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Abstract 

With the rapid development of tourism, it has injected tremendous vitality into the world 
economy. At the same time, tourism will also face fierce market competition. Tourists' 
demand of tourism is gradually increasing, which is diversified, personalized and 
variability. In the fierce competition, tourism destinations are more important for 
making timely and effective tourism decisions for different tourists according to the 
resource of tourists and its basic characteristics. Therefore, the research needs of the 
tourism market are even more urgent. Taking the Kaifeng Pagoda Park as an example, 
this paper investigates and analyzes the relevant factors affecting the tourism market of 
the , and puts forward several suggestions for the sustainable development. 
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1. Introduction 

With the development of tourism, the competition in the tourism industry has become 
increasingly fierce. As a representative of tourism, tourism scenic spots, improving their own 
competitiveness and meeting the increasingly diverse needs of tourists are the basic 
requirements for the sustainable development of scenic spots.[1] How can the Kaifeng Pagoda 
Park stand out in many scenic spots in Kaifeng? How can the managers make the Kaifeng 
Pagoda Park attract more tourists? According to the relevant papers, the author investigates 
the relevant factors affecting the tourist market of the Kaifeng Pagoda Park, such as popularity, 
competition, tickets, seasons, etc., and makes recommendations on the development of the , 
expanding its influence to attract more tourists. 

2. Measure and Methodology 

In this study, questionnaire survey and literature analysis is applied. The questionnaire survey 
is a method by which researchers use this controlled measurement to measure the problem 
being studied and collect reliable data, which is a widely used method in social surveys.[2] The 
original data and information were collected by means of questionnaire survey, and certain 
factors were evaluated by the Likert scale. Statistical analysis software, SPSS22.0, was used to 
analyze the data and obtain the conclusion. The survey time was from June 4th to June 5th, 2019. 
The participants were randomly selected, who visited the Kaifeng Pagoda Park on the same day. 
In this survey, 60 questionnaires were distributed and 60 were collected. The recovery rate was 
100%. After excluding the incomplete samples, a total of 56 valid samples were used, and the 
effective questionnaire rate was 93.3%. 
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3. Research Content  

3.1. Tourist Information 

As can be seen from Table 1, the main source of tourists in the Kaifeng Pagoda Park is the non-
resident, about 75%, while the local residents are only 25%. It shows that the Park is less 
attractive to local residents in Kaifeng than the non-resident tourists. This phenomenon is 
mainly caused by the different tourism destinations of local residents and the non-resident 
tourists. The purpose of tourism for non-residents is sightseeing, while the local residents are 
more focused on leisure. So, the attraction of the cultural connotation in the Park has declined 
for local residents. The scenic spot should develop a tour suitable for both to prevent the loss 
of the source market. 

 

Table 1. Statistics on the types of visitors participating in the survey 

Type of Tourist Frequency Proportion (%) 

Local Resident 14 25 

Non-resident 42 75 

Type of Tourist Frequency Proportion (%) 

 

As can be seen from Table 2, the number of respondents is mainly in the group of 18-28 age, 
indicating that the Kaifeng Pagoda Park is still very attractive to young people. Moreover, the 
proportion of tourists aged 18-48 is 80.4%, which indicates that the main source market of the 
tower is concentrated on young and middle-aged people. The scenic spot should be correctly 
positioned, understand the characteristics of such people, and carry out targeted marketing 
strategies or development. project. 

 

Table 2. Statistics on the age of visitors participating in the survey 

Age Frequency Proportion (%) 

Under 18 years old 3 5.4 

18-28 years old 30 53.6 

29-38 years old 2 3.6 

39-48 years old 13 23.2 

49-58 years old 5 8.9 

59 years old or older 3 5.4 

3.2. The Attractiveness Factors of the Kaifeng Pagoda Park 

Research on the attractiveness factors of tourist destinations is very extensive. Based on the 
research conclusions, this paper summarizes five tourism attractive factors according to the 
characteristics of the Kaifeng Pagoda Park: festival, history and cultural, tower architecture, 
tower lighting show and entertainment projects. The five factors were cross-analyzed with the 
age of the visitor, and the mean values are shown in Table 3. 

It can be seen from Table 3 above that among the attracting factors of festival activities, the 
average score of tourists aged 28-38 years old and 59 years old or older is the highest, also 
being 4.00. For tourists between the ages of 28 and 38, due to their busy daily work and high 
pressure on life, the lively and relaxing festival activities are more attractive to them. For 
tourists over 58 years old, most of them have already retired. They usually like to raise flowers 
and grass, therefor, the Chrysanthemum Flower Festival and the Lotus Festival are more 
attractive to them. Among the attracting factors of cultural, the average scores under the age of 
38 are relatively high, 4.67, 4.10, 5.00, respectively. For these group, at the stage of absorbing 
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knowledge, the rich cultural heritage is more attractive to them. In the attraction of the pagoda 
building, the average score is above 4.20, so it can be seen that the pagoda building is extremely 
attractive for tourists of all ages. Among the attracting elements of the Tower Lighting Show, 
except for the 28-38 year old visitors, the scores of other age groups are relatively low. During 
the investigation, many people even not realizing about this show, it can be seen that the spread 
of the Tower Lighting Show is limited and the dissemination is not enough. Among the 
attractive elements of entertainment activities, tourists under the age of 38 score higher, 
because young people are active and like new things, so this factor is more attractive to them. 

 

Table 3. Analysis of the mean value of age and attractiveness factors 

Age Festival 
History and 

Culture 
Tower 

Architecture 
Tower Lighting 

Show 
Entertainment 

Projects 

Under 18 years old 3.00 4.67 4.67 2.67 3.00 

18-28 years old 3.27 4.10 4.27 3.13 3.23 

29-38 years old 4.00 5.00 5.00 5.00 4.50 

39-48 years old 3.08 3.77 4.38 3.00 2.38 

49-58 years old 2.40 4.20 4.20 2.20 2.60 

59 years old or older 4.00 3.33 5.00 1.67 2.00 

 

Therefore, the tourist market of the Kaifeng Pagoda Park should be segmented and positioned 
to determine the age composition of its main source market, and it is convenient to carry out 
projects in line with the source market, thereby increasing the satisfaction of tourists and 
encouraging them to visit again. Analyze the expandable source market and develop new 
tourism products to attract potential visitors to expand the market. If you want to attract young 
people, you can work hard to enrich yourself and your entertainment. If you want to attract 
older people, you can work hard in the environment and leisure. Secondly, for the problem of 
insufficient dissemination of newly developed projects in the tower, it is necessary to expand 
the scope of dissemination and strengthen publicity. Promote through a variety of channels, 
such as television, radio, newspapers, street signs, giveaway brochures, and post the latest 
news online. 

3.3. The Influences of Decisive Factors on Visitors of Different Ages 

Through the horizontal analysis of the data in Table 4 above, it can be found that among the 
factors of traffic, ticket, reputation, other scenic spots around and season, the reputation has 
the greatest influence on the decision-making of tourists in all ages. This shows that many 
tourists are attracted to the tower, and it also reflects the propaganda effect of the tower is 
relatively good, and its own cultural heritage has a strong appeal. Therefore, the managers of 
the should continue to do a good job of propaganda, and protect or even enrich its cultural 
heritage. On the contrary, each age group is least affected by the ticket price. This shows that 
the ticket price of the scenic spot is low. In order to further increase revenue, the scenic spot 
can slightly increase the ticket price, but it must be reasonable. 

Through the longitudinal analysis of the data in Table 4 above, it can be found that the 29-38 
year old population is generally affected by various factors, indicating that tourists of this age 
group are more rational in terms of consumption. With this age group as the dividing line, the 
upper and lower extension analysis is carried out. The farther away from this age group, the 
lower the rational consumption level, and the greater the influence of subjective perceptual 
cognition. 

 

 



International Journal Of Social Science and Education Research Vol.2 No.4 2019              ISSN: 2637-6067                                                                                                                  

 

51 

 

Table 4. Analysis of the mean value of age and decisive factors 

Age Traffic Ticket Reputation Other scenic spots around Season 

Under 18 years old 3.00 2.67 3.33 3.33 3.33 

18-28 years old 3.47 3.40 4.23 3.77 3.63 

29-38 years old 4.00 5.00 5.00 4.50 5.00 

39-48 years old 3.62 2.62 4.46 3.15 3.38 

49-58 years old 2.60 3.60 4.40 3.40 3.00 

59 years old or older 3.67 3.33 4.67 3.67 2.67 

 

The above provides a good basis for market segmentation of the Kaifeng Pagoda Park. 
Therefore, the scenic spot should firstly provide some tourist souvenir shops and humanized 
services to stimulate consumption for less rational consumers. Secondly, continue to explore 
the cultural value and ornamental value of the scenic spot and integrate resources, and enhance 
their own attractiveness.  

3.4. The Preference of Visitors with Different Academic Qualifications for 
Tourist Attractions 

Table 5. Analysis of the mean value of education background and attractiveness factors 

Education 
Background 

Festival 
History and 

Culture 
Tower 

Architecture 

Tower 
Lighting 

Show 

Entertainment 
Projects 

High school and 
below 

3.48 3.81 4.57 2.90 3.33 

College or 
Undergraduate 

2.97 4.15 4.21 3.03 2.67 

Master degree 
or above 

4.00 5.00 5.00 3.00 3.50 

 

It can be seen from Table 5 that festival activities are more attractive to tourists with master 
degree or above, with a score of 4.00, followed by high school and below, with a score of 3.48, 
and finally the tourist with a background of college or undergraduate. In general, in terms of 
festival, the attraction of tourists is at the middle and upper level, so it is still necessary to raise 
the importance of famous festival activities such as the Chrysanthemum Culture Festival. As a 
tourist attraction, history and culture is still the most attractive to visitors with master degree 
or above, with a score of 5.00, followed by the college or undergraduate degree of 4.15, and 
finally the high school and below of 3.81. The cultural heritage of the tower is reflected in its 
historical value, which is an invaluable attraction for the scenic spot. The tower architecture is 
the core attraction of the scenic spot, and its attraction to tourists is in accordance with the 
master degree or above, high school and below, college or undergraduate degree. Overall, the 
attraction of the tower building is the most attractive of the many attractions listed. Although 
the tower building is a cultural relic left over from history, as a core attraction, the manager of 
the scenic spot should pay more attention to its protection while developing it. As a tourist 
attraction, the tower lighting show is relatively attractive to tourists with college or 
undergraduate degree, with a score of 3.03, followed by the master degree or above, with a 
score of 3.00. From the perspective of the education background, the tower lighting show has 
little difference in the degree of influence on visitors with different degrees of education. It can 
be summarized that it is not very attractive to tourists. The managers of the scenic spot can 
strengthen the propaganda of the show, or weigh the investment and income, and use the funds 
for more attractive projects. The entertainment projects is more attractive to tourists with 
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master degree or above, with a score of 3.50, followed by high school and below, with a score 
of 3.33. Compared with the other three attractions, the entertainment projects is not very 
attractive to tourists. The scenic spot can with the rich heritage resource can put the 
entertainment projects as a secondary attraction. 

3.5. The Influences of Decisive Factors on Visitors with Different Academic 
Qualifications 

Table 6. Analysis of the mean value of education background and decisive factors 

Education Background Traffic Ticket Reputation Other scenic spots around Season 

High school and below 3.24 3.19 4.05 3.57 3.52 

College or Undergraduate 3.55 3.18 4.42 3.61 3.52 

Master degree or above 3.50 5.00 5.00 3.50 3.00 

 

From the table 6, it can be seen that, in general, reputation is the most influential factor for 
tourists to choose the Kaifeng Pagoda Park. The degree of influence of master degree or above 
is 5.00, college or undergraduate degree is 4.42, high school and below is 4.05. The reputation 
is particularly important for the development of a scenic spot, which are inextricably linked 
with publicity. Therefore, the scenic spot can enhance the popularity by strengthening publicity. 
Traffic is an important factor affecting the accessibility of the scenic spot. It is obvious that 
traffic has little difference in the degree of influence on visitors with different degrees of 
education. According to the degree of influence, the order is 3.24, 3.50, 3.55. In general, traffic 
affects tourists to choose the scenic spot. So the transportation system of Kaifeng should be 
improved to ensure its accessibility and convenience. During the peak tourist season, when 
traffic congestion is particularly obvious, traffic control should be particularly strengthened. 
There are some methods can be used, for example, during holidays, the number of public 
transportation stations should be increased, especially the tourist bus; limit to private cars; 
restrict the private vehicles of non-resident from entering the urban attractions and unifying 
the outside of the city. Visitors with master degree or above have a strong influence, with a 
score of 5.00. The degree of influence on college or undergraduate degree and high school 
education is almost the same, with scores of 3.18 and 3.19 respectively. Other scenic spots 
around as influencing factors has little difference in the degree of influence on visitors with 
different degrees of education. But in the factors other than reputation the scores of other 
scenic spots around are relatively high, and the education from low to high scores are 3.57, 3.61, 
3.50. Therefore, the tower can use the influence of other surrounding scenic spots to launch a 
new product portfolio to increase the passenger; the season factor has the same degree of 
influence on the college or undergraduate and high school education, and the scores are the 
same. It is 3.52, and the degree of influence on visitors with master degree or above is relatively 
weak, with a score of 3.00. Overall, the season is also an important influencing factor. The 
seasonality of the scenic spot is mainly manifested in two aspects, the seasonality of the lotus 
landscape and the seasonality of the tourist travel time.  

3.6. Analysis of the Average Value of Decisive Factors and Attractiveness 
Factors 

As can be seen from Table 7 above, in the survey of the factors affecting the tourism market of 
the Kaifeng Pagoda Park, the average score of the tower building is 4.38, followed by its 
reputation and history and culture, which are 4.30 and 4.05 respectively. The score of the 
entertainment projects, tower lighting show and festival activities were 2.95, 2.98 and 3.20 
respectively. Besides, it can be seen that the Kaifeng Pagoda Park mainly attracts tourists by the 
historical building of the tower. It can also be seen that the Kaifeng Chrysanthemum Festival 



International Journal Of Social Science and Education Research Vol.2 No.4 2019              ISSN: 2637-6067                                                                                                                  

 

53 

 

and the Lotus Flower Stanza have little influence on tourists, most of them even don’t know 
about these festival activities and the newly developed tower lighting show last year.  

 

Table 7. Analysis of the average value of factors 

Factors Average Value 

Tower Architecture 4.38 

Reputation 4.30 

History and Culture 4.05 

Other scenic spots around 3.59 

Season 3.50 

Traffic 3.43 

Ticket 3.25 

Festival 3.20 

Tower Lighting Show 2.98 

Entertainment Projects 2.95 

3.7. The Survey Results of Tourist Recommendation 

Table 8 shows that in the answer to “Will you recommend your friends or family to travel here?”, 
68.3% of tourists will recommend relatives and friends to visit here, 16.7% people may 
recommend, and the remaining people’s answer is No. The high degree of recommendation 
indicates that the Kaifeng Pagoda Park is very worthwhile to visit in the minds of the most 
tourists, who are willing to recommend it to others. 

The improvement of the recommendation level requires the resource of the scenic spot to leave 
a good impression on the tourists. It can conduct research in time to solve the unpleasantness 
of tourists during the journey and make the tourists satisfied. At the same time, the scenic spot 
should pay attention to the details of environmental sanitation, services, etc., such as the 
addition of the public toilet sign, the signage of the time content of the performance venue, must 
be accompanied by the scenic spot guide. Although these are not core attractions, they are a 
very important factor influencing visitor satisfaction and its recommendation. At the same time, 
the scenic area needs to work hard to improve the loyalty of tourists. The scenic spot can 
expand new tourism projects, better express the history of the tower, show the culture of the 
tower, maintain the vitality and freshness of the scenic spot, and increase the enthusiasm of 
tourists. At the same time, we must continue to develop its core attraction elements, leaving a 
stable and vivid image in the minds of tourists. The scenic spots can give certain discounts 
according to the number of revisiting times and encourage revisiting. 

 

Table 8. The survey results of tourist recommendation 

Willingness Frequency Proportion(%) 

May recommend to others 10 16.7 

Yes 41 68.3 

No 5 8.3 

4. Conclusions 

In this study, the result indicate that: firstly, the main source of tourists in the Kaifeng Pagoda 
Park is the non-resident, about 75%, while the local residents are only 25%; secondly, it is clear 
that the core landscape of the Kaifeng Pagoda Park is the pagoda, which is an attraction for 
visitors; thirdly, the festival activities of the park, the tower lighting show and entertainment 
projects have little influence on tourists, mainly because these activities are not well-known 
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and have little competitiveness; fourthly, tourists with different degrees of education or ages 
have different preferences for tourist attractions and some decisive factors have different 
effects on them. 
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