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Abstract 

Festival tourism is part of a phenomenon which is rather larger than its tourism component. The relationship 

between people and the various elements of the festival may be complicated by the changing availability of 

information sources, including web-based sources, as well as changing relationships towards those sources with 

respect to access ease and trust. A sample of 400 respondents was achieved via online questionnaire distribution 

to investigate these issues and to formulate lessons that might inform marketing strategies relating to future 

iterations of the festival. It was found that no straightforward relationships existed with respect to segmentation 

of the sample and, therefore, population and that attitudes towards both information sources and the institutions 

of the festival are undergoing a process of change. 
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1. Introduction 

The Sanyuesan or March 3rd Festival is an annual event celebrated by a number of different ethnic minority 

groups across southern China from the third day of the third lunar month. In addition to providing the means for 

reproducing social relations at the beginning of Spring, this festival has the ancillary purpose of offering young 

people opportunities to meet each other in conditions which are considered non-scandalous. Many of the 

activities practised at the festival offer young women and men the opportunity to show off their prowess and to 

interact with each other. As China opened itself to the world, festivals such as this were used as opportunities to 

display the cultural capital of minority ethnic people. In some cases, the participants and activities were adjusted 

for the sake of tourists, by holding annual festivals on a daily or weekly basis or changing the women‟s attire to 

make them more alluring. The minority people (some of them in fact are played by Han Chinese) appear in the 

guise of the other and their diversity from the norm is emphasised (Yang & Hu, 2011). However, most 

Sanyuesan activities have managed to retain some measure of authenticity. 

The largest ethnic minority group in China is the Zhuang, a Tai-speaking people related to Thai and Lao people 

and other groups in Viet Nam and Myanmar. The main home of the Zhuang people is the Guangxi Zhuang 

Autonomous Region in south eastern China, bordering Viet Nam. The capital of the region is Nanning, where 

more than 750,000 of the overall 16 million Zhuang people live. Although they are now integrated into 

mainstream daily life in an urban environment, the Sanyuesan Festival offers an opportunity for people to 

commemorate their history and celebrate their traditions. This has also become an attraction for people from 

across China and beyond.  

In 2018, the Sanyuesan Festival in Guangxi province attracted 163,000 visitors across the five days of 

celebration with associate expenditure of 12.6 billion yuan ($US1.8 billion). This has become, in other words, 

quite a significant economic event. It has been boosted in this by early support from &the Chinese Communist 

Party, who from an early date recognised it as a genuine expression of cultural capital (Kaup, 2000:101). The 

festival provides a potential regular economic stimulus that would be of great value to Zhuang people. 

As China has developed, more of its people have gained the disposable income which betokens entry into the 

bourgeois classes. Chinese tourism has become familiar in the international context with large numbers of 
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tourists now visiting East and Southeast Asian countries and, also, for wealthier Chinese, Europe and North 

America. However, domestic tourism in China is less well-known. A recent estimate indicated that domestic 

attractions were visited 2.8 billion times in the first half of 2018 and this was an increase of 11.4% on the 

previous year. The value of the market was estimated at US$359 billion (China Daily, 2018). This is mostly 

urban to rural tourism or urban to urban tourism, with a sizeable component of „red tourism‟ related to the 

history of the Chinese Community Party (Li, 2008). However, despite the emergence of many new and often 

successful tourist sites and activities, it is not clear to what extent traditional activities such as the Sanyuesan 

Festival actually meets the needs of actual or potential customers. One way of investigating this is through 

examination of internet searches for the festival and cross-referencing this with activities and satisfaction. 

Internet usage has risen very rapidly in China and the rise of ecommerce platforms indicates how popular this 

activity has become. China has more than 730 million internet users and its mobile payment market is 11 times 

the size of that in the USA (Marinova, 2017). 

What, therefore, is the connection between Chinese domestic tourism, ecommerce use and the role of traditional 

folk festivals in contemporary China? This paper reports on quantitative research conducted to investigate these 

issues with respect to the 2018 Sanyuesan Festival in Nanning and Guangxi Zhuang Autonomous Region. 

Particular attention is paid to the issue of information sources and methods of booking. 

2. Literature Review 

2.1 Heritage Tourism 

Domestic tourism based on the Sanyuesan Festival should properly be considered a form of heritage tourism. 

Heritage tourism is not strictly defined but based on the idea of “… tourism related to what we have invented 

(McCain & Ray, 2003).” Those people who have a personal connection to the heritage may be called „legacy 

tourists.‟ Zhuang people travelling from other parts of China to where they might have migrated and returning to 

attend the festival would be considered legacy tourists. Contemporary approaches to philosophy, since at the 

least the formulation of post-modernism, requires the interrogation of authenticity as a means of approaching the 

genuine value of an experience. To some extent, a sense of authenticity may be managed from some people 

(Chhabra, Healy & Sills, 2003). It has been observed that the “desire for authenticity now occupies a central 

position in contemporary culture (Fine, 2003).” The perception of authenticity has been shown to have direct 

impacts on the satisfaction and experience of a site (Lu, Chi & Lu, 2015). However, it is not always a positive 

dimension of a site or activity and there may be many stakeholders who will be unhappy with expressions of 

negative authenticity (Zhou et al., 2018). There is, certainly, sufficient evidence of unfortunate historical events 

in Chinese memories to create a large amount of negative authenticity. However, there is less information 

available about the consumer behaviour of Chinese tourists with respect to Festival tourism. „Festival tourism‟ 

has been defined as involving socially sustaining devices that have meanings that go far beyond tourism, 

although that can be a significant component part (Quinn, 2006). It would be expected that, especially in 

connection with a domestic festival, potential tourists would have some knowledge of the social capital 

embedded within the events and to have a broader and more complex relationship with them than for other 

people. Consequently, it will be relevant to explore the implications of this for consumer behaviour in this 

context. 

2.2 Information Sources 

As communications increasingly take place online or via computer-moderated systems, it is not surprising that 

tourists too search for information about potential resort destinations in the same way. In doing so, the exact 

nature of the medium of communication changes and evolves and the nature of trust with different media also 

evolves (Munor & Jacobsen, 2013). Tourists generally respond to trust issues by obtaining information from a 

number of different web-based sources and according different levels of trust to them depending on personal and 

shared experiences (No & Kim, 2015). The research suggests that tourists will use information sources as a 

means of selecting different options (Andereck & Caldwell, 1994). The willingness of people to search for this 

information using their own time and resources indicates one of the more important ways that e-commerce has 

reinvigorated business activities (Werthner & Ricci, 2004). Expedia, for example, is a travel and reservations 

company based on the willingness of users to submit their opinions as content for the website. Now it is 

responsible for bookings for 325 million room nights in 2018 and had annual revenue of US$11.2 billion 

(Expedia, 2019). There are various other companies that have also achieved high levels of success in an industry 

estimated to be worth US$1.6 trillion annually. 

There are numerous examples of the ways in which trust varies in terms of both time and space (Freitag & Bauer, 

2013). Indeed, the work of Hofstede (e.g. 1980) and various followers have demonstrated extensively variations 
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across different societies. Although there may be differences in levels of trust which may be affected by such 

structural issues as means of payment and guaranteed receipt of goods, basic consumer behaviour principles are 

observed around the world (Teo & Liu, 2007). Nevertheless, as Chinese society changes, the levels of trust in 

institutions varies (Li, 2004) and may indicate the uneven nature of development in the country (Yang & Tang, 

2010) and the presence of corruption, which has been made evident through various high-profile campaigns (Zhu, 

Lu & Shi, 2013). 

3. Methodology 

There has been in recent years a definite movement from paper-based quantitative data collection to 

internet-based data collection. In China, the website which has come to be pre-eminent in such data collection is 

Wenjuan. Founded in Shanghai in 2004, Wenjuan offers various data collection, distribution and analytical 

services with a free online survey platform and an innovative management technology platform (Crunchbase, 

2018). This website was used as the principal means of data collection. After a process of examining the 

secondary literature and consultation, a customised questionnaire was produced to be distributed to people 

seeking holiday-based information via digital promotions. The ability to target the respondents in this way was 

considered to be one of the more attractive features of using this method. Participants are first contacted by 

mobile telephone and, if they wish to participate, scan a QR code which takes their device directly to the relevant 

section of the Wenjuan website. 

Owing to the nature of internet data collection, questions tend to be simple, closed multiple choice varieties, 

although there is some scope for more subtle approaches. Pilot tests are best conducted with friends and 

acquaintances beforehand since modifying an existing questionnaire on the website is problematic. 

The questionnaire is written in Chinese and respondents answered the 19 close-ended questions in that language. 

The questions were divided into demographic characteristics (i.e. gender, age, monthly income and occupation) 

and questions based on the seven elements (7Ps) of marketing: place; people; price; promotion; product; process 

and physical evidence. 

A total of 741 respondents in Nanning were contacted by mobile telephone and agreed to complete the 

questionnaire, which the website recorded taking between 1.1 to 61.4 minutes. According to the Yamane 

equation, 400 responses would be sufficient to represent the population of the estimated size at a confidence 

level of 95%. Consequently, a purposeful decision was taken to balance the sample with respect to the population 

(e.g. a surplus of students was present in the original sample) and 341 samples were randomly selected for 

exclusion from the identified categories. This process also enabled the exclusion of responses which appeared to 

offer incomplete or inconsistent responses. It is believed that all remaining responses were submitted in good 

faith by humans (i.e. not bots). Even so, the sample was not balanced in terms of some demographic categories. 

For example, 68.8% of respondents were female and only 30.2% were male.  

Data collection required only three days since the online data collection site averaged 240 completed responses 

per day. After being vetted and checked, responses were entered into the statistical programme SPSS for 

analysis. 

4. Findings 

The Guangxi Tourism Development Committee indicated that there were 623,000 internet searches for 

information on tourism in the province during the period January 1st-March 31st, 2018. Of these, the Chinese 

language sites Weibo and Wechat were the most commonly used. 

Table 1. Channels for Internet Information Searches, January-March, 2018; source: Guangxi Tourism 

Development Committee 

Channel No. of Searches %age 

Weibo 209,000 33.5 
Wechat 136,000 21.9 
Other website 122,000 19.5 
News sites 39,000 6.3 
Clients 85,000 13.7 
Forums 28,000 4.5 
Government affairs 14,000 2.2 
Blogs 9,000 1.5 
Magazines 5,000 0.9 
Overseas media 400 <0.1 
Video media 2,000 0.3 

The most commonly used sites are those where the content is controlled by the users, i.e. they result from 
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conversations and interactions with online friends and companions. The sites where the content is determined by 

website controllers or editors (e.g. news sites or magazines) are much less likely to be consulted. It is possible to 

argue that this is at least partly the result of the levels of trust that Chinese people have with respect to different 

types of information source. Only 1.1% of information searches overall were considered to be involved with 

sensitive information, so it seems unlikely that many of the respondents here were using specific sources to 

avoid drawing attention to themselves. 

When respondents were asked more specifically about obtaining information about Sanyuesan Festival, it was 

found that Wechat was again the most commonly used source, followed by active promotions. 

Table 2. Internet searches for Information about Sanyuesan Festival, 2018; original research (n = 400) 

Channel %age Channel %age 

Wechat 62.3 Activity promotions 44.8 
Other media 32.3 Radio 26.5 
Official website 28.0 Weibo 27.5 
Magazines 24.5 Outdoor advertisements 17.0 
Television and movie advertisements 14.3   

This table indicates that an interesting combination of push and pull media sources has been consulted by 

respondents. It suggests that it is really worthwhile for promoters to continue to use the traditional media of radio, 

television and magazine advertisements but these should be part of a mixed communications strategy with more 

direct and interactive approaches. These are relatively new ideas for Chinese public sector agencies. 

When further asked about whether respondents were aware of the official Festival logo as used on websites, 

Weibo and Wechat, 47.5% said that they had, while a further 35.8% were not sure and 16.8% did not know the 

logo. This is quite a positive result but it does indicate that there is scope for further improvement. This is 

reinforced by the fact that when asked for additional comments about online information relating to the Festival, 

50.0% thought that there was inadequate information about accommodation and food and beverages in the site, 

35.5% thought there was a lack of attractive online experiences for young people, 31,8% observed that official 

websites and presence on Wechat and Weibo was outdated, 30.8% noted imperfect cooperation with third party 

organizations and 27.5% talked about the unsupervised online marketing of derivative products (n = 400, source: 

original research). 

Attempts were made to try to determine whether respondents would be more influenced by profile, behavioural 

or psychographic variables, following the argument of Tkaczynski, Rundle-Thiele & Beaumont (2009). This was 

to explore the different ways in which segments might be made up with respect to different events and resorts 

and whether these will change in various ways. The profile variables included demographic, socio-economic and 

geographic variables. The behavioural variables include benefit sought, purchase occasion purchase behaviour, 

usage, perceptions and beliefs. Finally, the psychographic variables related to lifestyle and personality issues. 

These variables were cross-tabulated with the respondent‟s brand awareness to determine whether a statistically 

significant result was obtained. The results of this are shown in the following table: 

Table 3. Significance of Profile, Behavioural and Psychographic Variables; source: Original Research 

Variable N Sig. Category 

Monthly income 400 0.021*1 Profile 
Venue 400 0.013* Behavioural 
Magazine 400 0.006**  
Official website 400 0.010**  
Whom go with 400 0.000**  
Booking access 400 0.033*  
Payment method 400 0.008**  
Coupon access 400 0.000**  
Folk singing 400 0.000** Psychographic 
Folk sports 400 0.035*  
Culture activities 400 0.003*  
Not participants 400 0.000**  
Other souvenirs 400 0.045*  
Coupon contents 400 0.037*  
Inadequate service of official website 400 0.024*  

                                                        
1 In this paper, the convention is followed that a single asterisk denotes a distribution that is statistically 

significant at the 0.05 level and double asterisks are used for a result that is statistically significant at the 0.01 

level. 
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Inadequate service of 020 promotion 400 0.001**  

It is evident from these results that there are numerous statistically significant distributions obtained here, which 

suggests that the analysis has identified a meaningful way of understanding the overall results. Further analysis 

indicates that the results vary quite considerably. For example, higher levels of engagement with particular 

aspects of the festival are associated with higher levels of knowledge of the brand. Meanwhile, the source of 

information about the event also was associated with differing levels of brand awareness. It appears that, at the 

very least, it would be possible to identify different segments of consumers with the overall sample with regard 

to their level of engagement and knowledge of the festival. It would also be possible to identify some useful 

means by which it would be possible to communicate with the different segments. 

Table 4. Distribution of Preferred Destinations Cross-tabulated by Demographic Characteristics; source: Original 

Research 

Activity Gender Age Salary Position N 

Wuming 0.053 0.144 0.591 0.802 400 
Chongzuo 0.211 0.000** 0.000** 0.000** 400 
Nanning 0.009* 0.001** 0.096 0.721 400 
Liuzhou 0.232 0.313 0.719 0.947 400 
Laibin 0.031* 0.406 0.767 0.550 400 
Hechi 0.516 0.648 0.057 0.235 400 
Guilin 0.329 0.936 0.259 0.330 400 
Others 0.409 0.008** 0.020* 0.126 400 

It is evident that the demographic characteristics have been influential in providing statistically significant 

distribution only in the cases of Chongzuo and Nanning, with some significant results also noticeable for the 

„other‟ category. In the case of Chongzuo, people aged 18-24 were much more likely to attend (28.1%) than 

people in other categories, while people without a salary (44.950 were much more likely to attend than others 

and, perhaps in a related way, students (47.1%) are also much more likely to have attended. In the case of 

Nanning, women (54.8%) were much more likely to have attended than men, while older people (above 50) were 

much more likely to attend (74.5%) than others. 

Table 5. Overall Attendance at Different Events; source: Original Research 

N = 400 Yes No 

Wuming 8.5 91.5 
Chongzuo 15.0 85.0 
Nanning 50.8 49.3 
Liuzhou 6.5 93.5 
Laibin 1.3 98.8 
Hechi 3.0 97.0 
Guilin 6.3 93.8 
Others 27.8 72.3 

Again, it is shown that attendance depended to a considerable extent upon location, as might be expected. 

Convenience in transportation is known to be an influential factor in determining tourist behaviour.  

Table 6. Distribution of Information sources Consulted Cross-Tabulated by Demographic Variables; source: 

Original Research  

Sig. Gender Age Salary Vocation N 

Newspaper/magazine 0.234 0.427 0.003** 0.180 400 
Government website 0.485 0.024* 0.057 0.217 400 
Weibo 0.012* 0.001** 0.117 0.470 400 
Wechat 0.011* 0.070 0.579 0.607 400 
Billboard 0.185 0.616 0.204 0.013* 400 
Advertising 0.004** 0.032* 0.017* 0.008** 400 
TV 0.313 0.996 0.486 0.061 400 
Radio 0.135 0.403 0.079 0.211 400 
Other media 0.242 0.001** 0.000** 0.011* 400 

In terms of the demographic characteristics and the influence on information sources consulted, it is evident from 

table 6 above that a number of distributions are significantly affected by them. This is most obviously so in the 

case of advertising, although gender, age, salary and vocation all register some significant distributions. This 

suggests that there is no single pattern that can explain the variations observed. Instead, different groups of 

people join together in different segments for a variety of different reasons. 
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Table 7. Overall Figures for Consultation of Information Sources; source: Original Research 

Information source %age saying ‘yes’ 

Newspaper/magazine 24.5 
Government website 28.0 

Weibo 27.5 
Wechat 62.3 

Billboard 17.0 
Advertising 44.8 

TV 14.3 
Radio 26.5 

Other media 32.3 

It is clear that the most important source of information was Wechat (62.3% of respondents consulted it), 

followed by advertising (44.8%) and other media (32.3%). Further analysis indicated that cross-tabulation by age, 

salary and vocation showed three statistically significant distributions each. In terms of newspapers and 

magazines, it was significantly more likely that mid-range salary people wold consult these compared to lower or 

higher ends of the pay scale. For government website, older respondents (40+) were more likely to consult this 

source than younger age groups. In the case of Weibo, women (31.2%) were more likely to use it than men 

(19.0%) and younger people (39.0%) were much more likely to consult it than those aged 40-50 (15.6%) and 

50+ (13.7%). For Wechat, women (66.3%) were more likely to consult it than men (52.9%). In the case of 

billboards, these were much more likely to be consulted by government workers (41.7%) and homemakers 

(42.9%) than for all other categories of occupation. For advertising, every demographic variable produced a 

statistically significant result. Women (49.5%) were more likely to use it than men (33.9%), while younger 

people (e.g. 18-24, 55.8%) were much more likely to use it than older groups, for example 40-50 (43.8%) and 

50+ (31.4%). Advertising was much more likely to be used by people without a salary (60.3%) than by people in 

other salary categories and, finally, government officers (54.2%), company employees (52.3%) and students 

(60.0%) and homemakers (57.1%) were much more likely to consult it than respondents in other vocational 

categories. In the case of both television and radio, there were no statistically significant distributions for any of 

the variables, which rather suggests that these media have now fully penetrated every sector of the population. 

Finally, for other media, these were much more likely to be used by young people and by people with salaries in 

the range of 3,001-5,000 and 8,001-12,000 yuan than by other respondents. They were also particularly popular 

among government officers (50.0%), the self-employed (44.4%) and students (48.6%) than for other 

respondents. 

Turning to the issue of favourite activities or shows at the festival, the overall results showed: 

Table 8. Overall Attendance at Different Activities; source: Original Research 

Activity &age saying ‘yes’ 

Folk music 49.3 
Folk competitions 36.8 

Tourism 44.8 
Folk art 57.0 

Folk craft show 33.5 
Food festival 45.3 

Others 11.0 
Did not attend 8.5 

N 400 

It is evident that the folk art activity was the most popular (57.0%), followed by the folk music (47.3%), food 

festival (45.3%) and tourism (44.8%). There was a reasonable amount of popularity for the folk competitions 

(36.8%) and the folk craft show (33.5%). It is reasonable to assume, therefore, that different groups of people in 

the sample are interested in different types of activities and it is necessary to adopt a mixed approach to 

marketing the festival as a result. 

5. Discussion 

The findings indicate that Chinese domestic tourists do use a variety of different information sources in deciding 

which type of activities they wish to visit. I the context of a festival at which a number of different activities are 

available, it is apparent that there is no single way of understanding how people will behave or how they will use 

information sources. This rather suggests that consumer behaviour is evolving in China as new opportunities 

emerge and relationships with social and political institutions change. Although this is not in itself surprising, it 

does indicate that attempting to enforce a reductionist understanding on the Chinese market would be a mistake. 
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This suggests that a sophisticated information provision strategy would be necessary. This finding is consistent 

with the work of Tkaczynski et al. (2009). 

In terms of the relationship between Chinese people and the sustaining symbols of Chinese society, it also seems 

to be the case that there is no simple relationship to be found, at least from this research project. Different people 

prefer different types of activities for a variety of different reasons which are not easily predicted. It is possible 

that evolution and maturity of information usage will, in due course, enable this to be a more understandable 

area. 

6. Conclusion 

This paper has reported on quantitative research relating to domestic tourism consumer behaviour relating to 

Sanyuesan Festival in Guangxi province of China. A total of 400 questionnaires were collected and analysed and 

the results showed a complicated series of results that are not immediately amenable to simplistic forms of 

interpretation. It is likely that these results indicate a process of evolution is taking place with respect to the 

consumption of information in Chinese society and its influence on consumer behaviour is similarly in a process 

of change. Further research is required to determine the extent to which these issues will become clearer in the 

future. 

Quantitative research is subject to a number of limitations with respect to sample selection and achievement. 

These problems become more obvious when respondents self-select, as is the case here. Consequently, further 

research is required to confirm or disconfirm these findings. 
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