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A Study on Attractiveness of Zhuhai’ s Tourism Image

Based on Tourist Perception

Tang Cancan

Abstract: The people’ s sense of fulfillment is one of the frequently—

mentioned concepts in the Thought on Socialism with Chinese Characteristics for a
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New Era. This paper helps to answer the questions — what is the status quo of
Zhuhai’ s tourism and how to develop it in the future — by measuring the
tourists” sense of fulfillment or their perception upon attractiveness of the tourism
image in Zhuhai which should be of reference importance. With a combination
of qualitative and quantitative analyses the study examines data and distills
image with a coastal garden feature from detailed tourist interviews. Through a
structured questionnaire survey and data statistical analyses it is proved that the
image with the coastal garden feature can have a direct positive effect on tourist
perception. Some imperfections in terms of Zhuhai’ s tourism have been found:
Tourism image of natural features has inadequate attractiveness that of life
features is inadequate in functionality and that of artistic features lacks artistic
taste. The paper provides some suggestions accordingly.

Keywords: Perception; Perceived Value; Features of Zhuhai; Image
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