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Abstract

Based on the current situation of the planning and distribution of tourist attractions in
Xishuangbanna, this study investigated the tourists' perceptions on the
homogenization of tourist attractions in Xishuangbanna, and their satisfaction with the
types of attractions and the design of tourist activities. Further research was conducted
on how the characteristics of tourist destinations affect destination satisfaction and
decision-making, as well as how the tourism experience of destinations affects
destination satisfaction and tourism income. Through on-site questionnaire surveys
and online interviews, a total of 157 available questionnaires and 8 interview voice
recordings were collected. This study adopts structured and unstructured research
methods to reveal the contradiction between the attractiveness of Xishuangbanna
tourist attraction and the low level of development, that is, homogeneity, unique
natural and cultural characteristics and tourism experience. The proposed conceptual
model was tested and the results showed a significant relationship between the two
dimensions of participation (tourist experience/destination characteristics) and various
destination image dimensions. The destination image has a significant impact on
tourists' destination satisfaction and decision-making. In addition, the research results
provide empirical evidence for the impact of tourism experience on destination
satisfaction and tourism economy, and tourism experience also has a positive impact
on tourist choices: recommendation and willingness to revisit.

1. Introduction
1.1 Context

Tourist attractions are the core tourism elements of tourist destinations (Richards,
2002; Edelheim, 2015), and their uniqueness (Erislan, 2016), natural aesthetic value
(Xia, 2006), historical and cultural value (Xia, 2006), and tourist experience (Botti et
al., 2008), can significantly affect tourists’ evaluation of tourist destinations (Kozak &
Rimmington, 2000), as well as destination decision-making. Tourist attractions also
play a crucial role in developing a region's tourism industry, promoting tourism image,
and tourism competitiveness. However, there are certain planning and management
problems in the tourism industry of Xishuangbanna (Hu et al., 2020; Shi, 2012; Xu,
2008). The development of tourist attractions and tourist activities has similarities
such as temples and tropical botanical landscapes with neighboring Myanmar,
Thailand, and Laos and has a high degree of overlap with other ethnic minority tourist
areas in Yunnan Province. Moreover, within the Xishuangbanna region, different
tourist attractions are also similar (Xu, 2008; Yang& Su, 2010), making the tourist
attractions in the region lack uniqueness, which affects the attractiveness to tourists.

At present, the development of tourism and the demand for tourist attraction show
some new characteristics. At the same time, the trend of hedonism will significantly
affect the travel experience of tourists. Extraordinary travel experience will leave a
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lasting memory for tourists (Alexsandro et al., 2022; Peluso et al., 2022), posing new
challenges to the quality, image, tourism activities, products and management of
tourist attraction. Firstly, the current tourism industry has entered the era of
high-quality tourism, and tourists have higher requirements for tourism product
design and cultural interaction between guests and hosts (Li et al., 2023). This means
that if various scenic spots in Xishuangbanna imitate Thailand, Laos, Myanmar and
other regions to launch similar tourist activities, or are similar to other ethnic minority
tourism areas in Yunnan, the attractiveness of the area to tourists may be greatly
reduced. Secondly, tourists pursue the integrity and uniqueness of the landscape, and
homogenization and commercialization have become the reasons for the gradual loss
of differentiation in scenic areas (Li et al., 2023). Xishuangbanna should firmly grasp
its core characteristics, namely, creating unique and complete tropical biological
landscapes and ethnic minority tourism destinations, otherwise it will affect the image
of tourism destinations and tourist experiences. Third, some tourist attraction attract
more tourists through the implementation of scenic spot cooperation, cross-border
integration of industries and various experiential activities (Liu et al., 2023). For
example, the Sanxingdui Museum in Sichuan promotes the boring culture and
museum to more people by combining with the media, cultural communication
companies, other tourist attractions and television stations (China Fund news, 2021;
Eastday, 2021; Xinhua Net, 2021). Finally, young tourists reject crowded attractions
and choose non-traditional and relatively unpopular tourist destinations, emphasizing
unique and enjoyable travel experiences (Liu, 2022). Research has shown that specific
tourism activities and products can strongly stimulate tourists' willingness to consume
(Liu&Li., 2023). Therefore, creating unique style tourist attractions in Xishuangbanna,
providing tourists with unique tourism experiences and products, and maintaining
competitiveness in the tourism market is a very challenging task.

The tropical region of Xishuangbanna (21 ° 08 ′ 32 ″ -22 ° 35 ′ 52 ″ N, 99 ° 56 ′
37 ″ -101 ° 50 ′ 35 ″ E) is located in the southern part of Yunnan Province in
southwestern China, near the border to Myanmar and Laos (Huang et al., 2020). This
area has the only and largest tropical rainforest in China (Li et al., 2018), thus
possessing a rich tropical atmosphere (Zhang, 2010). In addition, more than
two-thirds of the population in Xishuangbanna belongs to 12 ethnic minorities,
including Dai, Hani, Bulang, Jino, Miao, and Yao (Xu et al., 2014). Each ethnic group
has a long history of culture and has formed a rich and colorful ethnic culture, making
it a nationally renowned tourist destination (Zhang, 2010). Due to its unique
geographical environment, Xishuangbanna's local natural and cultural resources
exhibit primitive characteristics (Luo, 2020). Meanwhile, Xishuangbanna shares
ethnic and cultural similarities with Laos, Thailand, and Myanmar, resulting in
significant similarities in culture, language, and customs, as well as close economic
and social exchanges (Luo, 2014). Therefore, the geographical location, natural
environment, and ethnic distribution of Xishuangbanna make it a unique tourist
landscape with numerous domestic and international tourists.



Fig 1. Map of Xishuangbanna (Hu et al., 2021)

1.2 Problem statement / identification of knowledge gap

Xishuangbanna is a relatively underdeveloped region with a high dependence on
agriculture and tourism (Xishuangbanna Bureau of Statistics1, 2023). In 2021, the
total revenue of the tourism industry in Xishuangbanna reached 43,207.73 million
RMB, far exceeding the primary industry (agriculture, forestry, animal husbandry and
fishery), the secondary industry (industry and construction), or other tertiary
industries other than finance (domestic trade, foreign trade, postal and
telecommunications services, etc.) (Xishuangbanna Bureau of Statistics2, 2022). Its
per capita gross domestic product is not only much lower than the national average
(National Bureau of Statistics, 2023), but also lower than the average level of Yunnan
Province. Therefore, based on the current industrial and economic development status
of Xishuangbanna, if policymakers want to promote its economic and social
development at this stage, vigorously developing the tourism industry is the fastest
and most effective measure.

According to Butler's tourism destination lifecycle theory (Butler, 1980),
Xishuangbanna is already in a period of tourism stagnation, with tourism
environmental capacity approaching saturation, and environmental and social issues
arising (Tian1, 2007). The image of tourist destinations is no longer fashionable, with
excessive reception facilities and natural and cultural attractions being replaced by
"artificial" facilities (Tian1, 2007). The planning of the tourism industry in
Xishuangbanna is unreasonable, lacking a comprehensive planning perspective, and



insufficient utilization of resources and the environment. There are even some
problems such as destructive development and utilization, waste of scarce resources,
and harm to ecology (Tian2, 2013) In the development process of attractions, more
attention is paid to the development of the natural landscape. Tourists mainly look at
natural landscapes, with insufficient participation and leisure (Tian2, 2013; Li, 2011).

The lack of accurate positioning of the tourism image of Xishuangbanna has led
to high expectations of tourists for the Xishuangbanna version of the trip, feeling
mediocre and disappointed with the local characteristics and service quality during the
tourism process (Chen, 2003). Due to various reasons, the limited tourism market,
small tourist scale, and numerous tourist attractions in Xishuangbanna have led to
fierce competition among various attractions within the scenic area. In addition to
price competition, various scenic spots benefit from each other in terms of tourism
projects, resulting in the homogenization and lack of differentiation of tourism
projects in tourist attractions (Chen, 2020). In 2022, Xishuangbanna received 27,209
thousand tourists throughout the year, with a tourism revenue of 43.2 billion yuan,
which is lower than neighboring ethnic minority tourism areas such as Dali, Honghe,
Wenshan, and Lijiang (Yunnan Statistical Yearbook 2022, 2023). Therefore, to attract
more tourists and acquire more tourism revenue, ensuring the uniqueness and accurate
position of the tourist attractions is the key issue of tourism management.

In addition, how to attract more international tourists by improving the quality of
tourist attractions and tourist experience is also an urgent issue for the tourism
industry in Xishuangbanna. In 2019, Xishuangbanna received approximately 0.71
million overseas tourists (Xishuangbanna Bureau of Statistics3, 2020), while
neighboring Myanmar and Laos welcomed approximately 4.4 million (MDN, 2020)
and 4.58 million (Vientiane Times, 2020) international tourists respectively. In 2022,
under COVID-19 travel restrictions, Xishuangbanna only received around only 2,200
international tourists (Xishuangbanna Bureau of Statistics4, 2023), while the numbers
of which in Myanmar and Laos were about 0.23 million (Xinhua, 2023) and 1.3
million (Vongphachanh, M., 2023) respectively. It can be seen that although the
natural and cultural backgrounds of Xishuangbanna and surrounding areas are similar,
there is no doubt that the surrounding areas have a stronger attraction for international
tourists.



Fig 2. Map of nature reserves in Xishuangbanna, and the relative position of Laos and Myanmar
(Zhang et al., 2019).

1.3 Academic and societal relevance

Tourism is one of the most vital industries in the world and has a significant impact on
the global economy (Xu et al., 2022). In recent years, a large number of homogeneous
tourist attractions have emerged in many tourist destinations (Wang, 2014; Shi&Wu,
2019; Zhu et al., 2020), including Xishuangbanna. The development of homogeneous
tourist attractions is mainly based on social capital (Wang& Ma, 2019; Pan&Wu,
2014; He, 2013) and tourist perception (He, 2013). However, the impact of these
homogeneous attractions on the tourism industry and tourist experience in
Xishuangbanna is still unknown. Therefore, this project aims to investigate the impact
of homogeneous tourist attractions on the tourism industry and tourist experience in
Xishuangbanna.

1.3.1 Academic background

Homogeneous tourist attractions are not a particularly hot topic in tourism research,
but there are also many related studies. The researchers investigated the impact of
homogeneous tourist attractions on the local economy, tourist experience, and cultural
heritage. For example, the homogenization of tourism products provided by various
hot spring attractions in Fuzhou has led to insufficient motivation for the development
of attractions (Shen, 2016). Guizhou, which should have strong ethnic and rural
tourism characteristics, also provides a large number of homogeneous tourist
attractions and tourism products (Su, 2020), affecting the development of tourism in



the region. While tourist attractions provide limited tourism differentiation products,
tourists also lack tourism aesthetics, and the phenomenon of following the trend in
tourism is serious, affecting the healthy development of the tourism industry (He,
2013).

The homogenization research on tourist attractions in Xishuangbanna has not
been interrupted in the academic community. It not only studies the development of
the tourism industry in the area, but also analyzes the reasons and development
suggestions and measures. The research results suggest that the tourism resource
products in Xishuangbanna have strong homogeneity and unreasonable structure
(Yang& Su, 2010), mainly manifested in the current development being mostly
limited to the primary development of tourism resources themselves, and insufficient
exploration of cultural and commercial values attached to tourism resources. The
tourism products are too single and their uniqueness is not obvious (Yang& Su, 2010).
The repeated development of tourist attractions in the region results in similar tourism
products and tourist experiences, lacking differentiation, which affects the tourist
experience, external tourism image, and market competitiveness (Lin, 2013). The
structure of tourism products is single and lacks personalized and high-level tourism
products (Wang, 2001).

1.3.2 Social background

The tourism image of Xishuangbanna does not have accurate positioning, leading to
high expectations of tourists for the Xishuangbanna version of the trip. However,
during the tourism process, they feel indifferent to local characteristics and service
quality and complain and despair (Chen, 2003). The most prominent aspect is that the
style of tourism products appears relatively singular. Although tourists have a
refreshing feeling about their trip to Xishuangbanna, what they leave behind is only a
glimmer of fresh air in front of them, lacking a sense of 'value for money' (Chen,
2003). The lack of distinctive "imported goods" in Xishuangbanna is highly
incompatible with its favorable natural ecological environment and traditional ethnic
and cultural atmosphere. Low-level and similar viewing projects lacking creativity
can be seen everywhere (Guan, 2001), so the taste of tourism products in the region
still needs to be improved. At the same time, the tourism market competition from
other regions within Yunnan Province, especially ethnic minority areas, is becoming
increasingly fierce. Although the total number of 5A-level (The highest attraction
level of PRC) (Xiaohong talks about tourism, 2022) attractions in Xishuangbanna
Prefecture ranks first among all cities/prefectures in Yunnan Province, the role of
tourist diversion in Xishuangbanna tourism has significantly increased (Yang& Liang,
2008).

Table 1 Main attractions of Xishuangbanna (China discovery, 2023; China highlights, 2022;
Fabio Nodari, 2023; Agsana Xishuangbanna hotel, 2023)



Tyle of
Attractions

Tropical
Biological
Landscape

Ethnic Custom Buddhist
temples and
Buddhist

architecture

Modern
artificial

attractions

1 Xishuangbanna
Tropical Flower and

Plants Garden

Dai Garden Manting Park Gaozhuang
Night Market

2 Xishuangbanna
Tropical

Botanical Garden

Village of
Wengji

Xishuangbanna
Buddist Temple

Xishuangbanna
Wanda Theme

Paradise

3 Wangtianshu
Scenic Area

Village of
Nuogang

Mengle
(Mange)
Temple

Xishuangbanna

Rongchuang
Theme Park

4 Wild Elephant
Valley (Gajah Liar

Valley)

Jinuo Village Manfeilong
White Pagoda

5 Xishuangbanna
Tropical Flower
and Plants Park

Xishuangbanna
Ethnic Style
Garden

6 Xishuangbanna
Primeval Forest

Park

(Peacock Garden)

the
Water-Sprinkling

Festival
(Seasonal)

2. Research question

In order to better understand the distribution characteristics of homogenized tourist
attractions in Xishuangbanna, and to understand whether homogenized tourist
attractions will have an impact on tourists' tourism experience and choices, thereby
affecting their consumption intentions and the development of Xishuangbanna's
tourism industry, researcher has proposed the following research questions.

The main question is:
How do homogeneous tourist attractions of Xishuangbanna impact tourists’

perceptions and experiences?
The sub-questions are:



1. What are the features of Xishuangbanna’s homogeneous tourist attractions?
This sub-question is important for determining the characteristics and similarities

of homogeneous tourist attractions in Xishuangbanna. It not only helps to understand
their attractiveness to tourists and their potential impact on the local economy and
environment but also helps relevant personnel decide how to maintain the
development of the tourism industry in the region.

2. What are the disadvantages caused by homogeneous tourist attractions to the
tourism industry in Xishuangbanna?

This sub-question can help researchers analyze the disadvantages of
homogeneous tourist attractions to the tourism industry and can help policymakers
and industry professionals understand the potential negative impacts and find ways to
mitigate them.

3. What factors influence tourists when choosing between homogeneous tourist
attractions in Xishuangbanna and other destinations?

This sub-question is important for understanding the decision-making criteria for
tourists when choosing between homogeneous tourist attractions in Xishuangbanna
and other destinations. This information helps to develop effective marketing
strategies to attract more young tourists to repeat attractions in Xishuangbanna.

4. What are the tourists’ perceptions and attitudes toward homogeneous tourist
attractions in Xishuangbanna?

This sub-question is important because understanding tourists' perceptions and
attitudes towards attractions can help tourism stakeholders and policymakers make
informed decisions on how to develop and manage the tourism industry in the region
and propose appropriate marketing strategies. By identifying tourist needs,
Xishuangbanna's attractions can promote more attractive and successful tourism
through effective marketing, benefiting both tourists and local communities.

3. Research approach

This study was conducted using mixed research methods, including literature research,
mapping, questionnaire survey, and interview. Each research approach except
literature research was conducted in Chinese (The interview was conducted in
Chinese Mandarin), after finishing getting and coding the data, the researcher
translate it into English.

Literature research was mainly conducted through online access to academic
journals, using platforms such as China National Knowledge Infrastructure (CNKI),
ScienceDirect, Taylor&Francis online. The researcher accessed relevant journal
literature through keywords searches such as homogenization of attractions, tourism
in Xishuangbanna, tourist experience, and tourist decision making. This was done, to
determine relevant theories and concepts, and to understand current research



achievements and gaps at home and abroad, as well as thoughts on the current
situation of the tourism industry and suggestions for the future development direction
of the tourism industry. In addition, some degree theses, official websites, and online
news platforms were used to understand the distribution of existing attractions, tourist
experiences, and the vulnerability of the tourism industry in Xishuangbanna. This was
done, in order to further assist in determining the design of questionnaires and
interviews for the study.

Mapping can be used by visiting souvenir shops and bookstores on the
commercial street of Xishuangbanna to search for hand drawn maps, postcards, and
other image materials on sale in Xishuangbanna. Through the content, the researcher
can understand and analyze which are the most popular tourist attractions
recommended by the official and local tourism practitioners in Xishuangbanna; The
researcher conducts a study on the distribution of existing tourist attractions in
Xishuangbanna and drew a self drawn distribution map of tourist attractions in
Xishuangbanna, organized by category, with a focus on highlighting the distribution
of homogeneous tourist attractions in Xishuangbanna, in order to demonstrate why the
number of official recommended key tourist attractions is relatively low, in order to
conduct the next step of research, which is to analyze tourists' perceptions and tourism
experiences towards these attractions.

This study was also conducted semi-structured interviews to inquire about the
perceptions of tourists in Xishuangbanna or those who have already returned from
their travels on the homogenization and experience of tourist attractions. Tourists who
were currently traveling in Xishuangbanna were interviewed face-to-face by
randomly selecting four tourists from the Gaozhuang Xishuangjing Scenic Area and
Star Night Market in Xishuangbanna. Tourists answered open-ended questions set by
the researcher in a fully open space and had the freedom to express their opinions.
The researcher conducted interviews with four other tourists who had already returned
from their trip to Xishuangbanna through WeChat's (A Chinese social App) online
meetings. These four tourists were classmates and friends of the researcher, and they
agreed on interview times one by one for one-on-one assimilation. They also
answered open-ended questions set by the researcher in a completely free space and
were free to express their opinions. The researcher recorded interviews with both
groups of tourists and converted them into text using computer devices and
handwritten notebooks, ultimately obtaining interview data.

The survey questionnaire was implemented through Wenjuanxing, also called
Questionnaire Star (a free online questionnaire APP in China). The researcher first set
questions on the official website of Questionnaire Star, generated an online
questionnaire QR code, saved it on the mobile phone, and then invited tourists to scan
the QR code on their mobile phones to fill out the questionnaire in Xishuangbanna
Scenic Area. The final data was directly generated and obtained through the
application's statistics.



Fig 3. English and Chinese version of Xishuangbanna Tourist Questionnaire

4. Contribution

This study contributes to the academic literature on tourism as explores the
homogenization problem and tourist experience of existing tourist attractions in
Xishuangbanna from the perspective of tourists. This study is combined with
academic research, to formulate corresponding solutions to the difficulties of tourism
development in Xishuangbanna. It is expected that the management department and
relevant stakeholders of Xishuangbanna's tourism industry will pay more attention to
uniqueness and tourist experience in the development process of attractions, and
improve Xishuangbanna's tourism competitiveness in the surrounding areas.

The second contribution of this research is that the author integrates and
summarizes the theoretical model of tourism destination image based on existing
literature, tourism development trends, and tourist cognition, as well as the conceptual
model of how destination image affects tourist tourism decisions and tourism
economy. It is expected that not only managers and relevant stakeholders of the
tourism industry in the Xishuangbanna region can use this model as a reference.
However, the tourism industry in other regions may also utilize this study research to
develop relevant strategies that are based on this model to attract more tourists and
stimulate more tourism consumption. This will in turn drive the development of more



local industries through the tourism industry.
The third contribution of this study research is that it makes homogenization

tourism the focus of the study, and classifies homogenization as an element of tourism
vulnerability. Based on an extensive academic literature review, as well as an
empirical investigation conducted by the researcher, there are more homogeneous
tourist attractions distributed in China. This research aims to arouse the attention of
tourism management departments, relevant stakeholders, and researchers, especially
in China, to explore the uniqueness of tourist attractions, the core natural and cultural
connotations of tourist attractions, and the combined tourist experience of the two.

5. Theoretical and conceptual framework
5.1 Creation of a theoretical model (to be tested using hypotheses)

The destination image represents the sum of individual beliefs, thoughts, and
impressions (i.e. psychological representations) of a place (i.e. destination), usually by
tourists, but sometimes also residents (Kotler et al., 1993). This indicates that a good
destination image should not only be shaped by the local residents of Xishuangbanna,
but also be given a good tourism experience and able to spontaneously promote the
destination while taking into account the preferences and psychology of tourists.

Research on destination personality has shown that prominent brand
characteristics can bring good destination evaluation to oneself (Chi et al., 2018) and
distinctive destination personality characteristics can distinguish destination brands
from their competitors' brands (Murphy et al., 2007), thereby enhancing tourists'
understanding of destination (Chi et al., 2018)

The main bodies of the images are: destination and tourists. But the success and
sustainability of tourism development in any destination also depend on the
acceptance and welcome of tourists by local residents (Qiu et al., 2023). As an ideal
tourist destination, Xishuangbanna has the advantages of both. On the one hand, this
is due to the rich and unique tourism resources, and on the other hand, there are
enthusiastic and hospitable ethnic minorities and local residents eager to drive rapid
economic development through the tourism industry. Therefore, the current core issue
is how to fully leverage the advantages of unique tourism resources and how to
convey the hospitality of ethnic minorities to the world.

Additionally, destination promotion videos (DPV) and user-generated content
(UGC) short videos (such as TikTok/ Douyin) can effectively promote destination
imagery to attract consumers (Zuo et al., 2023).



Fig 4. Tiktok users' promotion of Xishuangbanna tourism (screenshots from Tiktok Chinese
version, known as Douyin)

Based on this literature, the researcher has included the following theoretical
framework for destination image (this article focuses on the impact of scenic
uniqueness and tourist experience on the image of tourist destinations):

Fig 4. Theoretical model of tourist destination image



5.2 Creation of a conceptual frame of analysis

The 'destination image' is influencing tourists' destination decisions in an increasingly
important way (Ma& Li, 2023; Assaker& O'Connor, 2020; Satyarini et al., 2017).
Therefore, tourist destination image is the central theory of this article, which can
significantly impact tourist decision-making, and subsequently influence the tourism
industry.

In terms of tourism, satisfaction with the travel experience contributes to
destination loyalty (Alexandris et al., 2006; Bramwell, 1998; Oppermann, 2000;
Pritchard& Howard, 1997). The loyalty of tourists to a destination is reflected in their
intention to visit it again and their willingness to recommend it (Oppermann, 2000)
The positive experience of tourists towards the services, products, and other resources
provided by tourist destinations may lead to repeated visits and positive
word-of-mouth effects on friends and/or relatives. Suggestions from previous visits
can serve as the most reliable source of information for potential tourists.
Recommendation to others (WOM) is also one of the most commonly sought types of
information for people interested in traveling (Chi & Qu, 2008).

In addition, Goodall suggested three key predictors of holiday choice: desires,
motivation, and image (Goodall& Ashworth, 1988). Higher wages or extended paid
holidays will promote the willingness to travel and drive tourism activities
(Papatheodorou, 2001) , coupled with tourists' travel preferences (Tran& Ralston,
2006) and a good destination image, which together constitute factors that affect
tourists' decision making. Therefore, for the tourism industry in Xishuangbanna,
shaping unique natural and cultural landscapes and integrating these rich, unique, and
meaningful tourist activities is an important way to enhance the image and
attractiveness of the destination.

Zhao& Quan (2011) elaborated that Balaguer proposed a theoretical hypothesis
that tourism dominates economic growth by studying the relationship between
Spanish inbound tourists and the tourism economy, and research by Chinese scholars
also shows that inbound tourism has a significant impact on economic growth.
Ruthairut (2021) & Li (2004) both elaborated on the synergistic effect of the number
and consumption of inbound tourists on the development of local tourism economy in
their research, indicating a clear driving effect. This theory is also applicable to the
tourism industry in Xishuangbanna. Researchers, relevant stakeholders, and
government management departments should consider how to drive more tourists,
especially international tourists, to come to Xishuangbanna. This can significantly
stimulate the economic income of the tourism industry and stimulate the development
of other industries through the tourism industry.

Based on the above concepts, the framework proposed by the author of this
article regarding tourism destination image, tourism decision making and tourism
economy is as follows (This article focuses on how tourist destination image impacts
tourist decision making and the tourism economy) ：



Fig 5. Conceptual framework

The following are the hypotheses developed based on the theoretical and conceptual
framework and literature review:

H1
Uniqueness of nature and culture in Xishuangbanna ought to be the key attraction to
tourists, who choose to visit to Xishuangbanna mainly because of that.

H2
Tourist destination image of Xishuangbanna is not so good because of the
homogeneous tourist attractions and similar tourist activities.

H3
The homogeneous tourist attractions of Xishuangbanna reduces the intention of visit
and revisit of tourists.

H4
The homogeneous tourist attractions of Xishuangbanna results in less tourist
consumption and tourism economy.

6. Methodology

A mixed-methods approach was the most appropriate given the research objectives
and primary research question to fully address the research question. A
mixed-methods approach collects and analyses data from various sources using both
qualitative and quantitative research methods, which can give a more thorough



knowledge of complex phenomena (Johnson & Onwuegbuzie, 2004). This study first
conducted a qualitative phase of research, which involves conducting semi-structured
interviews with tourists in Xishuangbanna. This process constitutes a necessary
condition for obtaining results, and then uses the results to lay a solid foundation for
the next questionnaire survey (Mason et al., 2010).

In order to better understand the characteristics of homogenized tourist attractions
in Xishuangbanna and study the impact of homogenized tourist attractions on tourist
destination selection and tourism experience, this study adopted a combination of
qualitative and quantitative research methods. Indicators closely related to this paper,
such as tourism research processes with complex structures such as "tourist
satisfaction" and "tourism design quality", are suitable for using qualitative research
methods to provide basic information for subsequent data measurement (Mason et al.,
2010). In formulating the qualitative research plan, the researcher followed the
general process of qualitative research (Chen, 1996): determining research
phenomena, research purposes, raising research questions, understanding research
background, building a conceptual framework, sampling, collecting materials,
analyzing materials, making conclusions, establishing theories, testing effectiveness,
discussing promotion and moral issues, and writing research reports.

Mapping is an ancient method of qualitative research, which can reflect and
explore the interaction and relationship between human and geographical space and
location by using the characteristics of human perception (Marx, 2022). Mapping was
used to visually identify and locate the homogeneous tourist attractions in
Xishuangbanna, as well as to analyze their spatial distribution and density. This
provided insights into the clustering of attractions and potential areas of
oversaturation, which can informed recommendations for future development and
management strategies.

Surveys and focus group discussions are generally used to gather data on the
factors that influence tourists when choosing between homogeneous tourist attractions
in Xishuangbanna and other destinations. This can provide information on the
motivations, preferences, and decision-making processes of tourists, which can help
to inform marketing and promotional strategies.

Face to face semi-structured interviews allows researcher and interviewees to
follow an interview sequence that is not limited to the outline and change the
interview content according to the interview situation. Respondents can also take the
initiative and have a lower probability of being rejected (Sun, 2012). This was used to
gain a deeper understanding of tourists' perceptions and attitudes toward
homogeneous tourist attractions in Xishuangbanna. This provides insights into the
experiences, emotions, and opinions of visitors, as well as their overall satisfaction
with the attractions. This information can be used to inform improvements to the
attractions and to develop more targeted and effective marketing strategies.

After finishing collecting and coding the data, the researcher utilized content
analysis, which is the most appropriate research method because "the pursuit of
content analysis is basically empirical, exploratory, and focuses on real phenomena
and intention prediction (Hays et al., 2013).



By using a combination of mapping, surveys, interviews, and fieldwork, the
research objectives were approached from multiple angles, allowing for a more
comprehensive and nuanced understanding of the impact of homogeneous tourist
attractions on Xishuangbanna's tourism industry and visitor experience.

7. Results

Through reading relevant literature, visiting the official website of the attractions,
interviewing tourists and browsing Chinese social apps (Tiktok, Xiaohongshu and
Weibo), Xishuangbanna's tourist attractions can be roughly divided into four
categories: tropical natural landscape, ethnic custom experience, Hinayana Buddhist
architecture and modern artificial tourist attractions. The distances among the
attractions are far and the transportation is inconvenient. The four types of attractions
each contain sub attractions, which are relatively similar but have a certain degree of
uniqueness. The tropical natural landscape focuses on tropical flowers, tropical rain
forests and tropical animals. The primeval forest park has launched activities of
peacock releasing and folk music performance (see Fig. 6). The tropical botanical
garden of the Chinese Academy of Sciences has educational functions while viewing
tropical plants. In addition to the wild elephants for tourists to observe, the Wild
Elephant Valley also has elephant conservation and small elephant performance and
other activities. The ethnic customs experience includes visiting the villages of the
main ethnic minorities in Xishuangbanna region: Dai, Jino, and Hani, experiencing
traditional festivals, clothing, food, music and dance, and traditional handicrafts.
Although there are certain similarities in the project, the distribution area and theme
also vary. Buddhist architecture includes temples, pagodas, palace buildings, etc., with
similar styles, but also differs due to differences in scale and purpose. Modern
artificial landscapes mainly focus on night market, Rongchuang theme park, and
Wanda theme paradise, integrating local culture to create theme parks with ethnic
minority styles. Although lacking core cultural connotations, they are different from
other amusement parks in other regions of China.



Fig 6 Types of attractions and distribution of Xishuangbanna (Base map is from Wikipedia)

Researcher visited two bookstores and three souvenir shops in Jinghong City (the
capital of Xishuangbanna Prefecture) in an attempt to find representative hand drawn
maps and postcards of Xishuangbanna, but found that there was not much relevant
information. Researcher found one hand drawn map and three postcards (one of
which was selected for analysis), and the results are as follows: The hand-painted map
and postcards of Xishuangbanna reflect the accommodation and tourist attraction
choices of most tourists: the accommodation is located in the Xishuangjing area of
Gaozhuang, which is close to the city center of Jinghong and the Star Night Market
(Also called Gaozhuang night market). It is not only convenient for transportation, but
also for finding street food and Buddhist temple. Although Xishuangbanna has a large
number of attractions, the most popular ones are still Primeval Forest Park, Wild
Elephant Valley, Dai Garden, Tropical Botanical Garden of the Chinese Academy of
Sciences and Manting Park due to the similarity of attractions and the quality of
tourism.



Fig 7. Hand drawn map and postcards of Xishuangbanna (From the bookstores and souvenir stores
of Xishuangbanna)

Researcher conducted four face-to-face interviews and four online interviews to
understand tourists' choices of tourist destinations and their perceptions on tourist
attractions in Xishuangbanna. Some respondents expressed dissatisfaction with the
obvious homogenization and similarity of tourist attractions in Xishuangbanna. They
chose to visit Xishuangbanna because of its unique ethnic customs and tropical
rainforest landscape. Its ethnic architecture and customs are formed in a unique
natural environment and historical process, which is very attractive to them.
Xishuangbanna's tropical landscape is obviously different from Hainan Island, another
famous tropical tourist attraction in China, and its ethnic customs are also very
different from the surrounding ethnic areas. At the same time, there are very unique
local cuisine. They are generally satisfied with the overall tourism planning and
tourist experience in Xishuangbanna. Tourists stated that if time permits, they are
willing to visit all famous tourist attractions in Xishuangbanna. However, some
interviewees also agree that some natural landscape are similar, and some
interviewees say that the architectural features of Xishuangbanna attractions are
largely the same, which may lead to aesthetic fatigue. Finally, almost all respondents
stated that they believe the biggest feeling of tourism in Xishuangbanna is that the
commercialization of the scenic area is too severe, mainly manifested in the lack of
obvious display of ethnic art, ethnic craft products, and ethnic customs, and the
products and catering sold in the scenic area are similar and slightly different.

Interviewee 1: "I think the tropical landscape of Xishuangbanna is unique to China, which is
why I choose to travel here. I don't feel that the attractions are obviously homogeneous, but
different attractions are quite different. For example, the Wangtian Tree Scenic Area, its
biggest feature is that it is a very tall tree. The forest in the primeval forest park is really



impressive, and I also like the elephants in the Wild Elephant Valley."

Interviewee 2: "If time permits, I would be willing to take a tour of all the attractionss here. I
think it's really unique compared to other parts of China. We decided to come to
Xishuangbanna for tour because of the most distinctive ethnic customs here.”

Interviewee 3: “I think the attractions here are okay, they are quite unique, especially they are
very similar to Thailand and can be used as a substitute for Thailand's tour (an affordable
alternative tourist destination).”

Interviewee 4: “Indeed, I also feel that some tourist attractions are quite similar, but overall it
does not affect my travel experience. I will choose representative tourist attractions to visit.”

Interviewee 5: "Compared to the ethnic minority areas around Yunnan, I have the deepest
impression of Xishuangbanna. I feel that it is the place with the strongest ethnic flavor.
Because we are a team self driving tour, I regret that we only stayed here for one day.”

Interviewee 6: "Xishuangbanna is a place that I visit every year. I am no longer interested in
visiting tourist attractions. I prefer to discover those unique beverage shops and restaurants,
which are really good.”

Interviewee 7: "I don't have any objections to the tourist attractions in Xishuangbanna, I think
they are very good. However, I think management needs to be strengthened, such as there are
relatively few female toilets, we always need to queue up, and here are all outsiders doing
business, and things are selling very expensive.”

Interviewee 8: "I think there is a slight similarity in the attactions in Xishuangbanna, but the
impact is not significant. I think the overall satisfaction is very good. But I don't like the
shops here, they sell the same souvenirs and the food is expensive.”

This study also obtained 157 tourist questionnaires, all of which were valid. The
specific data is as follows (see Fig. 8): From the data results of the tourist
questionnaire, it can be seen that tourists are generally satisfied (over 69%) with the
tourist attractions, planning, and activity experience in Xishuangbanna. They also
express their willingness to come back to Xishuangbanna for tourism and recommend
it to their families and friends as a tourist destination. But at the same time, more than
half tourists (over 60%) also agree that Xishuangbanna's tourist attractions are similar
and plagiarized, so most tourists choose the most representative tourist attractions in
the place, such as Guanzhuang Xishuangbanna, primeval forest park and Wild
Elephant Valley, instead of visiting most or all of Xishuangbanna's attractions. In
addition, the data shows that tourists are more inclined to visit the natural landscape
of Xishuangbanna than the cultural landscape of Xishuangbanna. This is likely due to
long-term external exchanges, where the ethnic living conditions in the area are
already very different from the outside world, resulting in a lack of unique



attractiveness. From the reasons why tourists choose Xishuangbanna as a tourist
destination, most tourists consider uniqueness (including the uniqueness of natural
and cultural landscapes, as well as the uniqueness of specialties and cuisine) as the
biggest driving force for visiting Xishuangbanna. This fully demonstrates that
maintaining uniqueness is a core element of sustainable tourism development in
Xishuangbanna.

Based on the above results, H1 has been fully confirmed, that tourists choose to
visit Xishuangbanna because it has a unique image of a tourist destination in China,
including unique tropical biological landscapes and Dai culture. More importantly, the
integration of the two has created a special attraction for tourists.

H2 has received a small portion of confirmation that most tourists are satisfied
with the tourist destination terrain of Xishuangbanna and do not agree with the
homogenization of tourist attractions in Xishuangbanna. Among the tropical
biological attractions, they think that the forest landscape of the primeval forest park,
the tall trees in the Wangtianshu scenic area, the medicinal plants and rare protective
plants in the Xishuangbanna Botanical Garden of the Chinese Academy of Sciences,
the elephants in the Wild Elephant Valley and other main landscapes are different. In
ethnic tourism attractions, different parks provide different ethnic customs
experiences. In the Buddhist architectural complex, the palace buildings in Manting
Park and the Buddha statues in the General Buddha Temple each have their own
characteristics, with the Manfeilong White Pagoda centered around the Buddha
Pagoda. Some tourists also believe that the cultural landscape of the area is generally
the same and may only choose a portion for sightseeing.

H3 is completely inconsistent with the final result. Most tourists express a strong
willingness to revisit Xishuangbanna and are willing to recommend it as a worthwhile
tourist destination for family and friends. Even though they may partially agree that
Xishuangbanna has homogeneous tourist attractions and relatively similar tourist
activities.

H4 and the final investigation also showed opposite results. Tourists expressed
that the attractions and tourism activities in Xishuangbanna are unique across China,
although there may be some homogenization, plagiarism, or imitation, and there may
be many areas for improvement in tourism management. But they are willing to stay
more time and visit more attractions in Xishuangbanna, and are willing to spend
money for it, if possible.



Fig 8: Data to the questionnaire survey



8. Discussion

Compared with previous studies on tourism in Xishuangbanna, this study mainly
focuses on examining the layout, types, and tourist experiences of tourist attractions in
Xishuangbanna from the perspective of tourists. It evaluates the value of tourist
attractions in Xishuangbanna through tourists' perception, examines the unique value
of tourist attractions and the impact of tourist experience on tourists' decision making
and consumption of tourist destinations, and examines factors such as tourists'
willingness to revisit and recommend. The final results indicate that the geographical
location and ethnic composition of Xishuangbanna are the most core factors in
forming a unique tourist destination. Although scenic area planning and tourist
activities have not deeply explored the core natural and cultural connotations, they
have a certain degree of attraction for tourists.

The study also found that tourists have raised concerns about the excessive
commercialization of tourism products and services in the Xishuangbanna region.
Tourists believe that there are a large number of foreign people doing business or
providing tourism services in the region, which not only makes tourists feel the full
inherent local cultural experience, but also increases the prices of local tourism
products and services. Therefore, the local tourism management department should
focus on encouraging and increasing the employment of local people in the tourism
industry, or promoting and promoting the local characteristic culture more, and
introducing relevant price management measures.

From the results of tourist interviews and questionnaire surveys, it can be seen
that the key attraction for tourists in Xishuangbanna is the tropical scenery and Dai
ethnic customs. Therefore, the tourism landscape and activities in Xishuangbanna
should closely revolve around these two cores. From the current development of
tourist attractions and the setting of tourist activities, the degree of excavation of
tropical natural landscape and Dai folk customs is not enough. The local tourism
management department, relevant stakeholders, and tourism industry practitioners
should collaborate with local residents to negotiate and develop, and the first step is to
establish a good destination image.

A good destination image requires thoughtful tourism services, comprehensive
tourism management, extremely high tourist attraction value, and a good tourist
experience. At present, Xishuangbanna still needs to improve its services in terms of
round-trip transportation and public facilities to tourist attractions. It needs to refer to
other tropical tourist attractions at home and abroad to provide more types of tourist
activities such as jungle hiking and night safari. It also needs to explore deeper ethnic
cultural connotations, provide tourists with more sense of participation and gain, and
experience deeper Dai tea culture, clothing culture, architectural culture, festival
culture. It's not just limited to traditional tourists watching a simple performance
through isolation strips.

In the two peak tourist seasons in the Xishuangbanna region: the Water Splashing
Festival and the Northern Hemisphere Winter, the congestion of attractions and the



rising cost of catering and accommodation for tourists are the areas where tourists feel
less satisfied. The local tourism management department and relevant stakeholders
should try to introduce attraction diversion and more online ticket purchases or
reservation methods, so that tourists can predict the number of tourists in the scenic
spot in advance and plan their travel reasonably. It is necessary to reasonably control
the prices of restaurants, homestays, hotels, and hostels, and provide tourists with
good feelings and evaluations. Only then can tourists spontaneously help promote and
promote to attract them to return and recommend more relatives and friends for
tourism.

When conducting relevant surveys, researcher was pleased to see that
Xishuangbanna has successfully implemented a method of establishing a good
tourism destination image - online promotion. The Gaozhuang Night Market in
Xishuangbanna has become a famous tourist attraction on Chinese social platforms,
attracting countless young tourists to take photos, shopping, and taste local specialties.
Not only that, young tourists also publish travel videos or photos here on their
personal social accounts, spreading them to more social platform users and helping
promote tourism in Xishuangbanna. The tourism management department in
Xishuangbanna should make preparations in advance to address issues such as local
reception capacity, potential environmental pressure, and social security if there is a
large influx of tourists.

9. Limitations and future research

Due to research time constraints, this study only conducted interviews and
questionnaires in Xishuangbanna for less than a week. The sample of tourists
involved may not be very representative, such as not investigating a large number of
middle-aged and elderly people in northern China who choose to spend the winter, as
well as students and office workers who are unable to travel during the season due to
lack of holidays. Therefore, the data obtained may only represent the views of a
specific group of people on the tourist attractions in Xishuangbanna. In addition, this
study did not investigate the views of tourism management departments and tourism
practitioners on the development, management and future planning of tourist
attraction in Xishuangbanna, which makes it difficult to think about and analyze the
concept of Xishuangbanna attraction construction from official channels.

In the future, relevant research can also start from the detailed operation status
and tourist experience of various tourist attractions in Xishuangbanna, understand the
concept, strategy, and objectives of tourist attraction operation, as well as tourists'
tourism preferences and demands. Combined with the management measures and
strategies of relevant government departments, analyze the advantages and
disadvantages of existing and developing tourist attractions in Xishuangbanna, and
explore measures to enhance tourism competitiveness. Researchers also hope to
comprehensively analyze the fragility of the tourism industry in Xishuangbanna,
including the obvious seasonality of the tourism industry (with a large number of



winter tourists and tourists during the Water Splashing Festival), excessive
dependence on the tourism industry, single tourism products, frequent shopping chaos
with group tours, the occurrence of counterfeit and shoddy goods, and the
phenomenon of deceiving tourists, as well as poor combination and cluster conditions
of tourist attractions, Conduct relevant academic and empirical research to explore
how to avoid disadvantages in the development of tourism and improve the
competitiveness of Xishuangbanna's tourism industry. The researcher also hopes to
compare Xishuangbanna with neighboring ethnic minority areas, including Honghe，
Lijiang, Dali, Wenshan in Yunnan Province, China, as well as the tourism market in
Laos, Myanmar and Thailand, analyze the advantages and disadvantages of
Xishuangbanna's tourism compared with them, and improve the strategy and
government management of sustainable tourism in Xishuangbanna, as well as the
participation of relevant stakeholders. At the same time, the researcher also hopes to
explore the new tourism preferences and trends of global tourists, especially Chinese
tourists, and give some suggestions on the development of sustainable tourism to
relevant attractions. This study also found a paradox that some tourists objectively
acknowledge the homogenization, similarity, and even plagiarism of tourist attractions
and activities in Xishuangbanna, but they do not believe that such attractions and
activities affect their tourism experience. They still believe that Xishuangbanna is a
unique and recommended tourist destination. Researchers believe that this has a
certain relationship with the management of scenic spots in Xishuangbanna, and also
because in other regions of China, due to the widespread existence of homogeneous
scenic spots, the uniqueness of Xishuangbanna's scenic spots may be relatively
prominent. These are all directions that can be further studied in the future.

10. Conclusion

This study was conducted based on the observation by researcher during the winter
trip to Xishuangbanna in 2021 that the area had not fully developed its ethnic tourism
characteristics and its attractiveness to tourists had significantly decreased. The
researcher read Chinese literature on the development, management, and suggestions
for the tourism industry in Xishuangbanna, referred to the economic and social data of
Xishuangbanna and the Yunnan Bureau of Statistics, especially the development and
operation of the tourism industry, and read relevant theoretical research on the image
of tourism destinations, homogenized tourism, tourism consumption, and tourists'
selection of tourism destinations. The researcher synthesized mapping, face-to-face
interviews, online interviews Questionnaire survey, field visit, content analysis and
other research methods, combined with theory and practice, carried out quantitative
and qualitative research research on tourists' destination selection, tourism destination
preference, tourism experience and scenic spot planning, and finally understand the
impact of homogenized tourist attractions in Xishuangbanna on tourists' experience
and expectations. Through the official hand drawn maps and tourist attraction maps of
Xishuangbanna, it was found that tourists tend to choose attractions with higher



visibility and tourist value, especially natural scenic spots. Through interviews and
surveys, it was found that tourists identify with a certain degree of homogenization of
attractions in Xishuangbanna, but this does not significantly affect their travel
experience and choices. Most tourists are still willing to spend more time staying and
spending in Xishuangbanna, and visit as many attractions as possible. Moreover, they
are also willing to recommend to family and friends and visit Xishuangbanna again on
their own.

This study ultimately answered the core question raised by the researchers: the
results showed that the homogenized tourist attractions in Xishuangbanna did not
significantly affect the experience and perceptions of tourists. It answered the four
preset sub questions, and the homogenized tourist attractions in Xishuangbanna were
mainly divided into three categories, with relatively scattered distribution, but each
had its own unique core landscape and tourist experience. Tourists choose
Xishuangbanna for tourism because of its unique natural and cultural landscape.
Xishuangbanna has a good destination image, which runs through the entire process
of tourists visiting Xishuangbanna and has always had a positive impact. The study
also confirms the theoretical and conceptual framework preset by researchers, which
states that a good destination image is composed of factors such as tourism landscape,
tourist attraction management, public services, tourism promotion, tourist experience,
tourist preferences, etc. Unique tourism landscape is the core element of destination
image, which can greatly affect tourists' decision making, and tourists' destination
selection will affect the number of tourists in the destination, thereby affecting the
tourism economy.

This study also answered four hypotheses proposed by researchers based on
literature theory, and the final results proved that some of the hypotheses were true,
while others were inconsistent with the final results. For example, tourists choose
Xishuangbanna as a tourist destination because it has a unique and good image as a
tourist destination, but most tourists do not agree with the obvious homogenization,
similarity, or plagiarism of the tourism landscape in the region. Most tourists believe
that there is a good tourism experience in Xishuangbanna and are willing to consume
due to these attractions and experiences. However, during the interview, tourists
expressed some opinions and suggestions beyond the themes set by the researchers, as
well as their opinions and suggestions on improving the tourism industry in
Xishuangbanna.

This study also confirms that destination image can have a significant impact on
tourist destination decision-making and tourism economy, while destination image
and tourist experience can have a positive impact on two dimensions of tourist
destination satisfaction: revisiting and recommendation willingness. Even though
Xishuangbanna is currently not doing well in terms of destination image and tourist
experience, it is currently in a relatively competitive position among Chinese tourist
destinations. However, it should be noted that there are still many areas worth
improving in order to maintain long-term competitiveness and ensure the sustainable
and healthy development of the tourism industry in the future.
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Appendix

Visitor interviews at tourist attractions in Xishuangbanna

Hello, thank you very much for your assistance in participating in the interview on
Xishuangbanna Tourism. This interview does not involve any personal privacy or
information leakage of you. Your answer will only be used for paper analysis. After
the completion of this paper, all information related to designing your answer will be
cleared. Thank you again for your help and wish you a pleasant trip.

1. What are the characteristics of Xishuangbanna that can attract you to travel?

2. What do you think are the characteristics of Xishuangbanna's ethnic customs
compared to other ethnic regions in China, such as Dali, Lijiang, Wenshan, and
Yanbian in Jilin?

3. What do you think is the highlight of the tropical landscape in Xishuangbanna
compared to Hainan?

4. Do you think the characteristics of several natural attractions in Xishuangbanna
(old-growth forest park/tropical jungle/skyview attraction/tropical botanical
garden/tropical flower garden) are similar? If you can, do you want to go to all or just
choose one or two of the most prominent ones?

5. Do you think the tourism projects and characteristics of several ethnic villages in
Xishuangbanna are similar? (Village tour/shopping/dancing)?

6. Do you think the ethnic architecture of several attractions in Xishuangbanna is
similar? (Buddhist temples, pagodas, villages, etc.) Will this affect your travel
experience?

7. Do you think the current overall design of tourist attractions and tourist experience
in Xishuangbanna is reasonable? What are some areas worth improving?

8. After traveling to Xishuangbanna, did your feelings differ from what you had
anticipated before? What are the main manifestations?

9. How much did you spend on traveling in Xishuangbanna? What are the main
sector of consumption?



10. Do you have any other needs for the setting up of attractions and the gaming
experience of attractions?

11. If possible, would you choose to come back to Xishuangbanna for tourism? Why?

12. If possible, would you recommend Xishuangbanna to your family or friends as a
good tourist destination? Why?

Xishuangbanna Tourist Questionnaire

Hello, thank you very much for your assistance in participating in the tourist survey
for the attractions in Xishuangbanna. This interview does not involve any personal
privacy or the risk of information leakage. Your answer will only be used for paper
analysis. After the completion of this paper, all information designed for your answer
will be cleared. Thank you again for your help and wish you a pleasant trip!

1. Where are you from

2. Your age range is:
A. Under 18 years old B. 19-35 years old
C. 36-55 years old D. 55 years old and above

3. The purpose of your trip to Xishuangbanna is
A. Tourism and Leisure B. Business and conference C. Visiting Family

D. Others

4. Which tourist attractions did you choose in Xishuangbanna? (Multiple options
available)

A. Gaozhuang Xishuangjing B. Dai Garden C. Primitive Forest Park
D. Wild Elephant Valley E. Wangtianshu Scenic Area F. Manting park

G. Other

5. What is your overall impression of Xishuangbanna
A. Very good B. Good C. Average/Not too much feeling
D. Not very good E. Very poor

6. What do you think of the planning and layout of scenic spots in Xishuangbanna
A. Very good B. Good C. Average/Not too much feeling
D. Not very good E. Very poor



7. What do you think of the tourist activity experience design for Xishuangbanna
attractions.

A. Very good B. Good C. Average/Not too much feeling
D. Not very good E. Very poor

8. Do you think there are similarities and plagiarism in the development of scenic
spots in Xishuangbanna?
A. Widely present B. Partly C. Not paying attention/Not caring
D. Very few present E. Not present

9. Would you recommend relatives and friends to travel to Xishuangbanna?
A. Very willing B. Can recommend C. Not sure D. May
recommend
E. Will not recommend

10. Do you think the tourist attractions in Xishuangbanna should be improved and
upgraded?
A. Must vigorously improve B. Can improve C. I don't know D. Don't need to

improve

11. Do you think the tourist attractions and tourist activities in Xishuangbanna can
attract you to consume?
A. Very much B. Almost C. Not paying attention/ Not too much feeling
D. Not so much E. Not at all

12. Do you think the tourist attractions can attract you to spend more time in
Xishuangbanna?
A. Very much B. Almost C. Not paying attention/ Not too much feeling
E. Not so much E. Not at all

13. What should be your most desired tourist destination (multiple choices are
possible)?
A. Unique cultural or natural scenery B. Rich and unique tourist activity

experiences
C. Fewer tourists, less crowded D. Popular tourist attractions
E. Rich specialties or specialty cuisine F. I don't know

14. Would you be willing to come back to Xishuangbanna for a trip?
A. Very willing B. May C. I don’t know D. May not E. No
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