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Abstract:

Based on the revitalization of the tourism industry under the normalization of the COVID-19 epidemic
prevention and control, this study uses the most effective predictive index of research-driven behavior ---
behavior intention to construct the Extended-TPB model, to study the behavior intention of tourists in the
special period background and clarify the influence mechanism of tourists' choice of consumption behavior.
The research not only provides a reference for the cultural and travel enterprises to suggest the
characteristics of tourists' consumption behavior at present, but it also provides a reference for the
revitalization of the industry after the epidemic. The results show that: 1) the prevention and control effect
of China's COVID-19 and the epidemic prevention measures of cultural and tourism enterprises are
important factors such as tourist behavior attitude, subjective norms, etc.; 2) Tourists' trust in Chinese
culture and tourism industry and preference for Chinese culture dilute the pressure of subjective norms to a
certain extent, that is the higher the trust, the less affected by the epidemic or the attitudes of surrounding
relatives and friends, and vice versa; 3) According to the characteristics of China's culture and tourism
industry and epidemic situation, the construction of culture and information capitals can effectively promote
the generation of cultural tourism behavior.

Keywords: Normalization of Epidemic Prevention and Control, Culture and Tourism Industry,
Extended-TPB, Information Capital.

I. INTRODUCTION

In recent years, Ministry of Culture and Tourism of China and other places adhere to the developing
ideas that "fit for integration and integrate if it can integrate as far as possible integration, use culture to
promote tourism and make tourism highlight culture™, which accelerate the realization of the integration of
cultural and tourism industry aggregation effect. But just when this new and high social benefits and
economic value of the industry gradually towards the direction of mutual prosperity and mutual
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dependence steadily forward, this "black swan" "COVID-19" suddenly struck disrupting the development
trajectory and rhythm that the impact can be said to be unprecedented. Although China in the epidemic
prevention and control has repeatedly made great efforts, with the "COVID-19" in-depth understanding, it
can not completely eradicate the new crown virus has become a consensus in a short period of time. In
order to recover economic and social development in the fastest time, the world will enter a long period of
time to normalize prevention and control without affecting the epidemic prevention and control, that is
"post-epidemic era.” In this context, China's culture and tourism industry should not only re-boost the
confidence of the development of the industry, but also combine the actual exploration of tourists' behavior
intentions in the context of the epidemic and strive to find opportunities in the crisis. As long as the
industry does not fall, the source of customers is still and the epidemic prevention and control is not lax
coupled with China's strong consumption capacity and gradually increasing the level of urbanization and
governments at all levels of the cultural and tourism industry benefits policy, it will certainly create a new
development path in line with the requirements of epidemic prevention and control. However, in view of
the cultural and tourism industry is vulnerable to the external situation, it is urgent to effectively promote
the consumption behavior of tourists. Based on this, this study takes tourists' consumption behavior
intention as the entry point and refers to the Multi-attribute Attitude Model (MAM), Rational Behavior
Theory (TRA)[1] and Model of Goal-directed Behavior (MGB)[2] derived from the "attitudinal behavior"
paradigm. MGB and other consumer behavior studies confirmed Ajzen's TPB model[3], which is widely
used in various fields in behavior analysis, to verify the logical correlation of various predictive variables
in this study. However, the traditional TPB framework is insufficient to fully analyze tourists' behavioral
intentions and influence mechanism under the background of normalized epidemic prevention and control.
It is necessary to add other predictive variables to improve the explanatory power of the model[4]. To this,
this study puts forward the direction of the information capital variable assuming that the behavioral
attitude, subjective norm, perceived behavioral control, tourists to the tour industry of trust, information
consumption, network literature brigade knowledge and information to create nine variables. The variables
are the three test items, snowball survey method is used in China and distributed 430 questionnaires, 362
valid questionnaires have been collected, and it is planned to explore the validity of the Extended-TPB
model through the deviation test, reliability and validity test, model verification and other methods, and
investigate the prevention and control effect of COVID-19 in China and factors influencing the epidemic
prevention measures of cultural and tourism enterprises on tourists' behavior attitudes and subjective
norms at the same time. The relationship between information capital construction and the development of
culture and tourism industry.

Il. THEORY BACKGROUND
2.1 Culture Capital and Information Capital in Culture and Tourism Industry

China has highlighted the new development pattern of "double circulation” in the 14th five-year plan,
in which "internal circulation” occupies the main position in the framework of this pattern and the culture
and tourism industry is one of the important industries to promote the internal circulation and effectively
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expand domestic demand. With the further development of the industry, the structural relationship and
internal logic of the integration of culture and tourism have also been re-examined[5]. However, there are
few studies to grasp consumers' behavior cognition of this industry as a whole due to the lack of in-depth
analysis of various dimensions of cultural and tourism integration, which makes the actual tourism
products still tend to be solidified and single, which proves the importance and urgency of cultural
capitalization in the development of cultural and tourism industry. Bourdieu summarized the importance of
necessary "information™ and "knowledge" in cultural tourism as "cultural capital”. He believes that culture
capital is not directly related to commodity trading or competition among individuals. It is an embodiment
of soft power and its accumulation and exchange need to be transformed through time, action, money or
social status[6]. From this perspective, the integration of culture and tourism is also a medium for the
transformation of cultural capital, because tourism consumers can transform distant and difficult landscape
presentations such as history and art into private experience and symbolic language through the acquisition
of cultural capital. Although the concept of culture capital came into being with the discussion of Marx's
capital theory, it points to the unfairness of cultural consumption and class opposition. However[7], with
the changes of the times, the class structure of contemporary society has disintegrated and the social
structure of digital media based on information has been formed at the same time[8]. Coupled with the
popularity of network media, some cultural tourism projects that used to be limited to the upper class have
now broken the class gap. The decisive factor of contemporary social and cultural consumption has also
turned to the accumulation and utilization of information capital. In other words, information capital has
become a new source of culture capital. Therefore, there are more and more studies on the demonstration
of information capital as the core element of cultural capital accumulation in the academic circles and
some discuss the network information as a new phenomenon of cultural consumption[9]; There are studies
that assume different cultural consumption levels of individuals according to the degree of information
utilization[10]; There are also studies on the assumption that information consumption and information
production, which take the influencing variables of cultural consumption as elements of information
capital[11]. Combined with the above literature, this paper will expand the discussion on the behavior of
culture and tourism consumption from "what to consume™ to "how to consume" and pay attention to the
behavior characteristics before and after the emergence of cultural tourism consumption behavior.

2.2 Extensive Planned Behavior Theory

Predicting consumer behavior intention is an important part of social science research. In this regard,
Ajzen and Fishbein believe that the behavior intention is the decisive factor affecting human behaviors,
and the attitude and subjective norms are the two main antecedents determining behavior intention, and
they put forward the rational behavior theory (TRA: Theory of Reasoned Action)[12]. TRA greatly
improves the ability of behavior prediction, but its application must have individual controllability of
behavior ignoring the influence of uncontrollable factors such as capital, time and the attitude of
surrounding relatives and friends. Therefore, Ajzen added the antecedent variable of perceived behavioral
control on the basis of TRA model and formed the theory of planned behavior (TPB: Theory of Planned
Bebavior) [13]. Perceived behavior control is the explanation of individual objective behavior ability,
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which is more in line with the mastery of individual behavior uncontrollability in the real situation. After
that, Ajzen put forward the Extended-TPB theory through demonstration pointing out that the persuasion
and reliability of the TPB model can be solved by adding expansion variables according to the actual
situation. E-TPB as a perfect scheme of the TPB model began to be accepted by the majority of scholars.
Chen and Tung added environmental concerns and moral cognitive variables to effectively analyze the
behavior of hotel consumers[14]; KO Jin-Sook and Seo Young-Soo decomposes social capital into three
predictive variables: the relational, structural and cognitive as a supplement to the TPB model to explain
the villagers' participation intention in Rural Revitalization in South Korea[15]. In addition, Richetin et al.,
Yang Eun Young and Lee Gye-Hee, Qiu Hongliang and other scholars have also demonstrated the
effectiveness of E-TPB model from different perspectives[16-18]. However, most studies only set the
antecedent or local attachment with the influencing factors on the variables such as attitude, subjective
norms or perceived behavior control in the existing TPB model as the regulatory variable. It is as the
dependent variable of behavior intention analysis and did not make empirical analysis or aftereffect
hypothesis on the influencing variables after behavior intention. Therefore, this paper attempts to expand
the analysis of the behavioral impact after the cultural tourism consumption intention, and adds
hypothetical variables such as the information consumption and information production.

I1l. RESEARCH METHODOLOGY
3.1 Research Model and Hypothesis

3.1.1 Cognition and behavioral attitudes, subjective norms and place identity of the normalization of
COVID-19 epidemic prevention and control

Many studies have applied E-TPB model to discuss the consumption behaviors, and it has been proved
that E-TPB model has good predictive and explanatory effectiveness in the field of behavior. This paper
takes the consumption behavior of tourists in China’s cultural and tourism industry as the research object
that belongs to the category of typical individual behavioral intention decisions, so it is feasible and
reasonable to take the TPB model as the basic analysis model framework. According to the analytical
framework of this model, the behavioral attitude is an effective predictive variables that contribute to
behavioral intentions, which can be seen as "and predictive behavioral intentions[19,20]. In view of the
research background of this paper is that China has entered the period of the normalization of COVID-19
epidemic prevention and control, two expansion variables that are "the cognition of normalization of
COVID-19 epidemic prevention and control” and "tourists' place identity in China's culture and tourism
industry” are added to the basic analysis framework. The main reason comes form the influence of
“perceived risk” on tourists' consumption behavioral attitudes[21,22]. In this regard, the academic circle
has empirically analyzed that the perceived risk of tourism industry (place) will significantly reduce the
tourists' intentions of (re) consumption behavior from multiple perspectives such as infectious diseases,
natural disasters, environmental heath, terrorist events, etc[23,24]. It will also have adverse effects on the
subjective norms and cognitive behavioral control[25]. On the premise that tourists have the correct
cognitive ability of epidemic prevention and control, culture and tourism enterprises can establish a good
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tourism image, service quality and tourism experience through effective prevention and control measures,
that is to deepen the tourists’ place identity in cultural and tourism enterprises. On the discussion of the
place identity and behavioral attitudes, subjective norms and cognitive behavioral control, Chinese
scholars Cao Wenping, Xu Chunxiao and Zhao Xianzhong took Shaoshan and Guilin Scenic Areas as
examples to conduct empirical research, and the results proved that tourists' place identity in destination is
an effective predictive variables of the above three variables[26]. Based on this, the following hypothesis
are made:

H1a: The cognition of the normalization of epidemic prevention and control has a positive impact on
tourists' consumption behavior attitudes of participation in China's culture and tourism industry.

H1b: The cognition of the normalization of epidemic prevention and control has a positive impact on
tourists' subjective norms of consumption behavior of participation in China's culture and tourism industry.

Hi1c: The cognition of the normalization of epidemic prevention and control has a positive impact on
the cognitive behavioral control.

H2a: The place identity of tourists has a positive impact on tourists’ consumption behavior attitudes of
participation in China's culture and tourism industry.

H2b: The place identity of tourists has a positive impact on the subjective norms of tourists’
consumption behavior attitudes of participation in China's cultural and tourism industry.

H2c: The place identity of tourists has a positive impact on has a positive impact on the cognitive
behavioral control.

3.1.2 The relationship between attitudes, subjective norms, cognitive behavioral control and behavioral
intentions

According to the theory of planned behavior proposed by Ajzen and the research on expansion-TPB
model carried by other scholars with the help of this theory[27-29]. Personal attitude (personal attitude, PA)
is the persistent positive or negative behavior beliefs (Behavior Beliefs, BBi) and outcome evaluations
(Outcome Evaluations, OEi) developed by individuals toward the industry. The attitude is the correct
individual cognition of the normalization of COVID-19 epidemic prevention and control and the effective
trust in China's cultural and tourism industry combined with the research objects of this paper. Therefore,
the higher the individual trust evaluation of China's epidemic prevention measures and culture and tourism
industry, the more positive attitudes with the stronger their behavioral intentions as follows:

PA=Y!_. BBIiOEi; (1)

Subjective Norm (Subjective Norm, SN) refers to the influence of certain social environment and
pressure on individuals, so the formation of subjective norms will also have an effective influence on the
formation of attitudes and cognitive behavioral control, which can be regarded as the sum of products of
normative beliefs (Normative Belief, NBj) and the individual motivation to comply (MCj) to the social
groups’ environment and pressure with greater influence on them. As shown in the following:
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SN=Y)_, NBjMCj; )

Cognitive behavioral control is the degree of control that individual feels when trying to take a certain
act mainly including two layers of interpretation: one is the control belief (Control Belief, CBk) that may
promote or hinder behavioral intentions, namely the degree of individual trust or preference for China’s
culture and tourism industry; the other is the perceived facilitation (perceived facilitation, PFk), that is the
perceived difficulty degree of individuals to participate in cultural travel in China. In short, the more they
trust China's culture and tourism industry, the higher their preference for China's culture and tourism
landscape and the more reasonable the cognition of the normalization of epidemic prevention and control,
the stronger the intentions to realize the consumption behavior of China's culture and tourism industry. Its
function expression can be summarized as follows:

PBC=Yk_, CBkPFk; (3)

In conclusion, the following hypotheses are made:

H3a: Personal attitudes has a positive impact on tourists' intentions of consumption

behavior.

H4a: Subjective norms have a positive impact on tourists' intentions of consumption behavior.

H5a: Cognitive behavioral control has a positive impact on tourists' intentions of consumption
behavior.

3.1.3 The relationship among subjective norms, behavioral intentions and expansion variables

The behavioral intention mentioned in this paper refers to the tourists’ behavioral intentions to conduct
tourism consumption in China's culture and tourism industry. Due to the characteristics of culture and
tourism industry such as leisure, health preservation and cultural cultivation, etc, the stronger the tourists'
behavioral intentions, the higher the information demand for China’s culture and tourism industry[30].
However, with the rise of 5G, the arrival of the big data era and the popularity of home office in the
post-epidemic era, the information consumption has expended to the network environment, forming a
“social currency” that cannot be underestimated and becoming an effective variable to promote tourists'
consumption behavior[31]. This paper divides tourists' behavior under the influence of intention into three
expansion variables: network information consumption, culture and tourism consumption and network
information reproduction. However, we consider the particularity of COVID-19 epidemic and the strong
influence relationship between the three expansion variables and subjective norms reflected in actual
research, this paper adds the influence relationship between subjective norms and expansion relationships
on the basis of behavioral intention, obtaining the following hypothesis:

H6a: Tourists' subjective norms have a positive impact on network information consumption.

H6b: Tourists' subjective norms have a positive impact on culture and tourism consumption.

H6c: Tourists' subjective norms have a positive impact on network information reproduction.

H7a: Tourists' behavioral intentions of consumption have a positive impact on network information
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consumption.

H7b: Tourists' behavioral intentions of consumption have a positive impact on cultural and tourism
consumption.

H7c: Tourists' behavioral intentions of consumption have a positive impact on network information
reproduction.

3.2 Theoretical Model Construction

As mentioned above, based on the analysis of the TPB framework, this paper introduces expansion
variables such as cognition of normalization of epidemic prevention and control, network information
consumption and network information reproduction, and constructs a hypothesis model for researching the
consumption behavior intentions in the China’s cultural and tourism industry based on expansion-TPB, as
shown in Figl:

Fig.1: Hypothesis Model

3.3 Data Collection and Analysis Method

In this paper, we assume 9 variables including behavioral attitudes, subjective norms, control of
perceived behavior, tourists' trust in culture and tourism industry, network information consumption,
network information reproduction, etc. Each variable is given with 3 measurements, 430 questionnaires
were distributed in inside and outside China by adopting the snowball survey, and 362 valid questionnaires
were recovered with the recovery rate of 84.5%. The questionnaire used the Likert scale 5 (Likert scale 5)
with setting a total of 27 item, the 362 effective sample sizes is 13.4 times the number of items measured
reaching the prescribed criteria of the structural equation model to performing effective analysis. The
questionnaires were collected from June 1 to August 10, 2021 lasted approximately two months. The paper
mainly used tools to do data analysis such as SPSS25 and Amos27, etc. The existence of allowable
variable error during Amos operation, which can obtain relatively accurate analysis results, is conducive to
the optimization of structural equation model. Therefore, it is suitable for the analysis of this research

adding multiple potential predictive variables with the E-TPB model.
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IV. RESEARCH RESULTS
4.1 Demographic Characteristics of the Available Data

Among the 362 valid questionnaires, the male accounting for 46.4% is total of 168; the female
accounting for 53.6% is total of 194. There are slightly more female than male, but the gender distribution
is more balanced. In terms of age, 71 people were under 20 years old accounting for 19.6%; the majority of
young people is 158 people between 21-30 years old accounting for 43.6%; the proportion of aging 31-40
years old ranked second accounting for 20.7%. In terms of age distribution, this survey obtained positive
responses from groups aged 21-30 and 31-40 years old, and also reflects the age characteristics of
consumer groups in China's culture and tourism industry. In terms of educational level, it can be seen that
the educational level distribution of the investigated groups is relatively balanced with the effective
proportion of technical secondary schools and junior colleges 17.7% and 17.4% respectively; the largest
number of respondents were 123 people those are with a bachelor's degree accounting for 34.0%; There are
also no lack of high-level education respondents, such as 19.3% respondents with master's degree and 11.6%
respondents with doctor's degree. The distribution of academic background of the respondents not only
reflects the overall academic background structure of the current Chinese tourists, but also reveals that the
high-level education people are the main force of consumers in the current culture and tourism industry. In
terms of the occupations of respondents, 139 students take up a large proportion accounting for 38.4%; the
rest are distributed in enterprises, government, medical and educational institutions accounting for 18.0%,
11.9%, and 21.3%, respectively; and other occupations accounted for 10.5%. In terms of monthly
disposable income, respondents in the segment of 0-2,000 yuan income and 2001-4,000 yuan account for
over half of the total accounting for 27.1% and 28.5% respectively, while the respondents with the income
of 4001-6000 yuan, 60001-8000 yuan and 8000 yuan accounted for 18.5%, 10.5% and 15.5% respectively.
This shows that there is still a great room for improvement in the consumption capacity of basic consumer
groups although China’s culture and tourism industry is gradually transforming to the high-end consumer
market.

4.2 Test of Model Fitting Degree, Reliability and Validity

At the stage of specific analysis, this paper first performed the Cronbach's Alpha coefficient and
Harman univariate test for the survey data. As the results are shown in TABLE I, the overall Cronbach's
Alpha value of the 9 predictive variables is 0.969, greater than 0.9; Cronbach's Alpha values of each
potential variable ranged from 0.745 to 0.842, all of which were greater than 0.7, showing that the
questionnaire data were suitable for further analysis of this research with the high reliability. From the
design rationality of the model, common method bias validation was performed using the Harman
univariate test and the results show the value of KMO is 0.972 and 5°=6980.934 (p=.000). The first factor
variance interpretation rate before rotation of the data was less than 50%, indicating that the CMV is in the
acceptable range. the extracted factor was greater than 1 after rotation and the cumulative variance
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interpretation rate is 76.99%, greater than 50%, showing that the CMV is not obvious and the information
of all variables can be efficiently extracted. Based on this, it shows that common method bias problem of
this sample data is not obvious with the higher overall data validity.

TABLE I. Reliability Analysis Results

Latent variables Measurement Univariate Overall KMO value and
index Cronbach's alpha Cronbach's alpha significance
COVID-19's prevention and
control normalization CC1~CcC3 0.813
cognition
Place identity PI11~PI3 0.745
Attitude towards the BAL~BA3 0.822
Subjective norm SN1~SN3 0.842 Bartlgthg;:er&izztest-
percelvsgntt)reor}aworal PBC1~PBC3 0817 0.969 7=6080.934
Behavioral intention BI1~BI3 0.795 (p=.000)
Network information NIC1~NIC3 0.794
consumption
Culture and tourism CTC1~CTC3 0811
consumption
Information production IP1~1P3 0.839

After determined the validity of the sample data, this paper had carried out model fitting and
verification factor analysis through AMOS software, and verified the influence of 5 expansion variables
such as normalization cognition and 4 predictive variables such as the personal attitudes towards the
behavior on the tourists' consumption behavior in culture and tourism industry in China under the epidemic.
During the initial operation, it was found that part of the fitting index of the model did not meet the
standard with x*=785.641 (df=269, p<<.000), */df=2.871 (Standard: between 3-1), RMR=.0426 (Standard:
<.08), GFI=.815 (Standard: greater than .9), AGFI=.786 (Standard: greater than .9), CFI1=.898 (Standard:

greater than .9), NFI=.861 (Standard: greater than .9), TLI=.884 (Standard: greater than .9), IFI=.899
(Standard: greater than .9) and RMSEA=.068 (Standard: < .08) [32]. Therefore, we corrected the projects
with the low SMC value according to the MI index, and the correction principle always followed the
scientific and simple model design concept[33]. After modification, the fitting degree is more reasonable
than the original model and all values are within the standard range with x°=694.082 (df=308, p<<.000),
v’ldf=2.254, RMR=.0334, GFI=.871, AGFI=.842, CFI=.943, NFI=.903, TLI=.936, IFI=.944 and
RMSEA=.059. Although the index of GFI and AGFI was not greater than 0.9, GFI and AGFI values are
acceptable according to the study of Byrne and others scholars as long as they are above 0.8[34]. Therefore,
it can be determined that the modified model fitting degree is relatively ideal, suitable for the research on
tourists' intentions of consumption behavior in China’s culture and tourism industry. The next step is to
analyse the aggregation validity of the model by using confirmatory factor, which mainly verifies the
factor loading, critical ratio (Critical Ratio, t value), topic reliability, combination reliability, convergence
validity and other values. As shown in TABLE 1I, all the factor loadings are above 0.5, t values are greater
than 1.965, the combination reliability is between 0.751~0.841 with all standard values greater than 0.7.
AVE is 0.502~0.639 with all greater than 0.5, showing that the aggregation validity of each variable is
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better. In addition, the AVE value square root of each latent variable in the scale is between 0.709~0.799,
whereas the correlation coefficient between the latent variables is between 0.427~0.534, showing that the
differential validity of each variable meets the expectation.

TABLE II. Confirmatory factor analysis results

Measurement

Latent variables index Unstd. S.E. t-value P Std. SMC CR AVE

CCl1 1.000 776 602 815 595
ccC Ccc2 1.089 .068 15.975 e 794 630
CC3 972 .066 14.753 e 743 552

PI1 1.000 723 523 751 502
Pl P12 .900 .068 13.243 e 711 506
PI3 862 .067 12.867 e 691 AT7

BAl 1.000 773 598 820 603
BA BA2 1.035 .065 15.885 e T71 594
BA3 1.077 .066 16.271 e 786 618

SN1 1.000 786 618 841 639
SN SN2 1.053 .062 16.898 e 811 658
SN3 1.007 061 16.588 e .800 640

PBC1 1.000 759 576 816 597
PBC PBC2 1.045 .067 15.491 e 782 612
PBC3 1.068 .069 15.380 e a7 604

BI1 1.000 745 555 792 559
BI BI2 .990 .066 14.946 e 753 567
BI3 .995 .067 14.766 e 745 555

NIC1 1.000 733 537 796 565
NIC NIC2 1.060 075 14.089 e 769 591
NIC3 1.047 076 13.782 e 753 567

CcTc1 1.000 802 643 815 595
CTC CcTC2 944 .060 15.803 e 794 630
CTC3 861 .062 13.992 e 716 513

IP1 1.000 785 616 839 635
IP IP2 1.063 .063 16.925 e 816 666
IP3 .985 061 16.265 ok 790 624

According to the data in TABLE III, the normalization cognition of epidemic prevention has a positive
(+) impact on personal attitude towards the behavior (CC—BA=.395, C.R.=3.242, P<<.01), subjective
norm (BCC—SN=.454, C.R.=3.441, P<<.001) and perceived behavior control (g CC—PBC=.292,
C.R.=2.043, P<<.05), so three hypothesis paths Hla, H1b and Hlc are established; the tourists’ place
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identity to China’s culture and tourism industry has a positive (+) impact on personal attitude towards the
behavior (BPI-BA=.623, C.R.= 4.951, P<<.001), subjective norms (BPI—-SN =.529, C.R.= 3.991, P
<<.001) and perceived behavioral control (BPI—-PBC =.686, C.R.= 4.623, P<<.001), so three hypothesis
paths H2a, H2b and H2c are established; tourists' consumption behavior intentions affect by personal
attitude towards the behavior (B BA—BI=.630, C.R.= 2.728, P << .01) and subjective norms
(BSN—BI=.009, C.R.=.049, P>.05) with a positive (+) impact, but perceived behavior control has no
positive (+) impact on towards tourists' consumption behavior intentions (BPBC—BI=.382, C.R.=2.397, P
<<.05), so the two hypothesis paths H3a and H5a are established, while the H4a hypothesis path isn't
established; Tourists' subjective norms don’t have the positive (+) impact on network information
consumption (BSN—NIC =.077, C.R.= .343, P>.05), culture and tourism consumption (BSN—CTC
=.303, C.R.= 1.372, P>.05) and network information production (BSN—IP =.170, C.R.=.866, P>.05) all
haven't a positive (+) impact, so three hypothesis paths H6a, H6b and H6c aren't established; Tourists'
consumption  behavior intentions have a positive (+) impact on network information
consumption(BBI—-NIC =.844, C.R.= 3.764, P<<.001), culture and tourism consumption (BBI—CTC
=.573,C.R.= 2.639, P<<.01), and network information production (BBI—IP =.786, C.R.= 4.014, P<<.001),
so three hypothesis paths H7a, H7b and H7c are established.

TABLE III. Path coefficients test of the hypothesis model

Path coefficient

Hypothesis path Unstd. Std. S.E. (t_c\:/;jj ¢) P Results

a CC—BA .382 .395 118 3.242 .001 Supported

H1l b CC—-SN AT72 454 137 3.441 kk Supported
¢ CC—PBC 291 .292 143 2.043 .041 Supported

a PI-BA 595 .623 120 4.951 Hkk Supported

H2 b PI-SN 541 529 136 3.991 il Supported
¢ PI-PBC 676 .686 146 4.623 kk Supported

H3 a BA—BI .636 .630 .233 2.728 .006 Supported
H4 a SN—BI .008 .009 .168 .049 .961 Not support
H5 a PBC—BI 374 .382 .156 2.397 .017 Supported
a SN—-NIC .074 .077 216 .343 731 Not support

H6 b SN—CTC .306 .303 .223 1.372 170 Not support
SN—IP 72 170 198 .866 .386 Not support

a BI-NIC .865 .844 .230 3.764 Fkk Supported

H7 b BI-CTC 613 573 232 2.639 .008 Supported
¢ BI-IP .845 .786 210 4.014 Fkk Supported

goodness-of-fit statistics for the ~ 22=694.082 (df=308 ,p <.000) ,;2/df-2.254 ,RMR=.0334 ,GFI=.871 ,AGFI=842 ,CFI=.943 ,NFI=903 ,
measurement model: TLI=.936 , IFI=.944 , RMSEA=.059

Note.* p <0.05; **p <0.01; ***p <0.001.
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V. CONCLUSION

Based on the theory of planned behavior (TPB) and combined with practices, this study attempts to
form an Extended-TPB model by introducing pre-variables and post-variables such as tourists' cognition of
the normalization of epidemic prevention and control, regional attachment and cultural and information
capital in the culture and tourism industry combined with the fact, and explores the impact mechanism of
tourists’ consumption related to the culture and tourism industry in China under the actual situation of the
normalization of epidemic prevention and control. Through the above model construction and empirical
analysis, the following conclusions are drawn.

Firstly, the Extended-TPB model has a strong explanatory power to research the behavioral intention of
consumers when they consume in China’s culture and tourism industry under special public health
problems, which is consistent with the research paradigm of typical TPB models.

Secondly, the pre-expanded variables of the normalization cognition of epidemic prevention and
control and local attachment ( place identity ) of this study have significant influence on attitude towards
the behavior, subjective norms and perceived behavioral control, which is consistent with the conclusions
of previous studies. However, when analyzing the influence relations of attitude towards the behavior,
subjective norms and perceived behavior control on tourists' behavior intention, it is found that personal
attitude towards the behavior and perceived behavior control can have a direct impact on tourists' behavior
intentions, while subjective norms don’t have a significant impact on behavior intention, it isn't in
consistent with the conclusions of previous studies. After analyzing this, this paper holds that: 1) There is
no consensus on the current cognition of the epidemic, which leads to the fact that social pressures,
environment and other factors do not have a due positive impact on the individual behavior intentions,
indicating that tourists' place identity in China's culture and tourism industry and preference degree for
Chinese culture dilute the pressure of subjective norms to a certain extent, that is, the higher the place
identity, the less influenced by the epidemic situation or the attitude of surrounding relatives and friends,
and vice versa; 2) Culture and tourism consumption is not a pure consumption of tourism projects, but has
a strong tendency of personal cultural taste, so it is more susceptible to the influence of personal wishes,
that is, the consumption of culture and tourism projects is less influenced by the persuasion or pressure of
surrounding relatives and friends[35], and the personal attitude towards the behavior has a strong positive
relationship; 3) The observation perspective of the measurement items need to be deepened. The
measurement items of this variable mainly adopt the traditional observation perspective " how do the
surrounding relatives and friends view my behaviors". If the observation perspective is changed to "how
do the surrounding relatives and friends take action on a certain problem”, maybe the empirical results will
change[36]. Although the consumption of culture and tourism projects focuses on the difference of
personal attitude towards the behavior, it can also be influenced by surrounding relatives and friends,
which is proved by the positive influence of perceived behavioral control and behavioral intentions in this
paper. Therefore, for this variable, we should consider not only other expectations, but also other
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behavioral intentions, which provides a new direction for the follow-up research. In addition, since
subjective norms don’t have a significant positive impact on behavioral intentions, which also leads to the
result that the hypothesis that subjective norms have a positive impact on the three post-extended variables
in this paper is not established. However, behavioral intentions still have a strong positive impact on
network information consumption, culture and tourism consumption, and information production, which
further consolidates the Extended-TPB prediction model constructed in this paper.

Thirdly, the observation items of each potential variable have different impacts on it. According to the
corresponding number of factor loadings, it can be seen that the item CC2, that is "China's epidemic
prevention is in place and doesn't impact normal cultural tourism”, has the greatest influence on the
cognition of the normalization of epidemic prevention and control. The item PI1 that is "China's cultural
and tourism attractions are relatively safe in terms of public health” has the greatest influence on trust
degree. The item BA3 that is "l think it is valuable to carry out culture and tourism sightseeing and
consumption in the post-epidemic era" has the greatest influence on personal attitude towards the behavior.
The item SN2 that is "those who are important to me support my behavior of culture and tourism
sightseeing and consumption in China even in the post-epidemic era” has the greatest influence on
subjective norms. The item PBC2 that is "I have the ability to carry out culture and tourism sightseeing and
consumption in China" has the greatest influence on perceived behavioral control. The item BI2 that is "I
will actively recommend China's cultural and tourism industry, landscape and supporting facilities to
surrounding relatives and friends™ has the greatest influence on behavior intentions. The item NIC2 that is
"I will know all kinds of image information through the network according to my personal cultural and
tourism plan™ has the greatest influence on network information consumption. The item CTCL1 that is "I
have formed the habit of regular culture and tourism sightseeing and consumption in China" has the
greatest influence on culture and tourism consumption. The item IP2 that is "I will pass my personal travel
experience to my friends through various online social media™ has the greatest influence on information
production. Based on the above situation, it can be seen that: 1) The quality of national epidemic
prevention and control and public health preventive measures affect tourists' consumption psychology of
culture and tourism industry; 2) The development of culture and tourism industry should focus on tourists'
sense of value and identity to culture or the integration of culture and tourism, so as to enhance the
attraction of culture and tourism products; 3) Although the personal attitude of surrounding relatives and
friends is one of the influencing factors of behavioral intentions according to the research direction of this
paper, the influence is not significant and more attentions should be paid to the attitude of different groups
towards culture and tourism consumption and the ability of individuals towards cultural and travel
consumption; 4) Chinese culture and tourism products are deeply loved by most interviewees, but it is
necessary to use digital technology to improve the efficiency of tourists' active promotion and enhance the
enthusiasm of potential tourists' participation in order to expand their influence and participation.

To sum up, this paper makes an empirical discussion on the research topic from a quantitative
perspective, but some problems existing in this study are also reflected through sorting and analysis. There
are mainly three aspects : 1) According to the estimation of China Tourism Academy, despite the negative
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growth of 15.5% in the number of Chinese tourists in 2020 under the influence of the epidemic, the
number of tourists still can't be underestimated reaching 5.074 billion. In 2021, the number of tourists and
tourism revenue will return to the right track with the easing of the epidemic. Therefore, the number of
empirical samples needs to be increased in the face of the research on such a large amount of industrial
consumption behavior; 2) As the research on the mechanism of consumer behavior in China's cultural and
tourism industry is still in its infancy, its measurement dimension, influence mechanism and guidance
system have not been further discussed, which provides new enlightenment for follow-up research, such as
using qualitative research method to further explore the core issues; 3) Due to the large number of
participants in the research of consumer behavior in China's culture and tourism industry, the influence of
tourists' behavior is not only influenced by culture or network capital and other variables expanded in this
paper. There are many differences in observation dimensions among different types of tourists. Therefore,
it may be a more meaningful attempt to research the influence mechanism of tourists’ segmentation
behavior in this large research framework.

ACKNOWLEDGEMENTS

This research was supported by Key supporting projects of emerging (Interdisciplinary) disciplines of
philosophy and Social Sciences in Zhejiang Province in 2020-- Historical waters of East Asia and social
development of Zhejiang (Grant No. 20XXJC04CD) and Training program of China's College Students'
innovation and Entrepreneurship Program in 2021 (Grant No. 202112792036).

REFERENCES

[1] Fishbein M., Ajzen 1.(1975). Belidf, attitude, intention, and behaviro: An introduction to theory and research
reading. MA: Addison-Wesley.

[2] PERUGINI M, BAGOZZI R P.(2001). The role of desires and anticipated emotions in goal-directed behaviours:
Broadening and deepening the theory of planned behaviour. British journal of social psychology, 40(1): 79-98.

[3] Ajzen, 1. (1991).The theory of planned behavior, Organizational Behavior and Human Decision Process, 50,
179-211.

[4] Richetin, J., Perugini, M., Adjali, I., and Hurling, R.(2008).Comparing leading theoretical models of behavioral
predictions and post behavior evaluations. Psychology & Marketing, 25(12), 1131-1150.

[5] Hilary du Cros, Bob McKercher.(2015). Cultural Tourism. London: Routledge, 2015.

[6] Bourdieu, P, Richardson (ED.).(1986). The forms of capital , Handbook of theory and research for the Sociology of

Education. New York, Westpor: Greenwood Press, Inc.

[7] Zhang Nannan, Shen Jiangping. (2020). Marx and Bourdieu in the Mapping of Capital, Theoretical Horizon,
245(07), 14-39.

[8] Chan, T.W., and Goldthorpe, J.H. (2005). The social stratification of theatre, dance and cinema attendance,
Cultural Trends, 14(3), 193-212.

[9] ZHANG Peng, ZHOU Xun. (2021). Capitalization of Cultural Industries: Its Impact and the Countermeasures,
Journal of Nanjing normal university (social science edition), 03,140-148.

[10] Lee, S., Scott, D., & Kim, H. (2008). Celebrity fan involvement and destination in image formation, Annals of
Tourism Research, 35(3), 809-832.

1365



Forest Chemicals Review

www.forestchemicalsreview.com

ISSN: 1520-0191

Sept-Oct 2021 Page No. 1352-1367

Article History: Received: 10 August 2021, Revised: 25 August 2021, Accepted: 05 September 2021, Publication: 31 October
2021

[11] Bo Hyun Baek, Hyeog In Kwon. (2019). A Behavioral Analysis of the Consumers of Performing Arts Based on
Information Capital, Korea Business Review, 23(3), 125-145.

[12] Ajzen, I. & Fishbein, M. (1980). Understanding Attitude and Prediction Socail Behavior, Englewood Cliffs, Nj:
Prentic Hall, INC.

[13] Ajzen, 1. (1991). The theory of planned behavior, Organizational Behavior and Human Decision Process, 50,
179-211.

[14] Chen, M.F., & Tung, P.J.(2014). Developing an extended theory of planned behavior model to predict consumers’
intention to visit green hotels, International Journal of Hospitality Management, 36, 221-230.

[15] Ko, Jin-Sook & See, Young-s00.(2016). An Analysis on the Relationship between Social Capital and Resident
Participation Intention by Adopting the Extended Theory of Planned Behavior: Focus on Rural Village
Development Plan, Journal of Tourism and Leisure Research, 28(9), 7-25.

[16] Richetin, J., Perugini, M., Adjali, I., & Hurling, R.(2008). Comparing leading theoretical models of behavioral
predictiongs and post behavior evaluations, Psychology & Marketing, 25(12), 1131-1150.

[17] Yang, Eun-Young & Lee, Gye-Hee.(2019). The Effects of Career Motivation on Career Search Behavior Intention
among College Students Majoring in Airline Service: An Application of ETPB, Journal of Tourism and Leisure
Research, 31(4), 387-406.

[18] QIU Hongliang.(2017). Developing an Extended Theory of Planned Behavior Model to Predict Outbound
Tourists’ Civilization Tourism Behavioral Intention, Tourism Tribune, 32(6), 75-85.

[19] Ajzen & Icek.(2001). Nature and Operation of Attitudes, Annual Review of Psychology, 52(1): 27-58.

[20] ZHOU Yuan & MEI Qiang.(2018). ATPB-based Study on the Influential Factors of Behavior Intention of
Tourism Volunteer Service, Tourism Science, 32(03): 63-79.

[21] Bauer, R. A.(1960). Consumer behavior as risk taking, in Hancock, R.S. ed., Dynamic Marketing of a Changing
World, Chicago: American Marketing Association.

[22] Dowling, G. R., & Staelin, R.(1994). A model of perceived risk and intended risk-handling activity, Journal of
Consumer Research, 21(1): 119-134.

[23] Chew, E. Y. T., & Jahari, S. A.(2014). Destination image as a mediator between perceived risks and revisit
intention: A case of post-disaster Japan, Tourism Management, 40: 382-393.

[24] Mi-Sook Oh. & Mi-Young Oh.(2020). Influence of risk perception of COVID-19 and self-efficacy on the risk
perception of destination and intention to visit, International Journal of Tourism and Hospitality Research, 34(12):
91-108.

[25] Kim, E-Rang, Kwon, Yoo-Hong, Yu, Sook-Hee.(2017). A Study of Medical Tourism Behavioral Intentions after
MERS Based on the Extended Theory of Planned Behavior, Journal of Tourism and Leisure Research,
29(2):125-145.

[26] Cao Wenping & Xu Chunxiao.(2014). A Research on the Relationship between Tourist Destination Trust and
Approaching Intention: A Case Study of Shaoshan, Journal of Beijing International Studies University, 233(09):
45-53.

[27] Warburton, J. & Terry, D. J.(2000). Volunteer decision making by older people: A test of a revised theory of
planned behavior, Basic and Applied Social Psychology, 22(3): 245-257.

[28] Pavlou, P. A. & Fygenson, M.(2006). Understanding and predicting electronic commerce adoption, MIS Quarterly,
30(1): 115-143.

[29] XU Chun-xiao, LIU Mei-qin.(2019). Research on Behavioral Intention of Rural Residents' Ecological
Revitalization Based on TPB Extension Model, JOURNAL OF HUAIHUA UNIVERSITY, 38(7):53-60.

[30] TONG Jiejie, SU Tianshun, FANG Dongxiang.(2019). A Study on the Impact of Destination Attributes on
Anti-seasonal Tourism Behavior Intention in Mountain Tourist Areas — An Empirical Study Based on Huangshui

1366



Forest Chemicals Review

www.forestchemicalsreview.com

ISSN: 1520-0191

Sept-Oct 2021 Page No. 1352-1367

Article History: Received: 10 August 2021, Revised: 25 August 2021, Accepted: 05 September 2021, Publication: 31 October
2021

International Folklore Ecotourism Resor, Journal of Sichuan Tourism University, 143(4): 51-56.

[31]] DENG Hong-bo, JIN Ling, LIU Qing-qging.(2021). Research on the Influencing Factors of Women’s
Shop-Visiting Tourism Decision Making Behavior Under the Environment of Online Social Media, Journal of
Anhui Normal University(Natural Science), 44(1): 59-67.

[32] Hair, J., Black, W., Babin, B., Anderson, R., & Tatham, R.. Multivariate Data Analysis. Upper Saddle River, NJ:
Pearson Education.2006.

[33] Liu Haijian, Chen Chuanming.(2007). Corporate organizational capital, strategic prospectivity and business
performance, Management World, 5: 83-93.

[34] William J. Doll, Weidong Xia.(1994). Gholamreza Torkzadeh. A Confirmatory Factor Analysis of the End-User
Computing Satisfction Instrument, MIS Quarterly, 18: 453-461.

[35] Seol Min Yoon.(2011). Analysis on Behavior about Adventurous Leisure Activity by Using Extended Theory of
Planned Behavior (ETPB): Focused on the Role of Prior Know ledge and Attachmen, Korean Journal of
Hospitality & Tourism, 6: 189-208.

[36] Fishbein, M., and Aijen.(2010). Predicting and changing behavior: The reasoned action approach, New York:
Psychology Press.

1367



