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APPENDICIES

Are you Chinese nationality?

{REFEERED?
Yes

No

Are you born between 1981 - 19967 *
BH4T1981-19965157

Yes

No

Respondent Profile

Description (optional)

Gender *

51
Male (55t)

Female (371%)

Age
i

27-32 years old (%)
32-37 years old (%)

37-42 years old (&)
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Above 42 years old- (%)

What province do you live in? *

TR ER?

1. Anhui

2. Beijing

3. Chengging

4. Fujian

5. Guangdong

6. Gansu

7. Guangxi Zhuang
8. Guizhou

9. Henan

Qccupation *

Bk
1 Employee (RT)
Entrepreneur (f2dI3R)
Housewife (zEEE1)

Other...

How much is your annual income?

RN ESH?
Under 1.000 yuan (10007t )
1.001 - 5.000 yuan (1.001 - 5.000 JT)
5.001 - 10.000 yuan (5.000 - 10.000 7T)

Above 10.000 yuan (17575k4E)



Do you have and actively use social media? (e.g QQ, WeChat, Youku Tudou, Weibo, etc.) *

EESHAITIREROEN? (000, ME. iRt e

Yes

No

What social media do you use? *

(RERAHZEEER?
] Q@
WeChat (#(5)
| Youku Tudou ({(EEELS)
Weibo (&%)

Other...

Do you plan to travel to Shanghai in the near future *

BATSirHEZE bishrz

Yes

No

Have you ever travel to Shanghai? *

{REIR HisRiEls?

Yes

No
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Travef Motivation

Please answer ach guestion by choosing & number 1-5 (BB -8 E=EEE 195}
Measurement (F=);

1: Strongly Disagres BEFIE)

2: Disagres (FEE)

3: Neutral (5#E)

4: Agree (EE)
5: Strongly Agree (FEEREE)

| plan to travel to Shanghai to experience new and different culture and life style

NP e T S i b R

Strengly Disagree 3EEIERT) ) J W @) J Strongly Agres (FEEEE)

| plan to travel to Shanghai to learn new things (knowledgel

BTES FEssRERnEn 7R

Strongly Disagree (3EFIETT) O O L ) ) Sirengly Agree (FEEEE)

w

| plan to travel to Shanghai to visit a place that | have not visted before

EiTES e, & tEfsgies

Strongly Disagree BEFTIERT) Nt e (S L 2, swengly Agree (SEEEE)
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| plan to travel to Shanghai 1o relieve stress and tension

HitfiE HEEFLEEE ISR

Strongly Disagres (3EFIERT) Q W) L o O Strongly Agres (FEEFEE)

| plan to travel to Shanghai to refresh myself emotionally and physically

HitHE EEET, 525 0ES &

Strongly Disagres (3ETIERT) O i) o = 2 Strongly Agree (FERFEE)

*

| plan to travel to Shanghai it | can make all major arrangements through travel agencies

HitiiE HEREE, RS ETEITHERET

Strongly Disagree (SEFIETT) ( :-' () A ] ] Strongly Agres (FEEFE)

| plan to travel to Shanghai if Shanghai has good and reasonable accommiodation and
transportation faciiity

MR FES RS ENHETEERE, FiHEE NEEs

Strongly Disagree GEZARRT) L) ) ] ) @) Strongly Agree (FEREREE)
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| plan to travel to Shanghai if Shanghai have low criminal rate

MELELESE BETESLEEE

Strongly Disagres FEFIERT) Qi 0 C © © Stronaly Agree (IEEFEE)

| plan to travel to Shangha! o spend a good time with my family/friends

Hitti= HEss SR\ EREESTE

Strongly Disagres BEEIETT) O ) L @) ®) Strongly Agree (TEEEE)

| plan to travel to Shanghai to get the family members/friends more close to each other

HEitHE BT, LEANERESE

Strengly Disagree (BEZIERT) O o ) o) L0 Strongly Agree (IEEREE)

W

| plan to travel to Shanghai to mest new people

ETEE HEEaanERT,

Strongly Disagree (FEFUET) = = &) Lt L Strongly Agree (FEEEE)
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Roile of Social Media

Description foptiopal)

Developments shared by social media can change my opinion about the destination *
HER S NI LR B SE

Strongly Disagres GEZIERT) 6 k) @] (& & Strongly Agree (FEREE)

To make sure | choose the right destinations in Shanghai, | often read other travel content and
reviews in social media

ETHESE NEEETRErEry, EESRTTEE FENEERTINTE

Strongly Disagree BEFIESRT) U D] w ) o Strongly Agree (FEEREE)

| am maost likely to visit the destinations based on influencers recommendations
EEEREREREEEnETEREENE

Strongly Disagres GEFIET) & @ Q@ O QO strongly Agree (FERRE)
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Destination Image & Travel Intention

Description (optional)

| think Shanghai has a beautiful scenery and attractions *
EREISESMHAENES

Strongly Disagres 3EZ1E) O ) () L =l Strongly Agree (IERREE)

| think the accessibility and accommodation in Shanghai is convenience (public
transporiation, hotel, etc)

EREISnTENEERE (LExE EEE)

Strongly Disagres 3EEIET) ) o ) ) ) Strongly Agree (IEEREE)

| think Shanghai has food and beverage outlets and retail shops
EEEIEEEUENEES

Strongly Disagres FEFIERT) { _ ) _ / ! _ ) o L) Strongly Agree (FEERE)

| think Shanghai locals are friendly and very helpful towards traveler
EHENEEARRT. ETSEEEs
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I think Shanghal locals are friendly and very helpful towards traveier ©
ENE LE=E ) \ERT, ORTEEEET

Strongly Disagree (3EFIE) @) O L L Q Strongly Agree (FEEEE)

I'am interested in going to Shanghai in the future

BEENELEERE

Strongly Disagree GEFIERT) © o W i @) Strongly Agres (JEREE)

if everything goes as | think, | will visit Shanghai

METEF, BestrE

Strongly Disagree 3EEAERT) Wt LS L W L Strongly Agres (SEEREE)

| will recommend Shanghai to other people

EeEEREERS

Strongly Disagres (3EFIERT) ( _ } o L "._ / { ) Strongly Agree (JEREE)
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