhenjiang" and 
so on. In terms of tourism services, Zhenjiang has three provincial tourist resorts, 72 provincial 
star-rated rural tourist areas, 22 star-rated tourist hotels, including three five-star hotels, and 
121 travel agencies, including more than 30 star-rated travel agencies. In the whole year, the 
total tourism revenue exceeded 70 billion yuan, and nearly 60 million domestic tourists were 
received. The domestic tourism revenue exceeded 700 billion yuan, and the tourism foreign 
exchange income was nearly 30 million US dollars.  
From the above data, it can be seen that the development of tourism in Zhenjiang has broad 
prospects. However, its infrastructure is not perfect compared to other cities, and at the same 
time, the income-increasing ability of the tourism industry also has room for improvement. 

2. Literature Review 

Existing domestic and foreign studies are rich in the research on tourists' perception and 
influence on regional tourism, and the majority of these studies have been apt to cultural 
tourism. Compared with foreign research, domestic research started late and has its own focus. 
Xu Xixiong (2012) The formation of a metropolitan area is the product of the development of a 
region's industrialization and urbanization to a certain stage. The agglomeration and diffusion 
effects of the metropolitan area greatly facilitate the process of regional economic 
integration[2]. Hou Bing etc. (2013) No matter what kind of regional tourism cooperatives, the 
one-dimensional "top-down" government-led model needs to be improved and optimized, and 
more attention should be paid to the coordinated development of cultural tourism regions by 
residents and tourists in tourism areas with cognitive law[3]. Zhang Meng (2020) found in the 
calculation of the location entropy that the distribution of tourist attractions and tourist hotels 
is in a state of unbalanced and uncoordinated development of "large dispersion and small 
agglomeration": Nanjing far exceeds other cities in absolute value, and a hierarchy appears. 
Status [4]. 
Russo & Borg (2002) put forward the idea of urban tourism planning from cultural attraction 
and tourism motivation to meet the needs of international tourists through empirical analysis 
of four European cities [5]. Lisi and Esposito (2014) studied how the Apulia region can use 
semantic technology and machine learning to support integrated tourism services[6]. Loiodice 
(2015) studied the sustainable development of regional tourism in Apulia and the training of 
tourism operators[7]. 
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Generally speaking, most domestic scholars focus on in-depth research on the theory of 
regional tourism integration, showing a strong theoretical nature, while foreign scholars pay 
more attention to the purpose and practice of research, and have strong operability. Under the 
background of regional tourism integration, this paper analyzes the current situation of tourism 
in Zhenjiang City, by issuing questionnaires to collecting data, and conducts correlation analysis 
and regression analysis on the data, so as to propose feasible development paths and 
suggestions for further development. The ultimate target is to accelerate the cooperative 
development of the tourism industry in the Nanjing metropolitan area, and promote the higher-
quality development of regional tourism integration. 

3. Analysis of the Current Situation of Tourism in Zhenjiang  

3.1. Analysis Regarding the Advantages of Tourism Development in Zhenjiang 
Geographical transportation advantages. Zhenjiang City is close to several important cities such 
as Nanjing and Yangzhou, and is located within the one-hour traffic circle of Nanjing City. The 
efficient comprehensive transportation network provides a strong impetus to promote the 
economic development of Zhenjiang City. The full-scale connection of transportation will 
further shorten the time and space distance between Zhenjiang and other surrounding cities, 
and become an important foundation for the development of tourism. 
Advantages of tourism resources. There are tourist attractions of different scales and 
characteristics in Zhenjiang City, including geographical and cultural landscapes dominated by 
mountains, facinating water scenery , as well as heritage relics and ancient buildings with rich 
historical and cultural heritage. Existing various kinds of rich tourism resources have laid a 
solid material foundation for the development of Zhenjiang's characteristic tourism industry. 
Profound cultural heritage. On the one hand, Zhenjiang City is a typical ancient city with 
religious and cultural civilization. Maoshan Taoism in Zhenjiang City is one of the birthplaces 
of Chinese Taoism and one of the key educational bases of Chinese Taoist culture. In addition, 
Buddhism, Christianity, Islam and other cultural characteristics are also more prominent. On 
the other hand, due to the preservation of historical and ancient buildings such as the ancient 
buildings of the Ming and Qing Dynasties in Confucianism, Xijindu Cultural Street, Shen Kuo's 
former residence, etc., the cultural heritage of Zhenjiang has been further enriched. 

3.2. Analysis Regarding the Disadvantages of Tourism Development in 
Zhenjiang 

To begin with, as a tourist city, although Zhenjiang has excellent landscapes and rich historical 
and cultural backgrounds, it seems difficult to blurt out its characteristic industries like Nanjing 
Jiming Temple and Suzhou Gardens in terms of Zhenjiang. It also reflects the ambiguity of 
Zhenjiang's positioning in the development of its tourism industry. The traditional 
development model has resulted in the low popularity of the scenic spot and the lack of a clear 
characteristic tourism development path. 
Additionally, the configuration of tourist attractions in Zhenjiang is scattered, the service level 
is uneven and the infrastructure construction of tourist attractions is relatively backward. 
There is a lack of effective resource integration between different tourist attractions, and the 
development of different scenic spots is separated from each other, resulting in tourist tourism 
lacks of convenience within the city. At the same time, the shortcomings such as weak brand 
characteristics have progressively become prominent, resulting in weak demand for tourists 
and a lack of competitiveness in tourism choices.  
Finally, the tourism industry must continuously improve the stickiness of users. Nevertheless, 
the tourism industry in Zhenjiang has not formed an industrial chain integrating sightseeing, 
entertainment and leisure. The tourism products and services provided are relatively less 
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diversified, and the tourism cycle designed for customers is also relatively shorter, it cannot 
increase the residence time of tourists, thus resulting in limited consumption created by 
tourism[8]. 

4. Research Design 

4.1. Questionnaire Settings 
Table 1. Questionnaire Settings 

 Question 
number Topics 

 
Basic situation 

Q1 What is your age group? 

Q2 How often do you travel? 

Q3 What percentage of your travel spending? 

Q5 Have you ever admired the secenary of Zhenjiang? 

 
 
 

Path choice 

Q6 Are you more likely to be attracted to tourist attractions promoted on 
social media? 

Q7 Do you pay more attention to tourist areas with convenient 
transportation? 

Q8 Are you more likely to choose a scenic spot with unique scenery or 
special services? 

 
 
 
 

Demand 
propensity 

Q9 Do you think you pay more attention to the cultural and scenic 
features of tourist areas? 

Q10 Do you think you pay more attention to whether the supporting 
facilities in the tourist area are perfect? 

Q11 Do you think you are more concerned about the entertainment and 
tourist atmosphere of the tourist area? 

Q12 Do you think you pay more attention to the cost-effectiveness and 
convenience of tourist areas? 

 
 

Trust utility 

Q13 Do you think that the current tourist attractions in Zhenjiang have a 
complete tourism industry chain? 

Q14 
Do you think the tourist attractions in Zhenjiang are better 
maintained for the scenery of the scenic spots? 

Q15 Do you think the current travel experience in Zhenjiang is better? 

 

4.2. Pre-test 
The questionnaires of this paper are mainly distributed through Internet social channels such 
as QQ and WeChat . In the pre-test stage, 200 questionnaires were distributed, and the pre-test 
reliability was tested for the rationality of the question setting of the test questionnaire. 
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Table 2. Reliability test of Predictor variable 

Dimension 
Corrected Item-Total 
Correlation(CITC) 

Cronbach’s Alpha If  
Item Deleted 

Cronbach’s 
Alpha 

Path choice 

Q6 0.878 0.912 

0.939 Q7 0.912 0.884 
Q8 0.840 0.937 

Demand 
propensity 

Q9 0.458 0.887 

0.846 
Q10 0.755 0.773 
Q11 0.748 0.774 
Q12 0.787 0.755 

Trust utility 

Q13 0.882 0.928 

0.947 Q14 0.923 0.896 
Q15 0.865 0.941 

 
It can be seen from the above table that the α coefficients of "pathway tendency coefficient", 
"demand propensity" and "trust" are all higher than 0.8, indicating that the data reliability of 
these three variables is of high quality and can be used. Therefore, the overall data quality of 
the questionnaire is good and can be retained. 
In the end, a total of 1,000 questionnaires were recovered, of which 400 invalid questionnaires 
were deleted, and 600 valid questionnaires were deleted. The effective rate of the 
questionnaires was about 80%. 

4.3. Reliability Test 
Reliability analysis is a method of data analysis that studies the reliability and accuracy of 
responses to quantitative data. 
 

Table 3. Reliability Test Results 

Title Number of items Cronbach’s Alpha CITC 

Path preference 3 0.923 0.889 

Demand propensity 4 0.821 0.895 

Trust utility 3 0.920 0.825 

 

As can be seen from the above table, the α values of approach tendency, demand tendency, and 
trust utility are all higher than 0.8, indicating high reliability and good data quality. For CITC 
values, all are higher than 0.4, indicating that there is a good correlation between the analysis 
items, and it also indicates that the reliability level is good. In summary, the reliability 
coefficient value of the research data is higher than 0.8, which comprehensively indicates that 
the reliability of the data is of high quality and can be used for further analysis of the data. 

4.4. Validity Test 
Validity is “effectiveness”, which is an analytical method to measure whether the 
comprehensive evaluation system can accurately reflect the evaluation purpose and 
requirements. 
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Table 4. Validity Test Results 
KMO and Bartlett’s Test 

KMO .865 
 

Bartlett Test 
Approx.Chi-Square 785.973 

DOF 105 
Significance .000 

 

As shown in the above table that the kMO value is 0.865, indicating that the data is suitable for 
factor analysis. And the sig value is .000, which is less than 0.05. indicating that there is a 
correlation between the variables. It shows that the correlation analysis can be carried out on 
the three dimensions of pathway preference, demand propensity and trust utility of the tourist 
crowd in Zhenjiang.  

4.5. Correlation 
Correlation analysis is used to study whether there is a relationship between quantitative or 
qualitative data and how closely the relationship is related. 
 

Table 5. Pearson Correlation 
Pearson Correlation 

 Trust utility 

Pathway preference 
Correlation Coefficient 0.896** 

P value 0.000 

Demand propensity 
Correlation Coefficient 0.848** 

P value 0.000 

* p<0.05 ** p<0.01 
 

From the above table, we have used the correlation analysis to study the correlation between 
pathway preference, demand propensity and trust utility. And the Pearson correlation 
coefficient is used to indicate the strength of these two correlations.  
The specific analysis shows that: The value of the correlation coefficient between the pathway 
preference and the trust utility is 0.848, and it is significant at the 0.01 level, indicating that 
there is a significant positive correlation between the promotion approach and the trust utility. 
The correlation coefficient between demand propensity and trust utility is 0.896, which is 
significant at the 0.01 level, indicating that there is a significant positive correlation between 
scenic spot services and trust utility. 

4.6. Regression Analysis 
Regression analysis is used to study the influence relationship between independent variables 
and dependent variables, including whether there is an influence relationship, the direction of 
influence and the degree of influence. 
As shown in the above table, the Pathway preference and demand propensity are used as 
independent variables, and the trust utility is used as the dependent variable for linear 
regression analysis. The model formula is: trust utility=-0.480 + 0.915*demand propensity + 
0.207*pathway preference , the model R² value is 0.809, which means that approach propensity 
and demand propensity can explain 80.9% of changes in trust utility. The final analysis shows 
that:  
The regression coefficient value of pathway preference is 0.915 (t=1.166, p=0.249>0.05), which 
means pathway preference will not have a significant positive impact on trust utility.  
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The regression coefficient value of demand propensity is 0.207 (t=4.679, p=0.000<0.01), which 
means that demand propensitywill have an impact on trust utility.  
 

Table 6. Regression results 
Linear regression results 

 Unstandardized 
Coefficients 

Standardized 
Coefficients 

t p VIF R²  
  Adjusted    
R² 

F 

B  
Std.Error 

Beta       

Constant -0.480 0.258 - -
1.863 

0.069 - 0.8090.800 F(2,47)= 
99.271, 
p=0.000 Pathway 

preference 
0.207 0.178 0.182 1.166 0.249 5.978 

Demand 
propensity 

0.915 0.196 0.730 4.679 0.000**5.978 

Dependent: Trust utility 

DW: 1.765 

* p<0.05 ** p<0.01 

 
Through the analysis of the data above, it can be conducted that the Pathway preference will 
not have a significant positive impact on the trust utility, but thedemand propensity will have a 
significant impact on the trust utility. 
 

Table 7. The results of linear regression analysis of demand propensity 
Linear regression results 

 Coeff. 95% CI VIF 

Issues 
-0.077 
(-0.265) 

-0.643 ~ 
0.490 

- 

Q9. Do you think you pay more attention to the cultural and scenic features 
of tourist areas? 

-0.004 
(-0.048) 

-0.173 ~ 
0.165 1.355 

Q10.Do you think you pay more attention to whether the supporting 
facilities in the tourist area are 
perfect? 

0.460** 
(3.920) 

0.230 ~ 0.690 3.092 

Q11.Do you think you are more concerned about the entertainment and 
tourist atmosphere of the tourist area? 

0.374** 
(3.951) 

0.188 ~ 0.559 2.471 

Q12.Do you think you pay more attention to the cost-effectiveness and 
convenience of tourist areas? 

0.375** 
(1.538) 

-0.050 ~ 
0.418 3.988 

Number of cases 600 

R² 0.824 

Adjusted R² 0.809 

F value F (4,45)=52.737,p=0.000 

 

As can be seen from the above table:  
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The regression coefficient value of Q10 is -0.004 (t=-0.048, p=0.962>0.05), which means that 
cultural scenery does not have a significant impact on trust utility.  
The regression coefficient value of Q11 is 0.460 (t=3.920, p=0.000<0.01), which means that the 
improvement of facilities in tourist areas will have a significant positive impact on trust utility.  
The regression coefficient value of Q12 is 0.374 (t=3.951, p=0.000<0.01), which means that the 
entertainment and tourism atmosphere of tourist areas will have a significant positive impact 
on trust utility.  
The regression coefficient value of Q13 is 0.375 (t=3.930, p=0.000<0.01), which means that the 
cost performance and convenience of tourist areas will have a significant positive impact on 
trust utility.  

5. Countermeasures and Suggestions 

5.1. Establish the Brand Image and Improve the Popularity of Scenic Spots 
In the construction of characteristic tourism industry in Zhenjiang City, first of all, the local 
government or relevant departments need andscientifically formulate an effective tourism 
development strategy , on the basis of clarifying the characteristics and development trends of 
consumer demand changes at the current stage. At the same time, they should pay attention to 
the changing trends of existing tourism products, and scientifically formulate reasonable 
product promotion strategies. Additionally, it would be better to strengthen the management 
and standardization of the tourism industry to achieve a good order in the development of this 
industry and to improve the service quality and hospitality capacity of the scenic spot, thus 
improving the brand image and the popularity of the scenic spot. During the implementation 
process, the government can launch various tourism product creative design competitions for 
the whole society, collect high-quality tourism products and convert them into economic 
benefits[10]. 

5.2. Perfect the Quality of Tourism Services and Establish a Tourism Industry 
Chain 

Zhenjiang has always been committed to making the tourism industry a pillar industry for its 
urban development. However, there are only 22 star-rated tourist hotels and three five-star 
hotels. The infrastructure conditions are poor, and the tourism resources are relatively 
incomplete to its tourism demand and In terms of market planning[9]. Consequently, in order 
to meet the higher-level fast-paced tourism needs of tourists, Zhenjiang City should 
continuously improve tourism and entertainment services and various facilities, optimize 
tourism atmosphere, strengthen the construction of tourism service industry chain, and 
develop the scientific nature of tourism route and activity planning, thereby enhancing the 
liquidity of the tourism industry and increasing the stickiness of tourists. 

5.3. Clarify the Development Orientation and Broaden the Promotion Path 
In the era of new media, Internet promotion and advertising marketing play an indispensable 
role in attracting user groups and establishing brand characteristics.The above data shows that 
more than 50% of people are more likely to be attracted by tourist attractions promoted on 
social media, indicating that online social media has become an important tool and means of 
marketing in the new era. Hence, the local government should make use of its beautiful natural 
scenery and humanistic characteristics to discovery tourism resources in depth and pertinence 
on the basis of clarifying the development direction and orientation of the characteristic 
tourism industry. It can choose one of them as characteristic tourism resources, and then 
vigorously promote it after a certain marketing package, making it a pillar of Zhenjiang's 
characteristic cultural industry. 
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