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Abstract
In an era of information explosion, to make good use of tourism information has become an urgent
issue. This paper studies the composition of the tourism information value and the degree of its
importance based on the tourists’ perception. Through factor analysis, five factors were identified
from tourism information value: hedonic value, risk-avoidance value, utilitarian value, social value and self-actualization value. According to different degree of importance evaluation, the tourism information value was divided into three hierarchical levels, namely, the core value of information, the basic information value and the relationship information value, while tourists considered the risk-avoidance value as the most important one. In practical terms, the findings of this
study can be useful to marketers in creating promotional campaigns, providing them with a better
understanding of what information appeals to their markets.
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1. Introduction
The delivering of information is a crucial part in travel activities, as well as a key stage in the marketing and
service of tourism destination [1]. In such an era of information explosion, especially with the tourism market
competition increasingly intensified, consumers often feel confused when facing enormous information. Therefore, it is how to make good use of tourism information to campaign service marketing that has become an urgent issue for the marketers [2]. Information service is a two-way concept, since the competition of tourism
market is so fierce today, it becomes particularly important that we could make the potential tourists receive our
information and accept it. Based on the Perception-Attitude-Behavior Theory, the customers’ value towards the
information has a direct influence on their attitude to goods or service and further affects their purchasing beha-
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vior [3]. Thus, it can be seen that the information value plays an important role in the customer’s travel decision-making process, and it is essential for promotion to provide the customers with appropriate information that
caters to their needs. This empirical research focuses on the tourism information value and its dimensions, in the
hope of offering practical suggestions for tourism marketers.

2. Literature Review
There are numerous studies on tourism information based on tourists’ perception, some of which involve the information value. According to Cees (2000), tourists fulfill their needs for value by information searching, and
simultaneously, their perception value for goods or service which emerges during the process of consumption
significantly affect their choice preference for products [4]. The information can be more easily accepted and
increase the chances of purchasing (Diehl & Zauberman, 2005) [5]. Vogt and Fesenmaier (1998) suggested that
once the tourists approve the value of information they have searched, they will further search for more related
information to elaborate their travel decision [6].
Values are fundamentally embedded in individuals’ needs and wants (Rokeach, 1973) [7]. As a result, tourists’
perception of information value is closely associated with tourism demand. Based on questionnaire survey of the
“self-help” visitors’ demands for related information about Beijing city, Wen (2007) discussed demands for the
information from six aspects: food, accommodation, transport, touring, shopping, and entertainment [8]. The information mentioned in this research suffices functional value demands, maximizing positive rewards and minimizing negative outcomes. However, considering the nature of tourism, which involves sightseeing, rest and
other leisure activities, information about tourist products may not just be functional or practical. In other words,
with regard to tourism information value, we can acquire a larger concept and fruitful academic achievements
(Holbrook & Hirschman, 1982) [9].
The ultimate goal of information searching via external sources is to seek tangible benefits, such as more
monetary worth of utilities, better itinerary and appropriate advice for risk-avoidance, etc. This kind of pursuit
for actual benefits reveals the functional value of tourism information (Van, 1986) [10]. Meanwhile, the information search behavior may bring a sort of joy of experience. In other words, information can provide an experiential benefit, evoking emotional responses such as aesthetics feelings or enjoyment during an information
search at the sight of information on a resort, e.g. fine pictures, exotic culture and novel activities (Hirschman &
Holbrook, 1982) [11]. In addition, tourism information can provide the tourists with topics of conversation to
chat with their friends and relatives, making them feel respected and proud of themselves and fulfilling their
needs for self-actualization (Dimanche & Samdahl, 1994) [12]. These, which have nothing to do with utility but
still have an important impact on the travel decision-making process, can be named experiential values. To sum
up, there could be different approaches to differentiating information dimensions (Mi-Hea Cho, 2008) [13].

3. Methodology
3.1. Questionnaire Design
Based on a literature review, we designed measurement scales for tourism information value. The pre-trip information search effort scale was developed according to Guo’s (2008) research [14]. The list of measurement
items of tourism information value was derived from both literature review [11]-[13] and interviews. The 27
items were then submitted to a panel of experts comprised of 25 tourism majored teachers and graduate students
(see Table 1). The panel judged the applicability of the measurement items to the study. The list was then recompiled based on the expert panel’s suggestions and according to which, a draft of the questionnaire was then
designed. In the final version, 25 items for tourism information value left.
The questionnaire used in the survey consisted of four sections: the first section focused on the respondents’
demographic background, with items relating to gender, age, family monthly income, education level. The second section was designed to gather the information of travel-related behaviors. The third section was a scale designed to test the pre-trip information search effort. There were four questions in this section using a 5-point Likert scale, ranging from “1” (never search) to “5” (search actively). The final section included a tourism information value scale. The table consisted of 25 items, following the statement “Please try to recall the travel related information you have searched for when planning your trip in the last year, and how important do you
think the value of the following information is to you?” Individuals ranked the importance of the information on
a 5-point Likert scale, ranging from “1” (not at all important) to “5” (very important).
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Table 1. Items for tourism information value.
Items

Scource

X1: Information on unique folk culture at a tourism scenic spot.
X2: Information on novel experiential activity at a tourism scenic spot.
X3: Information on different life environment and life style.
X4: Information letting me bear the trip in mind constantly.
X5: Information enriching my imagination about the tour.

Mi-Hea Cho, 2008 [13]

X6: Information on routing risk (such as being delayed).
X7: Information on possible human accident risks (such as crimes).
X8: Information on physical risks (such as diseases, accidents).
X9: Information on financial risk (such as being exploited).
X10: Information on weather report and natual disaster.

Hirschman & Holbrook, 1982 [11]

X11: Information letting me feel this trip very important.
X12: Information letting me feel certain social status.
X13: Information letting me feel I have certain consuming ability.
X14: Information about being a participant and supervisor in travel.
X15: Information letting me feel exctied about the upcoming tour.
X16: Information letting me feel that this trip is meaningful.

Dimanche & Samdahl, 1994 [12]

X17: Information on scenic spot.
X18: Information on the tour plan.
X19: Information that helps me make decisions about accomodation, food and transportation.
X20: Information that helps me make decisions about tourist attraction, shopping, and entertainment.
X21: Information letting me feel that I can acquire more knowledge during the trip.

X22: Information contributing to consensus with traveling companies.
X23: Information contributing to exchanging opinions with friends or relatives.
X24: Information letting me feel that I can be more close to my friends and relatives.
X25: Information letting me feel that I can acquire new social relationships.

Mi-Hea Cho, 2008 [13]

Hirschman & Holbrook, 1982 [11]

3.2. Data Collection
From Oct. 1 to Oct. 10, 2015, the survey was conducted at famous tourist attractions such as the Shichahai Lake
Park, the Summer Palace in Beijing City, the capital of PRC, in a self-administered way. The questionnaires
were distributed by experienced tourism majored students. These students were well-trained to do this job and
were given clear instructions including the purpose of the study and the investigation procedures. A total number
of 1200 questionnaires were distributed and 1006 usable responses were obtained. To ensure a scientific research, questionnaires were rejected when they fulfilled the following two conditions:
a) No trip was made in the past year;
b) Did not search for information positively.
After further selection, the final number of the samples reduced to 562.

3.3. Data Analysis
Data were analyzed using the SPSS 20.0 Statistical packages. An exploratory factor analysis (EFA) with a varimax rotation was performed on the data collected to determine the dimensions of the scales. To ensure that each
attribute loaded only on one factor, the items which had factor loadings lower than 0.4 or cross-loaded on more
than one factor were eliminated. The internal reliability of each factor was then measured by using Cronbach’s
alpha. A low alpha coefficient suggests that an item has a low contribution to the measurement of the construct
of interest. Thus, factors with lower than 0.7 Cronbach’s Alpha were considered for elimination.

4. Result
4.1. Sample Profile
The profile of respondents is shown in Table 2. More than half of the respondents were female (55.3%), 20 - 29
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Table 2. Sample profile.
N

%a

Female

311

55.3

Male

251

44.7

Below 20 years

29

5.2

20 - 29 years

293

52.3

30 - 39 years

104

18.6

40 - 49 years

78

13.9

50 - 59 years

32

5.7

60 - 69 years

13

2.3

Above 69 years

11

1.9

High school

32

5.7

Vocational/technical school

78

20.0

Attend college

145

25.9

Graduated from college

187

33.5

Completed graduate work

117

20.9

Less than RMB 2000

34

6.1

RMB 2000 - RMB 5000

301

54.0

RMB 5000 - RMB 10,000

107

19.2

RMB 10,000 - RMB 20,000

69

12.4

RMB 20,000 or more

46

8.3

Variables
Gender (n = 562)

Age (n = 560)

Education (n = 559)

Income (n = 557)

a. The overall percentage may not add up to 100% due to rounding.

years of age (52.3%), and well educated. Most respondents had graduated from college or completed graduate
work (54.4%), and most had an average monthly income of more than RMB 2000 (93.9%).

4.2. Tourism Information Value
Exploratory factor analysis (EFA) was carried out to derive the underlying dimensions of tourism information
value. This research adopted a principal component extraction method with varimax rotation and a minimum
eigenvalue of one rule to determine the number of factors extracted. Items with factor loadings lower than 0.4 on
more than one factor were dropped as a principle. A five-factor solution, with 15 indicators being retained, accounted for approximately 64.754% of the total variance. Factor loadings of the indicators ranged from 0.525 to
0.817, above the suggested threshold value of 0.5. The Cronbach’s alpha for the five factors varied from 0.722
to 0.869, well above the generally agreed upon lower limit of 0.7. The five factors were labeled as hedonic value,
risk-avoidance value, self-actualization value, utilitarian value, and social value. Results are reported in Table 3.
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Table 3. Common factors of tourism information value
Constructs

Eigen value

Cumulative variance
explained (%)

Cronbach’s alpha

Hedonic value

7.163

30.674

0.869

Risk-avoidance value

3.184

12.735

0.867

Self-actualization value

1.832

8.329

0.789

Utilitarian value

1.489

7.955

0.722

Social value

1.080

5.061

0.748

a. The overall percentage may not add up to 100% due to rounding.

4.3. Hierarchical Structure
After identifying the common factors for tourism information value, we continue to study its hierarchical structure among these factors based on the tourist’s perceptions. In the questionnaire, every respondent give their
opinion of the tourism information value by choosing “1” (not at all important) to “5” (very important), which
means that the number “3” indicates a medium importance. We selected all the “3”, “4” and “5” options and the
importance of five constructs and indicators was evaluated by the cumulative percentage of these three choices.
The result is shown in Table 4.
The result suggests that there exist differences of the importance between factors. According to the difference
levels, five constructs were classified into three levels. The first level of factors, whose cumulative percentage is
above 80%, is named “the core value of information”. Hedonic value and risk-avoidance value belong to this
category. The second level is “the basic information value” with a cumulative percentage ranging from 70% to
80%, including utilitarian value and social value. The third category which only contains self-actualization value
is called “the relationship information value”, as is shown in Figure 1.

5. Conclusions and Implications
5.1. Conclusions and Discussions
This paper studies the composition of the tourism information value and the degree of its importance based on
the tourists’ perception. Through factor analysis, five factors were identified from tourism information value:
hedonic value, risk-avoidance value, utilitarian value, social value and self-actualization value. The finding of
hedonic value, risk-avoidance value, utilitarian value, social value coincides with previous findings by Mi-Hea
Cho (2008) [13], which suggests that tourists in China and abroad share some common features in terms of
tourism information value perception. Yet, another unique value called self-actualization value was extracted in
this research, indicating that different social and cultural background may have an effect on the value perception.
According to different degree of importance, the tourism information value was divided into three hierarchical
levels, namely, the core value of information, the basic information value and the relationship information value,
while tourists consider the risk-avoidance value as the most important one. However, according to Hirschman &
Holbrook (1982) [11], compared with risk-avoidance value, hedonic value was attached much more importance
to by western tourists, which may be relevant to various social and cultural background or the different maturity
levels of tourists.

5.2. Implications
In practical terms, the findings of this study can be useful to marketers in creating promotional campaigns, providing them with a better understanding of what information appeals to their markets. To be more specific, on
the one hand, the tourism companies and administrations should rethink tourism marketing by overall considering the five aspects of tourism information value, as all these values are being laid emphasis on by the tourists.
On the other hand, tourism marketing should be more customized according to different importance level. For
instance, the result shows that the information about risk-avoidance was ranked the most significant for the
tourists, thus information on physical risk and financial risk should be paid special attention to in order to satisfy
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Table 4. The importance of tourism infomation value.
The cumulative percentage
for indicators (%)

Constructs and indicators

The cumulative percentage
for constructs (%)
85.8

Factor 1: Hedonic value
X1: Information on unique folk culture at a tourism scenic spot.

75.2

X2: Information on novel experiential activity at a tourism scenic spot.

74.3

X3: Information on different life environment and life style.

72.6
86.8

Factor 2: Risk-avoidance value
X4: Information on routing risk (such as being delayed).

88.6

X5: Information on possible human accident risks (such as crimes).

90.2

X6: Information on physical risks (such as diseases, accidents).

85.4

X7: Information on financial risk (such as being exploited).

83.7
65.8

Factor 3: Self-actualization value
X8: Information letting me feel this trip very important.

68

X9: Information letting me feel certain social status.

59.8

X10: Information letting me feel I have certain consuming ability.

54.7

X11: Information about being a participant and supervisor in travel.

72.8
79

Factor 4: Utilitarian value
X12: Information on tourism scenic spot.

77

X13: Information on the tour plan.

81
71.2

Factor 5: Social Value
X14: Information contributing to consensus with traveling companies.

72.2

X15: Information contributing to exchanging opinions with friends or relatives.

69.6

a. The overall percentage may not add up to 100% due to rounding.

The core value of information(hedonic
value and risk-avoidance value)
Tourism
Information
Value

The basic information value (utilitarian
value and social value)
The relationship information value (selfactualization value)

Figure 1. The hierarchical structure of tourism information value.

this need. In this way, the tourism management efficiency can be improved and the limited marketing resources
can create more value for both marketers and tourists.
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