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Perception Difference between Visitors and

Residents on Zhuhais Tourism Image

Zeng Guojun Zhu Mingyang

Abstract: To make the Guangdong — Hong Kong — Macao Greater Bay Area
a world — class tourism region Zhuhai is required to play a more active part by
enhancing its tourism image and participating in the related international
competition. The research is based on a questionnaire survey targeted for two
groups of people respectively visitors and residents to examine their perception

of Zhuhai%s tourism image cognitive image and affective image. It is discovered
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that there is no significant difference between the two groups of people in terms of
their perception of the overall tourism image but there are significant differences
in terms of cognitive image when they were shown the key words
“Underdeveloped” and “Not safe” and in terms of affective image when they
responded to the key word “Gloomy” . By analyzing the causes of the differences
and the weakness of Zhuhai$ tourism image the paper gives some measures and
communication strategies to improve the city ‘s tourism image and narrow the
perception gap.

Keywords: Tourism Image; Cognitive Image; Image Innovation; Affective

Image; Online Destination Image
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