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Fig. 3 Difference of search index in each characteristic variables of cities
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Fig. 4 Fitting trend chart of instrumental variables and original values
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Table 1 Descriptive statistics of sample variables
Tourist/ 2 624 3281 4 194 14.7 59 336
Tour_Consum/( . - 1) 2 624 722.6 331.8 38.94 2 343
Search 2 624 2 813 3 081 21 40 501
TourCity =1 =0 2 624 0.195 0.396 0 1
SAnum 5A 2 624 0.576 0.962 0 8
Heritagenum 2 624 0.218 0.564 0 5
Trainnum 2 624 0.771 1.1 0 8
Airportnum 2 624 0.611 0.628 0 3
Population/ 2 624 414.5 315.1 17.8 3404
Search_travel 2 600 368.3 516.9 0 5416
Search_food 2 592 144.2 139.5 0 1193
Search_spot 2 592 163.9 205 0 1 882
Search_weather 2 496 10 404 18 762 0 268 174
S02 S0, 2 280 24.87 14.09 0.584 64.03
Hotelprice/( ) 392 274.8 86.89 101.1 655.4
TCI 1838 24.72 95.93 0.560 3 440
Foodprice 280 127.7 9.441 108.8 149.1
(2010 =100)
Wage/ 2 624 40 240 8 744 3718 92 546
€ (2012 -2019) »
GDP 2011

5

Fig. 5 Relationship between network attention and the number of tourists and per capita tourism consumption respectively
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Fig. 6 Relationship between tourism number and per capita tourism consumption in different intervals
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Al. IV 1% Cragg-Donald Wald F 10
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Table 2 Impact of network attention on urban tourist flow
. LnTourist
1 2 3 4 5
-0.044 -0.186 -0.187 -0.190 -0.192
LnSearch x TourCity
(0.076) (0.120) (0.118) (0.117) (0.117)
0.106" 0.5367** 0.5737** 0.564*** 0.564***
LnSearch
(0.062) (0.205) (0.212) (0.214) (0.214)
-0.027 -0.026 -0.026
S5Anum
(0.026) (0.026) (0.026)
-0.048 -0.045 -0.048
Heritagenum
(0.038) (0.038) (0.038)
-0.004 -0.006
Trainnum
(0.015) (0.015)
0. 060 0.061
Airportnum
(0.043) (0.043)
0.158
LnPopulation
(0.168)
7.37477%
(0.413)
N 2 624 2 624 2 624 2 624 2 624
R 0. 842 0.827 0.825 0.826 0. 826
Cragg-Donald Wald F — 80.547 76.500 75.166 75.242
N 10% 1%;
3. 1 OLS
~ 5 0.25%( =0.749% -0.499%)
( Al). 67% .
LnSearch 3.2
LnSearch x TourCity 1%
2
@,

A2.



2022 1
3
Table 3 Impact of network attention on per capita tourism consumption
. LnTour_Consum
1 2 3 4 5
—0.23277% | —0.501 " | —0.4987F | —0.499*** | —0.499 ***
LnSearch x TourCity
(0.068) (0.115) (0.115) (0.113) (0.113)
0. 199 *** 0.734*** 0.751*** 0. 749 *** 0.749 ***
LnSearch
(0.056) (0.195) (0.202) (0.207) (0.207)
-0.029 -0.030 -0.030
SAnum
(0.021) (0.021) (0.021)
0.011 0.012 0.012
Heritagenum
(0.027) (0.028) (0.027)
0.004 0.004
Trainnum
(0.011) (0.011)
-0.002 -0.002
Airportnum
(0.035) (0.035)
-0.037
LnPopulation
(0.117)
5.254 7%
(0.365)
N 2 624 2 624 2 624 2 624 2 624
R 0.136 -0.032 -0.040 -0.038 -0.038
Cragg-Donald Wald F 80.547 76.500 75. 166 75.242
. KKK 1% ’
1) «
10% 30% 7
TourCiry = 1 ( LnSearch_travel) G, 4
4 2 LnSearch_travel
1 ( LnSearch_travel x TourCity
2 35
). TourCity ( 3 3)
1 )
2) 4

64

&«
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Table 4 Robustness test of the impact of network attention on urban per capita tourism consumption
. LnTour_Consum
10% =1 20% =1 30% =1
1 2 3 4
*kk *kk *kk *kk
LnSearch x TourCity 0.572 0.497 0.501 0.023
1. (0.141) (0.113) (0.109) (0.007)
0.724 7% 0. 7477 0.794*** 0.866 ™
LnSearch
(0.200) (0.207) (0.211) (0.226)
—0.473 % —-0.350*** -0.358*** -0.023**
LnSearch_travel x TourCity
2. ’ (0.156) (0.094) (0.079) (0.011)
0.350** 0.3337%* 0.338** 0.462 7
LnSearch_travel
(0.137) (0.138) (0.141) (0.147)
*kk *kk *kk *kk
LnSearch x TourCity 0.529 0.473 0.482 0.020
3 v (0.152) (0.118) (0.111) (0.006)
1 0.584 %% 0. 608 *** 0.647 % 0.7257%*
LnSearch
(0.211) (0.219) (0.222) (0.240)
*kk *kk F*kk *kk
LnSearch x TourCity 0.558 0.494 0.487 0.023
4 v (0.141) (0.125) (0.116) (0.007)
2 , 0.681 ™ 0.779 0.756*** 0.838 7
LnSearch
(0.234) (0.256) (0.246) (0.266)
*kk *kk *kk *kk
LnSearch x TourCity 0.572 0.497 0.501 0.023
5. (0.141) (0.113) (0.109) (0.007)
0.724 7% 0. 747 0.794 %% 0.866 "
LnSearch
(0.200) (0.207) (0.211) (0.226)
*kk *kk Kk *kk
LnSearch x TourCity 0.709 0.626 0.611 0.028
6. (0.190) (0.157) (0.153) (0.008)
1.190*** 1.221 %% 1.2707%* 1.3547%*
LnSearch
(0.267) (0.274) (0.278) (0.296)
—0. *xk —0. *xk —0. *k¥k —0. 3 *kk
LnSearch x TourCity 0.599 0.509 0.501 0.02
7. (0.143) (0.116) (0.111) (0.007)
0.7427%% 0.765*** 0.800*** 0.885 7
LnSearch
(0.204) (0.210) (0.213) (0.230)
: LnTotalTourConsum
*xk *xk Kkk *xk
LnSearch x TourCity -0.712 -0.627 -0.609 -0.028
8. (0.194) (0.162) (0.159) (0.009)
, 1.224 7% 1.254 %% 1.304 7% 1.393 7%
LnSearch
(0.284) (0.292) (0.297) (0.317)
;o 5% 1%,
; Cragg-Donald Wald F 10.
4) 2015
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Table 5 Analysis on the influence mechanism of network attention on tourist flow
. LnTourist
1 2 3 4
-0.192
LnSearch x TourCity
(0.117)
0.564***
LnSearch
(0.214)
-0.034
LnSearch_food x TourCity
(0.031)
0.083***
LnSearch_food
(0.024)
-0.021
LnSearch_spot x TourCity
(0.043)
0.082**
LnSearch_spot
(0.035)
0.009
LnSearch_weather x TourCity
(0.021)
0.295***
LnSearch_weather
(0.061)
N 2 624 2 600 2 600 2 488
R 0.826 0.848 0.848 0.559
Cragg-Donald Wald F 75.242 391.694 358.212 31.467
20% | N 5% 1%,
6 1 2
S0, . 3 - 5
( LnSearch) ( LnSearch x TourCity)
49
( ) 35

( traffic conges—

tion index TCI)

71

TCI
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Table 6 Mechanism analysis of the influence of network attention on per capita tourism consumption
S02 LnTCI LnHotelprice | LnFoodprice LnWage
1 2 3 4 5
3.469" 0.602" 0.267** 0.018 0.054
LnSearch x TourCity
(2.024) (0.319) (0.130) (0.029) (0.055)
3.201 *** 0.270 -0.573 0.019 0.180**
LnSearch
(1.116) (0.613) (0.354) (0.067) (0.082)
N 1710 1 838 392 280 2 624
R? -0.142 0.413 0.671 0.959 0.394
Cragg-Donald Wald F 17.834 37.246 3.245 3.419 75.242
SN N 10% 5% 1%
3 Al
4.3 « »”
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Internet celebrity city flow effect and tourism development

CHEN Xiao-hong' *> LI Yang~yang’ WANG Yangie®  CAl Sigia’
1. School of Frontier Crossover Studies Hunan University of Technology and Business Changsha 410205 China;
2. School of Business Central South University Changsha 410083 China

Abstract: The rapid development of internet and digital economy has given birth to a new mode of urban com—
petition represented by “internet celebrity city”. Attracting network attention has become an important way of
urban marketing and tourism development in the new era. However can a higher degree of online attention
promote the growth of urban tourism? This paper matches the internet search index of 328 prefecture level cit—
ies in China from 2011 to 2018 with urban tourism development data. The study quantitatively identifies the
impact of urban online attention on the number of tourists and per capita tourism consumption for the first time
by using the method of instrumental variable estimation. The results show that network attention significantly
increases the flow of tourists offdine. However the more dependent on tourism development the cities are the
more network attention limits per capita tourism consumption. Further analysis shows that the rapid concentra—
tion of traffic as tourists flow in significantly increases the public service cost of tourism dependent cities
thus restricting the consumption demand of tourists. Hence the government needs to solve the mismatch be-
tween urban public services and tourist flow agglomeration in urban competition in the internet era and effec—
tively transform network flow into the quality of urban economic development.

Key words: internet celebrity city; online attention; tourism consumption; urban public service

Al

Fig. Al Frequency distribution of urban search index
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Al 2SLS
Table Al First stage regression results of 2SLS model of the impact of network attention on tourist traffic
1 2 3 4
LnSearch x LnSearch x LnSearch x LnSearch x
LnSearch ) LnSearch ) LnSearch ) LnSearch )
TourCity TourCity TourCity TourCity
0.639™* | —0.157™ | 0.6417 | -0.158™** | 0.628** | —0.159** | 0.604*** | -0.162***
IV( LnSearch)
(0.088) (0.042) (0.088) (0.043) (0.085) (0.043) (0.084) (0.044)
IV( LnSearch) x -0.049 | 0.917* -0.049 | 0.9227** -0.040 | 0.916™* -0.027 | 0.917*
TourCity (0.073) (0.053) (0.074) (0.053) (0.072) (0.053) (0.071) (0.053)
F 32.35 158.29 31.94 157.50 32.47 152.27 31.64 153.57
SW F 63.94 439.33 63.35 431.20 64.30 428.62 62.54 469.17
N 2 624 2 624 2 624 2 624 2 624 2 624 2 624 2 624
I~ 3 2 5 ;o 1%;
A2
Table A2 Robustness test of the impact of network attention on tourist traffic
. LnTour_Consum
10% =1 20% =1 30% =1
1 2 3 4
, . -0.190 -0.192 -0.155 -0.007
LnSearch x TourCity
il (0.139) (0.117) (0.117) (0.006)
, 0.549 *** 0.564 0.568 *** 0.591**
LnSearch
(0.2006) (0.214) (0.220) (0.231)
. . 0.011 0.093 0.093 0.017
LnSearch_travel x TourCity
(0.246) (0.142) (0.119) (0.015)
) 0.592*** 0.574*** 0.5727%** 0.443*F
LnSearch_travel
(0.184) (0.191) (0.195) (0.201)
LnSearch x TourCit -0.223 -0.174 -0.138 -0.009
n ch x r
v oearel X TOUrtay (0.142) (0.120) (0.118) (0.005)
1 0.500** 0.504** 0.504** 0.560**
LnSearch
(0.211) (0.218) (0.223) (0.241)
InSearch x TourCit -0.142 -0.210 -0.133 -0.007
A X y
I\ roearel x Tourtaty (0.149) (0.138) (0.133) (0. 006)
2 § 0.673*** 0.738*** 0.696** 0.723**
LnSearch
(0.258) (0.284) (0.277) (0.287)
. -0.192 -0.186 -0.144 -0.007
LnSearch x TourCity
(0.139) (0.117) (0.117) (0.006)
§ 0. 544 *** 0.557 *** 0.559** 0.584™*F
LnSearch
(0.207) (0.213) (0.220) (0.231)
o . . -0.177 -0.170 -0.119 -0.007
LnSearch x TourCity
(0.140) (0.117) (0.115) (0.006)
, 0.532** 0.545** 0.536™* 0.569 **
LnSearch
(0.207) (0.214) (0.218) (0.231)
. -0.174 -0.159 -0.125 -0.007
LnSearch x TourCity
(0.141) (0.118) (0.117) (0.006)
§ 0.531** 0.541** 0.5417** 0.570**
LnSearch
(0.207) (0.214) (0.220) (0.232)
: o ek 5% 1%
; Cragg-Donald Wald F 10.



