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Abstract

Lijiang ancient city is an example of an emergent heritage tourism site aimed
at both domestic and international tourism in China. The domestic tourism
industry is generally flourishing, although it has been overshadowed to some
extent by the international sector. In order to maintain heritage sites, large
scale redevelopments to build large hotels are being avoided and, instead, lo-
cal facilities are being promoted in the form of bed and breakfast (B&B) es-
tablishments. It is not clear whether tourist behavioral intention in this
emergent sector will be the same as found elsewhere and so a program of
quantitative research was established to examine the ways in which tourists
behave and form and enact their intentions. A total of 400 questionnaires was
completed and subsequently analysed through various statistical techniques.
Research hypotheses linking conventional forms of behaviour to tourist be-
haviour in this respect were accepted and it was concluded that similar mar-
keting techniques that have been proved to be successful elsewhere would al-
so be successful in the case of this sector.

Keywords
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1. Introduction

While the development of Chinese tourism has become most noticeable in its
international context, it has also become a notable phenomenon in the domestic
context. In 2019, Chinese made 155 million outbound trips and 6.06 billion do-
mestic trips, an increase of 8.4% over 2018 (China Industry Information Net-

work, 2020). These increases result from not just increased incomes and stan-
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dards of living but, also, from improved infrastructure (e.g. domestic airports,
high speed rail links and freeways), as well as wider aspirations owing in part to
better knowledge of potential destinations through online information. During
the 2019 National Day holiday period, for example, some 732 million domestic
trips were held, with 79.8% of tourists participating in Red Tourism activities
(i.e. commemorating the founding of the People’s Republic of China), 66.4% vi-
siting culture and history-themed sites and 45.0% participating in night-time ac-
tivities (China Daily, 2019). Most trips are being made to the large and most de-
veloped Chinese cities of Shanghai, Beijing, Guangzhou and Shenzhen, followed
by more picturesque destinations in Hainan Island and Yunnan and Sichuan
provinces and the mountains of north-east China (Sampson, 2018).

Although some parts of this industry feature contemporary hotels and urban
environment, some aspects of heritage tourism have also become important. The
“heritage” element relates to the natural, cultural and built environments of an
area and, hence, has an inescapable relationship with the need for conservation
of the designated heritage area (Millar, 1989). Further, the heritage element of
tourism is such that “the perception of a place as part of personal heritage is as-
sociated with the visitation patterns”. In particular, those who view a place as
bound up with their own heritage are likely to behave significantly different
from others (Poria, Butler, & Airey, 2003). Destination management, in the con-
test of heritage tourism, therefore involves the attempt to enhance feelings
among tourists and potential tourists of being part of the shared heritage, by
such means as enhancing the quality of communication to consumers and the
fostering of feelings of joint membership of heritage legacies. In studying con-
temporary China, it has become a commonly-held but contested view that na-
tionalism is rising among the population of China, especially its younger mem-
bers, for a variety of reasons including state support (Johnston, 2017). Successful
destination management will, in various ways, link these two forces together,
with or without the political element embedded in nationalism.

The practical implications of this include the need to enhance the carrying
capacity of an area in terms of tourism management without the extensive real
development required to meet contemporary expectations of accommodation
and entertainment. One means of dealing with this issue has been the renewed
emphasis placed upon traditional forms of accommodation such as bed and
breakfast (B&B). A B&B is defined here as the situation in which a building
owner uses idle houses or rooms within the building, together with local human
and natural landscape resources to provide for tourists’ accommodation, in-
cluding breakfast, as well as some experience of the texture of local life (Ding &
Li, 2017). B&Bs provide opportunities for increasing the feelings of belonging to
the heritage tourism sites offered to people without disrupting any further the
development and physical infrastructure of a location. Government support has
meant that the number of B&Bs in ancient cities throughout the country has
risen by 78% in two years from 9431 in 2016 to 16,787 by the end of 2018 (China
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National Tourism Administration, 2018). The sector has become increasingly
competitive, that is, and the focus has begun to switch from produc-
tion-orientation to customer-orientation.

The sector is governed by the relevant provisions of Article 22 of the Regula-
tions on the Protection and Planning of Ancient Cities promulgated by the Chi-
na State Administration of Cultural Relics (1985), which inhibits the ability of
private and public sector agencies to build new hotels in areas designated as be-
ing ancient cities. Lijiang, in Yunnan province, has obtained “ancient city” status
on the basis of its 800-year history and its longstanding relationship with the
unique Naxi Dongba ethnic minority people. It includes Dayan old town, Baisha
old town and Shuhe old town (Yunnan Cultural Toursim Bureau, 2006). Much
of the old town district had to be rebuilt after a 7.0 magnitude earthquake which
struck in 1996 and fire remains a persistent threat in the densely-crowded urban
environment.

Although there is quite a significant strand of literature dealing linking the
behavioural intentions of consumers with various aspects of customer satisfac-
tion such as functional value, service value, social value and so forth. Conse-
quently, robust methodologies have been developed for quantitative research in
this area. However, research among Chinese consumers is still at an early stage
because of the fact that the domestic tourism sector has only become of interest
in the last few years. To date, research among domestic tourists has not often
passed the level of who is doing what and why and has not dealt in depth with
the B&B sector outlined here. For example, Wang (2010) has calculated the
numbers and flows of Chinese domestic tourists and argued that these result
from the presence of existing infrastructure rather than from government policy.
Wen (1997) and Wu, Zhu and Xu (2000) highlighted the past history of domes-
tic tourism in China and sought to explain how and why it would change in the
future. Yang, Liu and Qi (2014), meanwhile, take advantage of some parts of the
new stream of national state-provided statistics about tourism to start to try to
segment different sections of the overall tourism market. There are more
works available in Chinese language but the central point remains valid that
important aspects of consumer behaviour in domestic tourism in ancient city
B&B in China remain under-researched. This prompts the following research
questions:

1) What is the relationship between customer perceived value and behavioral
intention among Chinese domestic tourists in Lijiang ancient city B&B?

2) What is the relationship between customer perceived value and customer
satisfaction among Chinese domestic tourists in Lijiang ancient city B&B?

The paper continues with a description of the methodology by which it was
attempted to answer these research questions, followed by the statistical analysis
and hypothesis testing, discussion of the findings and the concomitant claim to
contribution to academic knowledge and then the conclusion and list of refer-

ences.
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2. Materials and Methods

This project focused on a quantitative approach since the literature review re-
vealed that a considerable amount of work had been done in terms of under-
standing the issues of customer’s future behavioral intention in other contexts.
Further, validated quantitative instruments have been used to explore these areas
and, with suitable precautions, it was deemed appropriate to extend them to the
new area of domestic heritage city tourism in China. Based on the literature re-
view and the research questions, the following hypotheses were created:

H1: There is a significant relationship between customer perceived value
(CPV) with customer satisfaction (CUS).

H1a: There is a significant relationship between functional value (FUV) with
customer satisfaction (CUS).

H1b: There is a significant relationship between service value (SEV) with cus-
tomer satisfaction (CUS).

Hlc: There is a significant relationship between social value (SOV) with cus-
tomer satisfaction (CUS).

H1d: There is a significant relationship between emotional value (EMV) with
customer satisfaction (CUS).

Hle: There is a significant relationship between cultural cognitive value
(CCV) with customer satisfaction (CUS).

H2: There is a significant relationship between customer perceived value
(CPV) with behavioral intention (BEI).

H2a: There is a significant relationship between functional value (FUV) with
behavioral intention (BEI).

H2b: There is a significant relationship between service value (SEV) with be-
havioral intention (BEI).

H2c: There is a significant relationship between social value (SOV) with beha-
vioral intention (BEI).

H2d: There is a significant relationship between emotional value (EMV) with
behavioral intention (BEI).

H2e: There is a significant relationship between cultural cognitive value
(CCV) with behavioral intention (BEI).

These hypotheses were converted to null format for formal testing. They may
be represented by the conceptual framework (see Figure 1, below).

The individual variables within these subsets have been tested and validated in
a variety of peer-reviewed academic papers. Specifically, variants of the current
posited model have been employed in a range of different tourism contexts (see
Table 1 below).

At present, there are few studies on the dimensions of customer perceived
value in the field of tourism. But the four dimensions of social value, emotional
value, service value and functional value appear frequently and have certain un-
iversality. Secondly, the author also finds that if the object of study has certain
historical and cultural connotations, then the dimension of perceived value often

contains cultural cognitive value.
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Customer Perceived Value

Functional value (FUV)

Service value (SEV)

A

Social Value (SOV)

)

Emotional value (EMV)

Emotional value (EMV)

Figure 1. Conceptual framework; Source: Authors.

Customer
Satisfaction (CUS)

Behavioral
Intention (BEI)

Table 1. Dimensions of customer perceived value in tourism.

Author(s)

Tourism Situation Case

Dimension(s)

Wang (2018)

Scaglione &

Rural Tourist
Destination

Tourist Center of Linan
Grand Canyon Village,
Zhejiang Province

Sicily Agricultural Tourist

Service Quality, Service Facilities,
Architecture and Environment,
Functional Value

Functional Value, Convenience

Mendola A Value, Emotional Value, Social
rea
(2017) Value and Educational Value
Lee et al. War-related South Korea Militarized  Functional Value, Emotional
(2007) Tourism Area Value, Whole Value
Functional Value, Emotional
Li (2011) Recreation around Beihai Park, East Lake Value, Cultural Cognitive Value,
i
Metropolis Scenic Area, Economic Value, Situational
Value
Service Value, Convenience
Wang et al. . Value, Aesthetic Value, Perceived
Shanghai World Expo . . .
(2011) Price, Functional Utility Value,
Pleasure Value
Cultural Value, Hedonic Value,
Ma & Bao Xishuangbanna, Yunnan Social Value, Service Value,
(2012) Province Convenience Value, Situational
Value, Functional Value
Zhang & Jia Festivals/Festivals/ Convenience Value, Service
(2008) Cultural Tourism Festival Tourism Value, Aesthetic Value, Social
Value, Entertainment Value
Functional Value, Economic
. Convenience Value, Cultural
Yang Japanese Traditional . . .
(2013) Festivals Cognitive Value, Situational
Value, Social Value, Emotional
Hedonic Value
L Functional Value, Emotional
Cultural Tourism in .
Pan (2008) . Value, Social Value, Knowledge
Qingzhou, Korea . .
Value, Situational Value
Quality Value, Cost Value,
Historical and Efficiency Value, Service Value,
. . Wuhou Temple of . .
Liu (2011) Cultural Heritage Chened Social Value, Emotional Value,
engdu
Sites & Aesthetic Value, Place Value,
Cognitive Value
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Continued

Li & Zhang (2010)

Rasoolimanesh et
al. (2016)

Li

(2018)

Zhao et al.

(2018) Parks
&Ecotourism

Scenic Spots

Cheng
(2006)

Lu et al.

Ski Resort
(2018)

Liu et al.
(2019)

Xu
(2015)

Zheng
(2014)

Fu & Liu

(2014) Industry

Liang & Jia (2018)

Wang
(2019)

Accommodation

Zhang Guying Village

Lenggong Valley, Malaysia

Hangzhou Longjing Tea
Garden

Xixi National Wetland
Park

Forest Ecotourism Scenic
Area

Yunding Ski Resort in
Chongli

Luxury Hotel

Economy Hotel

Ecotype Boutique Hotel

Yangshuo Flower
International Youth
Hostel

“Ten Thousand Hostel” in

Zengcheng of Guangzhou

B&B in Banan District of
Chongging

Social Value, Emotional Value,
Cognitive Value, Functional
Value

Functional Value, Emotional
Value, Social Value

Cognitive Value, Social Value,
Functional Value

Service Value, Cognitive Value,
Emotional Value, Characteristic
Value, Environmental Value, Cost
Value, Management Value, Trust
Value

Service Value, Functional Value,
Characteristic Value, Brand
Value, Educational Value,
Emotional Value, Perceived Cost,
Environmental Value

Facility Quality Perception,
Service Quality Perception,
Emotional Value, Monetary Cost
Perception, Non-monetary Cost
Perception

Emotional Value, Hedonic Value,
Symbolic Value, Functional Value

Quality, Economic Cost,
Non-Economic Cost, Social Value
and Emotional Value

Flaunting Value, Unique Value,
Functional Value and Self-Value

Functional Value, Service Value,
Emotional Value, Social Value,
Eco-environmental Value

Emotional Value, Service Value,
Convenience Value, Reference
Value, Cost Value

Emotional Value, Service Value,
Convenience Value,
Environmental Value, Reference
Value and Functional Value

Source: Authors, adopted from various sources.

The assembled questionnaire was then given to a noted academic in the field

of tourism management and whose first language

congruity in meaning between Chinese and English.

was Chinese to determine

Once this stage was passed

satisfactorily, the questionnaire was distributed to five other academics in rele-

vant fields of expertise for their consideration and comment. Finally, a pilot test

of 30 questionnaires was conducted to determine whether there were any re-

maining issues of question wording or ordering or any other issues outstanding.

The quality assurance issues were passed and a Cronbach’s alpha score of 0.971

was achieved, which was comfortably more than the 0.7 level required for statis-

tical analysis to go ahead.
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2.1. Sample

In this study, questionnaires were used as the main tool to collect the original
data of sample groups. The target population of this study includes tourists who
have stayed at Lijiang ancient city B&B at least one day. This study was con-
ducted from October to December 2019 in the form of self-service question-
naires, which were distributed to Chinese tourists during the check-in process by
receptionists of the Lijiang ancient city B&Bs. According to the data released by
Lijiang Tourism Bureau in 2020, there are 120 registered ancient city B&Bs in
Lijiang ancient city, with total about 534,000 tourists stayed there (Lijiang Tour-
ism Bureau, 2020).

The sample size of the respondents for this study was calculated using Taro
Yamane’s formula (Yamane, 1973) with 95% confidence level, the sample size
can be roughly estimated as follows:

1+ Ne?

where,
n = Sample size
N = Population size (534,000)
e = Sampling error assumed as 0.5

Determining sample size by following application;
Sample size = 534,000/[1 + 534,000 x (0.05)°] = 399.7

According to the Yamane equation, with a large sample size such as the an-
nual number of tourists to Lijiang and a 95% level of confidence, a sample size of
400 is required. This sample size was achieved by distributing a sufficient num-
ber of the self-completion questionnaires at various B&Bs in Lijiang ancient city
and then collecting the completed forms by hand subsequently.

2.2. Sampling

Convenient sampling was adopted due to the unidentified population and sam-
pling frame as well as the nature of the study itself. Moreover, this study used
non-random sampling because no list existed of the population of all tourists
who have stayed at Lijiang ancient city B&Bs that could be used for random se-
lection. Therefore, a non-random sample was the only alternative. Convenient
sampling is characterized by the use of the sample that is convenient to the re-
searcher and that includes only individuals who agreed to participate (Jamal,
Othman, & Muhammad, 2011).

This approach is a convenience sampling approach and has the limitation that
it is not possible to control the demographic characteristics of respondents and
so there is a possibility of non-response bias for some demographic categories
and this is a research limitation. However, random sampling was not practical
and there was no master list of potential respondents which could have been

used in such a case. Instead, just over 10% of the total of 120 B&Bs in Lijiang an-
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cient city were selected and received stocks of questionnaires for distribution.
B&Bs were selected with a view to obtaining heterogeneity in the sample through
different locations, costs and so forth. B&B managers were incentivised for this
purpose.

Once the completed questionnaires were collected, they were checked for
completeness and accuracy and then entered into the SPSS program for analysis.
The data set thus created was checked and then analysed through descriptive
statistics and then factor analysis and correlation analysis was conducted so as to
test the research hypotheses.

3. Findings

Lijiang’s B&B sector reflects the unique characteristics of the tourism sector in
the city as a whole, since it combines elements not just of traditional Chinese
elements with those of the Naxi Dongba culture and, also, the ancient tea-horse
trade route which brings in Tibetan influence to the city. B&Bs are unevenly dis-
tributed through the city, with 86.6% of the total located in Dayan old town,
notably near Sifang Street, Lion Hill, Wuyi Street, Xinyi Street, Guangyi Street
and other densely-populated areas. The remaining 13.4% of B&Bs are located in
Shuhe old town, primarily along Liren road and Zhonghe Road. B&Bs may be
divided into traditional courtyard style of house which indicates it is the original
configuration with three squares and one wall, with a small internal courtyard
where additional activities may be located, and the boutique business style,
which are more contemporary buildings in style which, nevertheless, incorporate
some Lijiang elements to help convince tourists that they are taking part in her-
itage tourism activities. Of all B&Bs in Lijiang ancient city, 41% are of the
self-operated mode, in which building owners themselves offer B&B services and
frequently tend to emphasise local cultural factors, while the remaining 59% take
the rental mode, in which an operator rents the building from its owner and
manages the B&B business within it (Lijiang Tourism Bureau, 2019). This mode
is thought to be capital-driven in nature and it is less likely, consequently, to in-
corporate what might be perceived to be authentic cultural and tourism insti-
tutes in its offering.

Of the sample achieved (n = 400), 176 (44.0%) were male and 224 (56.0%)
were female, which perhaps reflects the fact that women are more likely to re-
spond to requests for feedback than men. The age profile of the sample was quite
young, with 144 (36.0%) aged 26 - 35 years, 128 (32.0%) aged 19 - 25 years and
only 112 (28.0%) 36 years or older. The sample is also comparatively well-educated,
with 112 (28.0%) having a post-graduate degree and 248 (62.0%) having a voca-
tional or undergraduate degree.

On the whole, it appears that the sample is younger and better educated than
the population overall and appears to have a good level of disposable income. It
is reasonable to assume, therefore, that they will be quite adventurous in their
leisure activities. This is evident from the booking behaviour of respondents,

DOI: 10.4236/me.2020.114059

800 Modern Economy


https://doi.org/10.4236/me.2020.114059

G. Chen, F. Amponstira

with 92.0% of respondents booking the accommodation themselves and only a
small proportion requiring the help of a travel agent. B&B managers must,
therefore, be visible online. Repeat business is also a viable proposition, since
48.0% of respondents had visited Lijiang ancient city before and only 52.0% were
experiencing their first visit. In terms of length of visit, 19.0% were visiting for
up to 3 days, 55.0% for 4 - 7 days and 26.0% for longer than a week. For cost, the
most common categories of room rate per day were 201 - 400 CNY (40.0%) and
401 - 600 CNY (28.0%) (1$US = 7.0 CNY approximately). There are similar
populations of respondents spending either less or more than this amount per
day, although there does seem to be a niche market sector for high paying guests
(2000 + CNT per day).

Hypothesis Testing

Regression and correlation analysis techniques were used to try to measure rela-
tionships if any between the various independent and dependent factors which
were represented by the battery of variables that respondents were invited to
consider. The Kaiser-Meyer-Olkin measure of sampling adequacy and the Bar-
tlett’s test of sphericity were both passed and so all variables were included in the
subsequent analysis (see Table 2 below).

The results from Table 2 revealed that “prices are reasonable” (X = 4.01, S.D.
= 0.915) is the most satisfactory aspect of the ancient city B&B for the respon-
dents. Next followed by “the stay has helped me expand my horizons” (X = 3.93,
S.D. = 0.853) and “personalized services and advice are good” (X = 3.92, S.D. =
0.828). Surprisingly, the lowest score is “even if the price rises, I would still stay
at this B&B again” (X = 3.39, S.D. = 0.935).

Correlation analysis indicated that there were significant relationships be-
tween the tested variables and both customer satisfaction and behavioral inten-
tion (see Table 3 below).

In this study, Pearson correlation coefficient was used to analyze the correla-
tion among customer perceived value of ancient city B&B and its five dimen-
sions, customer satisfaction and behavioral intention. The results of Table 3
show that the correlation coefficients among customer satisfaction and func-
tional value, service value, social value, emotional value, cultural cognitive value
and customer perceived value were respectively 0.513, 0.484, 0.463, 0.516, 0.492,
0.633, and they were significant positive correlation at the level of 0.01. In addi-
tion, the correlation coefficients among behavioral intention and functional val-
ue, service value, social value, emotional value, cultural cognitive value and cus-
tomer perceived value were respectively 0.594, 0.635, 0.557, 0.607, 0.636, 0.771,
and they were significant positive correlation at the level of 0.01. The research
hypotheses with the following results (see Table 4 below).

The majority of the research hypotheses have been accepted and in the direc-
tion anticipated. This further indicates that the research concept is logical and

coherent.
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Table 2. Descriptive statistics of variables tested in hypothesis testing.

Category Variable Mean S.D.
FUV Physical facilities are complete 3.84 0.935
FUV Prices are reasonable 4.01 0.915
FUV Good hygienic conditions 3.86 0.950
FUV Security for accommodation and activities is guaranteed 3.76 0.953
SEV Service staff are well-dressed and mannered 3.88 0.814
SEV Service staff have good attitudes 3.75 0.788
SEV Service staff work efficiently 3.83 0.874
SEV Personalized services and advice are good 3.92 0.828
SOV It is convenient to make new friends 3.76 0.871
SOV Harmonious interactions with other guests 3.78 0.908
SOV This experience will be interesting to others 3.74 0.923
SOV The environment enhances relationships with other people 3.72 0.863
EMV The stay makes me feel relaxed 3.72 0.935
EMV The stay makes me feel happy 3.84 0.935
EMV The stay is interesting and novel 3.84 0.936
EMV The stay is like being at home 3.78 0.930
CCv The stay has helped me expand my horizons 3.93 0.851
CCv The stay has helped me to experience a different lifestyle 3.90 0.851
CCv I'have learned a lot about culture and customs 3.82 0.895
CCv The stay has helped me fit into the local culture 3.71 0.851
CUS Compared with expectations, you are satisfied 3.57 0.773
CUS You are satisfied on the whole 3.85 0.773
cus Compared with othfzr accon.lmoda.tion o.f the same price, 368 0.842

you are satisfied with ancient city B&B
BEI I would like actively to publicise this B&B to others 3.72 0.833
BEI I would like actively to recommend this B&B to others 3.82 0.850
BEI If I come here again, I will stay at this B&B once more 3.74 0.918
BEI Even if the price rises, I would still stay at this B&B again 3.39 0.935
Source: original research.
Table 3. Correlation analysis.
FUV SEV Ne% EMV CCv CpPV

cuUs 0.513 0.484 0.463 0.516 0.492 0.633

(0.000%*) (0.000%*) (0.000%*) (0.000%*) (0.000%*) (0.000%*)

BEI 0.594 0.635 0.557 0.607 0.636 0.771

(0.000%**) (0.000%*) (0.000%*) (0.000%*) (0.000%*) (0.000%*)

**. Correlation is significant at the 0.01 level (2-tailed).
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Table 4. Research hypothesis test results.

Hypothesis Results
H1: There is a significant relationship between customer perceived value (CPV) Accented
ccepte
with customer satisfaction (CUS). P
H1la: There is a significant relationship between functional value (FUV) with
Accepted

customer satisfaction (CUS).

H1b: There is a significant relationship between service value (SEV) with customer

A ted
satisfaction (CUS). ceepte
Hilc: There is a significant relationship between social value (SOV) with customer Accented

ccepte
satisfaction (CUS). P
H1d: There is a significant relationship between emotional value (EMV) with Accepted
ccepte
customer satisfaction (CUS). P
Hile: There is a significant relationship between cultural cognitive value (CCV) Accented
ccepte
with customer satisfaction (CUS). P
H2: There is a significant relationship between customer perceived value (CPV) Accented
ccepte
with behavioral intention (BEI). p
H?2a: There is a significant relationship between functional value (FUV) with Accented
behavioral intention (BEI). p
H2b: There is a significant relationship between service value (SEV) with
. . . Accepted
behavioral intention (BEI).
H2c: There is a significant relationship between social value (SOV) with
. . . Accepted
behavioral intention (BEI).
H2d: There is a significant relationship between emotional value (EMV) with A ted
ccepte
behavioral intention (BEI) p
H2e: There is a significant relationship between cultural cognitive value (CCV)
Accepted

with behavioral intention (BEI).

4. Discussion

The understanding of customer behavioral intention that has been developed
through research of tourism activities mostly in the developed world also holds
true for the Lijiang ancient city B&B sector too. As might be expected, the basic
motivations and methods of perceiving the world are the same for Chinese tour-
ists as they are from tourists from other sites where research has been con-
ducted. This further indicates that marketing techniques that are successful
elsewhere should also work for Lijiang ancient city, albeit that there is a need to
adjust the online media mix employed to meet the different usage patterns of
Chinese consumers. The ways in which service providers can improve the ser-
vices they offer are also those which will have been shown to be successful else-
where.

Under the system of capitalist relations, customer’s behaviour tends to be-
come standardised as competing claims for utility maximisation under condi-
tions of scarce resources and asymmetrical information tend to produce similar
solutions. Since tourism of this type considered in this paper tends to be sociable
in nature, then it is not surprising that this situation has occurred. It is possible
that research among individual travellers, if this could have been managed,

might have yielded different results.
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In terms of the basic concept of the ancient city B&B, it appears that there is
scope for employing these rather than redeveloping historical areas to build ho-
tels. It is possible that this will lead to the requirement for demand management
rather just permitting the continuous expansion of the hotel sector. This will
have implications not just for urban management but also for the sustainability
issues surrounding China and further afield.

5. Conclusion

This paper has reported on an investigation into 400 respondents to a quantita-
tive survey aimed at discovering behavioral intention of Chinese domestic tour-
ists staying at one of Lijiang ancient city’s B&B facilities. The purpose was to de-
termine whether behavioral intention of this group of people could be seen to be
similar to that of tourists in other types of tourism activities. On the whole, it
was found that the behaviour was similar and so the models that have been de-
veloped elsewhere may be extended to this part of the Chinese domestic tourism
industry.

The survey was conducted on a convenience basis, since it was not known
how many visitors in this sector there were altogether nor where they might be
found, exactly. Consequently, the sample achieved might be vulnerable to the
claims of being overly homogenous and suffering from non-response bias, de-
spite attempts made to try to check for this. Quantitative research of this sort is
always vulnerable to the challenges of space and time and whether results might
have varied should one or both of these perimeters have been altered. To probe
these issues further, it would be helpful to investigate heritage-style tourist ac-
commodation in other locations across the country and in both smaller and

larger research sites.
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