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Abstract 

The new media era has profoundly reshaped how tourists perceive destinations. With its distinctive cuisine and rich cultural 

heritage, Tianshui has rapidly gained visibility on new media platforms. Transforming short-term online traffic into long-term 

tourism appeal, and thereby moving from online traffic to tourist retention, has become a central issue for the city’s high-quality 

development. Drawing on tourism destination image perception theory (TDI), push–pull theory, and media dependency theory, 

this study examines the perceived characteristics of Tianshui’s urban tourism image through a quantitative analysis of 215 

questionnaire responses. The findings show that Tianshui’s tourism image is concentrated around two dominant associations: an 

“internet-famous culinary city” and a “sacred site associated with Fuxi, the cultural ancestor of Chinese civilization.” Short 

videos are the main channel through which tourists acquire destination information. However, current communication practices 

still face several problems, including content homogenization, insufficient exploration of cultural connotations, and relatively 

weak perceptions of tourism service facilities. Accordingly, this paper proposes optimization strategies from three dimensions: 

deepening image positioning, improving the new media communication matrix, and upgrading the service experience. The 

findings provide theoretical support and practical guidance for reconstructing Tianshui’s tourism image and promoting the 

sustainable development of Tianshui and other emerging internet-famous cities. 
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1. Introduction 

1.1. Research Background and Problem 

Statement 

With the rapid development of digital information technolo-

gies, new media have profoundly changed how tourists perceive 

tourism destinations. In recent years, many Chinese cities have 

become widely known as “internet-famous cities” through new 

media exposure. Tianshui, a city in Gansu Province, has rapidly 

gained popularity on short-video platforms because of its dis-

tinctive malatang, a popular Chinese street food featuring as-

sorted ingredients cooked in a spicy broth, attracting large num-

bers of visitors. Beyond this recent online popularity, Tianshui 

is also the birthplace of Fuxi and is home to world-class cultural 
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heritage resources, including the Maijishan Grottoes. It is there-

fore an important cultural tourism center in southeastern Gansu. 

However, online popularity is often short-lived. While sud-

den traffic brings development opportunities, it also exposes 

several challenges, including an over-simplified destination im-

age, insufficient communication of cultural depth, and pressure 

on infrastructure and service capacity. Against this background, 

a key question is how Tianshui can avoid short-term popularity, 

convert online “traffic” into offline “retention,” and achieve 

systematic image reconstruction and sustainable improvement. 

This study focuses on the perceived characteristics of 

Tianshui’s tourism image. It aims to identify tourists’ cognitive 

patterns and affective tendencies, examine the factors and mech-

anisms shaping image perception in the new media environment, 

analyze existing communication problems, and propose optimi-

zation strategies. The study provides a basis for Tianshui to for-

mulate a more evidence-based tourism image enhancement strat-

egy. It also offers an empirical reference for other internet-famous 

cities facing similar transformation challenges. 

1.2. Research Methods and Data Sources 

This study adopts literature review and questionnaire sur-

vey methods. Drawing on tourism destination image percep-

tion theory (TDI) and push–pull theory, it constructs a set of 

measurement indicators. The questionnaire covers respond-

ents’ basic information, new media use, tourism image per-

ception measured on a five-point Likert scale, tourism behav-

ior, and travel intentions. A total of 215 valid responses were 

collected through online and offline channels. The valid ques-

tionnaire data were processed using spreadsheet and statistical 

analysis tools. Descriptive statistics, frequency analysis, per-

centage analysis, mean-score analysis, and cross-tabulation 

were conducted to examine tourists’ perceptions of Tianshui’s 

urban tourism image. 

2. Literature Review 

International research on tourism destination image percep-

tion (TDI) and tourist motivation has developed into a rela-

tively mature field. Early studies focused mainly on concep-

tualization and measurement. The framework proposed by 

Echtner and Ritchie [1] laid an important foundation for the 

quantitative analysis of destination image, while Baloglu and 

McCleary [2] developed a model integrating cognitive image, 

affective image, and overall image. In tourist motivation re-

search, Crompton [3] introduced the push–pull perspective, 

and Uysal and Jurowski [4] further examined the relationship 

between push and pull factors. In the Web 2.0 era, Gartner’s 

[5] work on image formation agents provided a classic analyt-

ical perspective. Xiang and Gretzel [6] highlighted the role of 

social media in online travel information search, while Llodrà-

Riera et al. [7] and Marine-Roig and Anton Clavé [8] demon-

strated the influence of user-generated content (UGC) on des-

tination image. Munar and Jacob [9] examined motivations for 

sharing tourism experiences online, and Zeng and Gerritsen 

[10] reviewed the role of social media in tourism. These stud-

ies provide a solid theoretical basis for analyzing the for-

mation and perception of Tianshui’s tourism image. 

Chinese schloarship on tourism destination image perception 

has shown three major trends. First, research paradigms have 

shifted toward UGC-based big data mining. Second, analytical 

tools have increasingly incorporated natural language pro-

cessing (NLP) and semantic network analysis. Third, research 

perspectives have moved from static description toward the ex-

ploration of dynamic evolution mechanisms [11-13]. Existing 

studies in China mainly focus on several themes. In terms of 

theoretical frameworks, scholars have commonly adopted the 

cognitive–affective–overall image model [14, 15], finding that 

natural and cultural resources tend to generate positive emo-

tions, whereas infrastructure deficiencies often lead to negative 

evaluations [16, 17]. In terms of semantic networks, destination 

image perception often displays a hierarchical “core–sub-core–

periphery” structure [18, 12], which provides a basis for precise 

image positioning [19, 20]. In terms of spatiotemporal dynam-

ics, image perception varies significantly under the influence of 

major events and media communication [21, 10]. In addition, 

discrepancies often exist between officially projected images 

and tourists’ actual perceptions [23]. 

Although tourism image perception research has produced 

substantial findings, several limitations remain. First, existing 

studies have focused primarily on natural scenic areas, cul-

tural heritage sites, and mature tourism cities, while paying 

insufficient attention to internet-famous cities that have rap-

idly gained popularity through new media. Empirical research 

on this emerging tourism phenomenon remains limited. Sec-

ond, many studies rely heavily on UGC data, whereas quanti-

tative research based on systematic questionnaire surveys is 

relatively insufficient. As a result, tourists’ subjective percep-

tual structures are not always fully captured. Third, most stud-

ies emphasize the static description of image characteristics 

but pay less attention to how exposure to new media content 

influences travel intentions through cognitive and affective 

pathways. Fourth, although some scholars have examined the 

spatiotemporal differences in tourism image perception across 

the five northwestern provinces along the Silk Road heritage 

corridor [22], research focusing specifically on underdevel-

oped cities in Northwest China remains limited, and cities 

with deep historical and cultural resources, such as Tianshui, 

have not received adequate scholarly attention. 

Taking Tianshui as a case, this study examines tourism im-

age perception in an internet-famous city in the new media era. 

Theoretically, it integrates TDI theory, push–pull theory, and 

media dependency theory to build an analytical framework 

suited to the study of emerging destination image phenomena. 

Methodologically, its use of questionnaire data helps supple-

ment studies that rely mainly on UGC text analysis. Practi-

cally, by analyzing 215 valid responses, this study identifies 

tourists’ cognitive perceptions, affective attitudes, and behav-

ioral intentions toward Tianshui. It also reveals key problems 

http://www.sciencepg.com/journal/ijhtm


International Journal of Hospitality & Tourism Management http://www.sciencepg.com/journal/ijhtm 

 

178 

in current new media communication, such as image simplifi-

cation and insufficient cultural interpretation, and proposes an 

optimization path from “traffic” to “retention.” 

3. Theoretical Foundations and Research 

Framework 

3.1. Tourism Destination Image Perception 

Theory (TDI) 

Tourism destination image (TDI) refers to the overall im-

pression that individuals or groups hold of a specific destina-

tion. Classical theories generally suggest that destination im-

age consists of three dimensions: cognitive image, which re-

fers to beliefs about destination attributes; affective image, 

which refers to emotional responses; and overall image, which 

refers to a comprehensive evaluation of the destination. In this 

study, multiple questionnaire indicators are used to measure 

tourists’ cognitive and affective perceptions of Tianshui and 

to outline its overall perceptual profile. 

3.2. Push–Pull Theory 

Push–pull theory holds that tourism behavior is shaped by 

both internal “push” factors, such as psychological needs, and 

external “pull” factors, such as destination attributes. In the 

new media era, visually rich short-video content has substan-

tially strengthened the pull effect of destinations. This study 

applies push–pull theory to examine how new media content 

and Tianshui’s local tourism resources jointly influence tour-

ists’ decision-making. 

3.3. Media Dependency Theory and Uses and 

Gratifications Theory 

Media dependency theory emphasizes audiences’ reliance 

on media for information, understanding, and decision-mak-

ing, whereas uses and gratifications theory highlights audi-

ences’ active selection of media according to their needs. In 

tourism contexts, tourists increasingly rely on new media to 

search for information, form impressions, and share experi-

ences. By integrating these two perspectives, this study exam-

ines tourists’ new media use preferences and interactive be-

haviors, and further analyzes how media use shapes tourism 

image perception. 

4. Questionnaire Survey and Data 

Analysis of Tianshui’s Urban Tourism 

Image Perception 

This study centers on tourists’ perception of Tianshui’s ur-

ban tourism image. The questionnaire targeted respondents 

who had been exposed to Tianshui-related tourism infor-

mation through new media or who had relevant prior 

knowledge of the destination. A total of 215 valid responses 

were collected. Because the questionnaire included screening 

and skip-logic questions, the interpretation of results mainly 

relies on valid-case percentages, supplemented by full-sample 

percentages where appropriate. 

 
Figure 1. Basic sample characteristics (N=215). 
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4.1. Basic Sample Characteristics 

To examine tourists’ perceptions of Tianshui’s urban tour-

ism image, this study designed and distributed a structured 

questionnaire through the Wenjuanxing platform. After col-

lection, invalid responses with excessively short completion 

times, patterned answers, or missing key information were re-

moved, leaving 215 valid samples. The demographic charac-

teristics of respondents, as shown in Figure 1, present several 

notable features. 

In terms of gender composition (Figure 1a), female re-

spondents accounted for 66.5% of the sample (143 respond-

ents), while male respondents accounted for 33.5% (72 re-

spondents). This suggests that women were more active in 

both new media tourism information dissemination and ques-

tionnaire participation. The age distribution (Figure 1b) shows 

a clear tendency toward younger respondents. The 18–35 age 

group dominated the sample, accounting for 64.7% (139 re-

spondents), which corresponds closely to the core user profile 

of new media platforms, especially short-video platforms and 

content communities. The educational structure (Figure 1c) 

indicates a relatively high level of education among respond-

ents. Those with a bachelor’s degree or above accounted for 

81.4% (175 respondents), including 77.2% with a bachelor’s 

degree, suggesting relatively strong information acquisition 

and evaluation abilities. 

 
Figure 2. New media use characteristics and interactive behaviors of tourists (N=215). 

The residence distribution (Figure 1d) shows that respond-

ents from neighboring provinces formed the largest group, ac-

counting for 70.7% (152 respondents). Respondents from 

within Gansu Province accounted for 18.6% (40 respondents), 

while those from other provinces accounted for 10.7%. This 

spatial pattern is consistent with Tianshui’s source-market 

structure as a regional tourism destination, indicating that ge-

ographical proximity remains important in travel decision-

making. In terms of occupation (Figure 1e), students formed 

the largest group, accounting for 65.6% (141 respondents), 

followed by teachers and researchers (12.6%) and corporate 

employees (9.8%). Annual travel frequency (Figure 1f) fur-

ther shows that most respondents were low- to medium-fre-

quency travelers, with those traveling less than once a year 

and one to three times a year together accounting for 85.6%. 

4.2. New Media Use Characteristics and 

Tourism Information Acquisition 

New media constitute the primary channel through which 

tourists perceive Tianshui’s tourism image. The questionnaire 

therefore examined respondents’ platform preferences, inter-

active behaviors, and exposure to tourism-related content, as 

shown in Figure 2. 

As shown in Figure 2a, among the multiple-response items 

on new media platform use, short-video platforms, including 

Douyin, Kuaishou, and Bilibili, showed a clear advantage. In 

total, 84.7% of respondents (182 respondents) identified 

short-video platforms as their main channel for obtaining tour-

ism information. Social platforms, such as WeChat and Weibo, 

ranked second, accounting for 67.0% (144 respondents). Con-

tent communities, including Xiaohongshu and Zhihu, and 

online travel platforms, such as Ctrip and Mafengwo, ac-

counted for 40.5% and 28.4%, respectively. These results in-

dicate that visual, fragmented short videos have become the 

most influential medium in shaping urban tourism images, 

while social sharing based on both strong and weak ties also 

remains important. 

In terms of interactive behavior (Figure 2b), respondents’ 

participation on new media platforms displayed a typical pat-

tern of low-threshold interaction. Likes were the most com-
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mon behavior, accounting for 74.0% (159 respondents), fol-

lowed by favorites (36.3%), shares (35.8%), and comments 

(34.0%). Deeper forms of interaction, such as private inquiries, 

accounted for only 4.7%. This suggests that although new me-

dia content can effectively attract attention, its conversion into 

in-depth discussion or practical consultation remains limited. 

Content design should therefore place greater emphasis on 

guiding users toward deeper engagement. 

 
Figure 3. New media content exposure and overall tourism image perception (N=215). 

4.3. Exposure to New Media Content and 

Overall Tourism Image Perception 

Tourists’ preferences for new media content directly in-

fluence the formation of their overall destination image. Fig-

ure 3 presents respondents’ exposure to Tianshui tourism-

related content and the overall impressions shaped by such 

exposure. 

In terms of content exposure (Figure 3a), “Tianshui local 

cuisine,” including malatang and guagua, ranked first, with a 

notably high exposure rate of 87.4% (188 respondents). This 

finding corresponds closely to Tianshui’s recent rise in popu-

larity driven by local food. Notably, “Fuxi ancestral culture” 

(64.2%) and “grotto art culture” (62.3%) also received consid-

erable attention. This indicates that although cuisine serves as 

the initial entry point for online traffic, Tianshui’s deep his-

torical and cultural resources remain important points of tour-

ist interest and have the potential to become core tourism at-

tractions. 

Based on such content exposure, tourists formed an over-

all impression of Tianshui’s tourism image, as shown in the 

radar chart in Figure 3b. The data reveal a dual-core image 

structure. Perceptions of Tianshui as a “sacred site associ-

ated with Fuxi, the cultural ancestor of Chinese civilization” 

and an “internet-famous culinary city” reached 73.5% and 

73.0%, respectively. As an important supplementary image, 

“treasure house of grotto art” also received broad recognition, 

accounting for 61.4%. By contrast, perceptions of “intangi-

ble cultural heritage craftsmanship” (39.1%) and “ancient 

city of historical civilization” (42.3%) were relatively weak, 

suggesting that these deeper cultural connotations have not 

yet been fully presented or effectively communicated 

through new media. 

4.4. Evaluation of Cognitive and Affective 

Perceptions of Tianshui’s Urban Tourism 

Image 

To measure the depth of tourists’ perceptions more accu-

rately, the questionnaire used a five-point Likert scale, where 

1 indicates “strongly disagree” and 5 indicates “strongly 

agree.” It assessed Tianshui’s tourism image from two dimen-

sions: cognitive image and affective image, as shown in Fig-

ure 4. 

The mean-score ranking in Figure 4a reflects tourists’ per-

ceptual tendencies. Overall, all indicators had mean scores 

above 4.0, indicating that respondents held a highly positive 

attitude toward Tianshui’s tourism image. In the cognitive di-

mension, “profound cultural heritage” (mean = 4.39) and “dis-

tinctive natural landscapes” (mean = 4.38) received the high-

est scores, confirming Tianshui’s strong advantages in cultural 

and tourism resources. “Accessible new media information” 

(mean = 4.24) and “modern and vibrant city” (mean = 4.21) 

were also evaluated positively. 

In the affective dimension, “food promotion stimulates 

travel impulse” (mean = 4.31) and “new media enhances 
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travel interest” (mean = 4.25) ranked among the highest-scor-

ing indicators. This suggests that new media plays a signifi-

cant role in stimulating tourists’ travel motivation and build-

ing affective connections with the destination. 

It should also be noted that “well-developed tourism service 

facilities” received the lowest score among all perception in-

dicators, with a mean value of 4.04. The percentage distribu-

tion in Figure 4b further shows that only 39% of respondents 

“strongly agreed” with this item, while 20% selected “neutral” 

or below. This indicates perceived weaknesses in Tianshui’s 

infrastructure and public services when accommodating large 

tourist flows, suggesting a need for further improvement. 

 
Figure 4. Cognitive and affective evaluation of Tianshui’s urban tourism image (N=215). 

5. Influencing Factors and Problem 

Analysis of Tianshui’s Tourism Image 

Perception in the New Media Era 

5.1. Tourist Behavioral Characteristics and 

Travel Intentions 

Tourists’ actual travel behaviors are closely associated with 

their perceptions of the destination. Figure 5 presents respond-

ents’ visit frequency, length of stay, and revisit and recom-

mendation intentions. 

In terms of visit frequency (Figure 5a), first-time visitors 

accounted for 20.0% of the respondents (43 individuals), 

whereas those who had visited twice or more accounted for 

80.0% (172 individuals). This indicates that Tianshui already 

has a strong base of repeat visitors. For tourists from surround-

ing provinces in particular, the city has become a regular tour-

ism destination. 

In terms of length of stay (Figure 5b), respondents were 

mainly concentrated in the “1–2 days” category (27.4%, 59 

individuals) and the “within one day” category (13.5%, 29 in-

dividuals), which together accounted for 40.9% of the sample. 

This suggests that tourism in Tianshui remains dominated by 

short-distance and weekend trips. Visitors generally stay for a 

relatively short period, indicating insufficient in-depth desti-

nation experience. 

 
Figure 5. Tourist behavioral characteristics and revisit-recommendation intentions (N=215). 
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In terms of revisit and recommendation intentions (Figure 

5c), respondents showed strong positive willingness. Those 

who were “very willing to revisit” and “relatively willing to 

revisit” together accounted for 53.0% of the sample (114 in-

dividuals), while the share of respondents willing to recom-

mend Tianshui reached 54.4% (117 individuals). This indi-

cates that, despite problems such as short length of stay, the 

overall tourism experience in Tianshui has been widely rec-

ognized by visitors and provides an important basis for con-

verting temporary traffic into sustained retention. 

5.2. Advantages, Problems, and Optimization 

Needs of New Media Communication 

To assess the current state of Tianshui’s tourism image 

communication on new media, the questionnaire examined 

perceived communication advantages, existing problems, and 

tourists’ optimization needs, as shown in Figure 6. 

In terms of advantages (Figure 6a), the two most recognized 

strengths were the “prominent viral effect” (77.7%, 167 indi-

viduals) and “distinctive cultural content” (75.3%, 162 indi-

viduals). This suggests that Tianshui has combined short-term 

online visibility with a deep cultural foundation, thereby gen-

erating distinctive momentum in new media communication. 

In addition, “striking visual effects” (62.8%) and “engaging 

craft demonstrations” (44.2%) also received relatively high 

evaluations, indicating that high-quality visual presentation is 

an important means of attracting tourists. 

However, the results also reveal clear shortcomings in cur-

rent new media communication (Figure 6b). “Imprecise audi-

ence coverage” (34.4%, 74 individuals), “limited forms of in-

teraction” (34.4%, 74 individuals), and “serious content ho-

mogenization” (34.0%, 73 individuals) ranked as the top three 

problems. This suggests that Tianshui’s new media marketing 

remains relatively extensive, with insufficient user profiling 

and differentiated content strategies. In addition, “untimely 

content updates” (32.6%) and “excessive commercial adver-

tising” (32.1%) caused dissatisfaction among some tourists 

and may weaken the overall destination image. 

In response to these problems, respondents expressed clear 

optimization needs (Figure 6c). “In-depth cultural interpreta-

tion” (72.6%, 156 individuals) was the most urgent demand, 

echoing the problem of insufficient cultural depth. This indi-

cates that tourists are no longer satisfied with superficial sight-

seeing or check-in-style visits; instead, they increasingly seek 

deeper cultural experiences. This was followed by “artistic 

technique demonstrations” (67.9%) and “live streaming of 

folk festivals” (64.7%), suggesting that Tianshui should make 

fuller use of live-streaming and video functions to present its 

intangible cultural heritage and folk traditions more effec-

tively. 

 
Figure 6. Advantages, problems, and optimization needs of new media communication in Tianshui (N=215). 

5.3. Factors Influencing Destination Choice and 

Recommendation Intention 

Based on push–pull theory, this study further analyzes the 

key factors influencing tourists’ choice of Tianshui as a tour-

ism destination and their willingness to recommend it, as 

shown in Figure 7. 

Figure 7a shows that tourists’ choice of Tianshui is shaped 

by multiple factors. Among them, “attractive new media rec-

ommendations” ranked first, accounting for 55.3% (119 re-

spondents), which confirms the pull effect of new media in 

destination marketing. It was followed by “holiday schedule 

suitability” (53.0%) and “transport convenience” (48.8%), in-

dicating that travel decisions are strongly constrained by time 

availability and spatial accessibility. In addition, “reasonable 

tourism cost” (47.9%) and “recommendations from relatives 

and friends” (42.3%) were also important considerations, re-

flecting the role of value for money and trust-based endorse-

ment in tourism decision-making. By contrast, “distinctive 

cultural experiences” (38.1%) and “positive urban safety per-

ception” (34.4%) accounted for lower proportions, suggesting 

that Tianshui still has room to improve in deepening cultural 

experiences and shaping its urban safety image. 
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The questionnaire results show that 54.4% of respondents 

(117 individuals) were willing to recommend Tianshui tour-

ism, as shown in Figure 5c. Figure 7b further analyzes the rea-

sons given by these 117 recommenders. The results indicate 

that “food culture experience” (79.5%) and “pilgrimage to the 

sacred site of Fuxi culture” (72.6%) were the most important 

reasons for recommendation, further confirming the strong 

recognition of Tianshui’s dual-core tourism image. Mean-

while, “high overall value for money” (68.4%) and “impres-

sive grotto art” (65.8%) also received high recognition, sug-

gesting that Tianshui has clear advantages in offering cost-ef-

fective cultural tourism experiences. 
 

 
Figure 7. Destination choice factors and recommendation intention analysis (N=215). 

6. Strategies for Enhancing Tianshui’s 

Urban Tourism Image in the New 

Media Era 

Based on the empirical analysis above, this study proposes 

strategies for enhancing Tianshui’s urban tourism image from 

three dimensions, with the aim of facilitating its transition 

from short-term online popularity to sustained long-term ap-

peal. 

6.1. Deepening Image Positioning: From a 

Single Viral Image to Multicultural Appeal 

While consolidating its image as an “internet-famous culi-

nary city,” Tianshui should further explore and strengthen the 

core connotations of its image as a “sacred site associated with 

Fuxi, the cultural ancestor of Chinese civilization” and a 

“treasure house of grotto art.” In response to tourists’ strong 

demand for “in-depth cultural interpretation” (72.6%), 

Tianshui should involve experts, scholars, and cultural figures 

in the production of new media content. It should launch high-

quality short-video and documentary series on cultural inter-

pretation, transforming profound cultural symbols such as 

Fuxi culture, Dadiwan culture, and the art of the Maijishan 

Grottoes into accessible, engaging, and memorable stories. 

Through cultural empowerment, Tianshui can enhance the 

depth and quality of its tourism image and achieve a strategic 

shift from a single viral food image to a diversified cultural 

tourism experience. 

6.2. Optimizing the Communication Matrix: 

Building Precise and Differentiated 

Marketing 

In response to “imprecise audience coverage,” “serious 

content homogenization,” and “limited forms of interaction” 

in current new media communication, Tianshui should opti-

mize its new media communication matrix. First, it should im-

plement differentiated multi-platform operation strategies. On 

short-video platforms such as Douyin and Kuaishou, the city 

may continue to emphasize striking visual effects and food ap-

peal to attract broad online traffic. On content-based commu-

nities such as Xiaohongshu and Zhihu, it should focus on prac-

tical travel guides and cultural interpretation to reach tourists 

interested in in-depth travel more precisely. 

Second, Tianshui should innovate interactive formats and 

organize integrated online–offline activities, such as “live 

streaming of folk festivals,” which corresponds to the needs 

of 64.7% of surveyed tourists. At the same time, it should es-

tablish a communication mechanism that combines official 

guidance with UGC, or user-generated content. By encourag-

ing tourists to share authentic experiences, Tianshui can en-

rich the content ecosystem and enhance the authenticity and 

credibility of destination communication. 
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6.3. Upgrading Products and Services: Creating 

High-Quality Immersive Tourism 

Experiences 

High-quality tourism experiences are essential for retaining 

visitors and promoting revisit and recommendation intentions. 

On the one hand, Tianshui should develop integrated cultural-

tourism products by incorporating intangible cultural heritage 

demonstrations, such as carved lacquer craftsmanship, and 

folk cultural experiences into regular tourism routes. This 

would help extend tourists’ length of stay and enhance the dis-

tinctiveness of cultural experiences. 

On the other hand, given tourists’ relatively weak percep-

tion of “well-developed tourism service facilities” (mean = 

4.04), Tianshui must address shortcomings in basic infrastruc-

ture. This includes optimizing transport networks, improving 

public services in and around scenic areas, regulating the tour-

ism market, reasonably controlling tourism costs, and improv-

ing smart tourism service systems to enhance tourists’ experi-

ence before, during, and after travel. Through the comprehen-

sive upgrading of both infrastructure and services, Tianshui 

can strengthen tourists’ sense of security and satisfaction and 

further consolidate a positive urban tourism image. 

7. Conclusions and Prospects 

7.1. Research Conclusions 

Taking Tianshui in Gansu Province as the research object, 

this study analyzes 215 valid questionnaire responses and re-

veals the perceived characteristics and challenges of 

Tianshui’s urban tourism image in the new media era. The 

findings are as follows. First, Tianshui has constructed a dual-

core tourism image on new media platforms: an “internet-fa-

mous culinary city” and a “sacred site associated with Fuxi, 

the cultural ancestor of Chinese civilization.” Short-video 

platforms are the main channels through which tourists obtain 

information and form destination perceptions. 

Second, new media content plays a significant role in stim-

ulating tourists’ travel motivation and building affective con-

nections. However, current communication practices still face 

problems such as content homogenization, limited interaction, 

and insufficient cultural depth. Third, tourists generally eval-

uate the overall tourism experience in Tianshui positively and 

show strong intentions to revisit and recommend the destina-

tion. Nevertheless, tourism service facilities and length of stay 

still require improvement. Accordingly, this study proposes a 

systematic strategy involving the deepening of image conno-

tations, optimization of the communication matrix, and up-

grading of the service experience. 

7.2. Research Limitations and Future Prospects 

Although this study has generated useful findings, several 

limitations remain. First, due to survey constraints, the sample 

size is relatively small, with 215 valid responses, and respond-

ents are concentrated mainly among young and highly edu-

cated groups. Future research should expand the sample cov-

erage to improve the generalizability of the conclusions. Sec-

ond, this study mainly relies on cross-sectional data and there-

fore cannot dynamically trace the evolution of Tianshui’s 

tourism image over time. 

Future studies may introduce advanced big data mining 

techniques, such as multimodal text analysis and affective 

computing, and combine them with longitudinal surveys. 

Such approaches would support more comprehensive and dy-

namic evaluations of the tourism images of Tianshui and other 

emerging internet-famous cities, as well as comparative re-

search across destinations. 
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