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ABSTRACT: The development of rural tourism destinations in China is confronting multiple issues, including blind expansion and a repetitive
developmental model, causing the sector to enter a vicious competition cycle. The perception among tourists of rural tourism destinations,
and their willingness to revisit places will provide insights for service providers that will enable them to form better strategies to stand out
in the fiercely competitive market. Understanding tourist perception will enable providers to contribute to the construction of rural tourist
destinations. Taking Ma Wei Yi Folk Culture Village as a case study, this paper combines the development status of rural tourism in Ma Wei Yi,
obtains first-hand data through questionnaire interviews, verifies the research hypothesis, and uses Pearson coefficient to carry out correlation
analysis. The paper concluded that tourists’ rural perception has a positive and strong impact on their willingness to revisit, and its factors
have different impacts. According to the empirical results, tourist destination providers should pay attention to rural perceptual development
in their follow-up development and operation processes. They can effectively attract tourists to visit multiple times, enhance tourist’s sense of
enjoyable experience, and achieve sustainable development.
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A influéncia da percepcio rural na vontade dos turistas de revisitar localidades rurais: um estudo
da aldeia folclorica de Ma Wei Yi, Provincia de Shaanxi, China

RESUMO: O desenvolvimento de destinos de turismo rural na China esta enfrentando varios problemas, incluindo a expansdo cega e um
modelo de desenvolvimento repetitivo, fazendo com que o setor entre em um ciclo vicioso de competi¢ao. A percepgdo dos turistas sobre os
destinos de turismo rural e sua vontade de revisitar os lugares fornecerdo insights para os prestadores de servigos que os capacitardo a formar
melhores estratégias para se destacar no mercado acirrado. Compreender a percepgdo do turista permitird que os provedores contribuam para
a construgdo de destinos turisticos rurais. Tomando a aldeia de cultura popular Ma Wei Yi como um estudo de caso, este artigo combina o
status de desenvolvimento do turismo rural em Ma Wei Yi, obtém dados em primeira mao por meio de entrevistas por questionario, verifica
a hipotese de pesquisa e usa o coeficiente de Pearson para realizar a analise de correlagdo. O artigo conclui que a percepgao rural dos turistas
tem um impacto positivo e forte na sua vontade de revisitar, e seus fatores tém impactos diferentes. De acordo com os resultados empiricos,
os provedores de destinos turisticos devem prestar aten¢do ao desenvolvimento perceptivo rural em seus processos de desenvolvimento e
operacdo de acompanhamento. Eles podem entdo efetivamente atrair turistas para visitar varias vezes, aumentar a sensagdo de experiéncia
agradavel do turista e alcangar o desenvolvimento sustentavel.

Palavras-chave: turismo rural, ruralidade, percepgo da ruralidade.

INTRODUCTION it appeared, it quickly spread, and its scale and market

showed a rapid growth trend.

With the acceleration of urbanization
in China, an increasingly growing number of
urban residents live in a fast-paced and high-
pressure social environment. The development of
industrialization leads to the further deterioration
of urban environments, and people’s psychological
needs for escaping from towns and returning to
nature are constantly increasing. Rural tourism is
popular among tourists given their desire for unique
natural and simple rural scenery. It has also filled
some deficiencies in previous tourism products. Once
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Rural tourism connects rural characteristics
with tourism, which not only helps to increase farmers’
income, narrow the gap between urban and rural areas
and promote social stability. More importantly, it
helps to improve rural health conditions and enhance
rural livelihood. It is undeniable that while vigorously
developing rural tourism, there are also some problems.
For example, a large number of demolished and rebuilt
original buildings meet the increasing number of
customers and break the original ecological structure
and introduce a large number of foreign products or
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organisms. Farmers abandoned the original cultivated
land and rebuilt it into a tourist destination, which
brought a series of far-reaching influences. How to help
rural tourism enter the stage of sustainable development
is a problem worthy of in-depth discussion.

With the construction of rural tourist
destinations across China, all rural tourist destinations
are competing for the limited tourist market,
which makes the competition among rural tourist
destinations even fierce. The importance of tourists’
competition and tourists’ revisiting a destination has
become increasingly prominent. Attracting tourists
to revisit is not only conducive to maintaining the
number of tourists and saving operating costs and
more importantly, it can also bring a good reputation
and a stable tourist income to a tourist destination.

In recent years, scholars have tried to
study the influencing factors of tourists’ willingness
to revisit from multiple dimensions, such as the
relationship between tourists’ willingness to revisit
and destination image, satisfaction and tourism
motivation. These studies are mainly applied in the
traditional tourism field, and it is difficult to fully
explain the tourists’ willingness to revisit in rural
tourist destinations in China. On the basis of previous
studies, this paper takes rural perception as the
research perspective so as to provide new ideas for
the study of tourists’ willingness to revisit.

1. Literature review
Rurality perception

LANE & BRAMWELL (1994) believed
that countryside tourism is not only the tourism
activity based on agriculture, and more importantly it
is a muti-dimensional tourism activity as well. Apart
from the holiday tourism based on agriculture, it also
contains natural tourism, ecological tourism, holiday
walking, mountain-climbing and horse-riding with
particular interest, adventure, sports, health tourism,
hunting, fishing, educational tourism, cultural and
traditional tourism as well as certain regional folk
activities among others. LIU (2014) thinks that rural
tourism refers to a kind of tourism mode with farmers
as the main business body, urban residents as the main
target market, village folk culture and rural scenery
activities as attractions, and tourists’ return to nature
and entertainment as the main purpose.

Rural tourism destination serves as a
tourist area attracted by the unique production form,
life style and pastoral scenery of the countryside and
meets the needs of tourists in entertainment, seeking
knowledge and returning to nature (DU et al, 1999).
Some scholars believe that rural tourism is a tourism

activity integrating viewing, investigation, study,
participation, entertainment, shopping and vacation
with agricultural cultural landscape, agricultural
ecological environment, agricultural production
activities and traditional national customs as resources.

To sum up, rural tourism refers to a new
kind of tourism business activity that takes rural
areas as activity places and provides sightseeing,
leisure, experience, fitness, entertainment, shopping
and vacation for urban tourists by using the unique
natural environment, pastoral landscape, production
and management forms, folk culture and customs,
farming culture and farmhouses and villages.

The FEuropean Union (EU) and the
World Organization for Economic Cooperation and
Development (OECD) define rural tourism as follows:
rural tourism is a tourism activity that takes place in the
countryside, and rurality is the core and unique selling
point of the overall marketing of rural tourism.

LANE (1994) combines rurality with
tourism for the first time and interprets the application
of rurality in rural tourism from the variables
measured by traditional rural geography. BROHMAN
(1996) argued that the key to keeping rural tourism
destinations active is that tourism enterprises
should be owned by local people with small-scale
tourism operations, deep participation of the tourism
community and the maintenance of rural culture
and the environment. Compared with “Rurality” in
rural geography, the “Rurality” in tourism field has
paid increased attention to community participation,
tourist perception, resource extraction and others.
Although, scholars study the rurality of rural tourism
from different dimensions, they all recognize the
importance of rurality in rural tourism.

In China, HE (2002) introduced the
concept of rural tourism for the first time. He
thought that rural tourism must be developed in rural
spaces with rural characteristics, and rural tourism
should be defined by both. Before the concept of
rural nature was put forward, scholars explored the
rural characteristics of rural tourism from different
angles. ZOU (2006) shaped the rural nature of rural
tourism from three aspects, namely, differentiated
rural theme, local folk customs and architecture,
and friendly and simple rural atmosphere. LI (2005)
believed that the nature of rural tourism is not only
a rural regional spatial unit, but also includes rural
landscape image and rural cultural image. LIU
(2006) thinks that rural customs are the core of rural
tourism, which mainly consists of four aspects: rural
geographical environment, rural buildings, local
tradition and customs, and rural scenery.
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At present, the research on rural characteristics
is mainly carried out from two perspectives: spatial
characteristics and index evaluation. From the perspective
of spatial characteristics, it explores the different spatial
characteristics, rural spatial patterns and evolution of rural
characteristics. Although, it can reflect the spatial change
characteristics of rurality to some extent, it cannot explain
the internal mechanism of the rurality development and
change. In addition, some scholars try to build a rural
index model, and determine the level of regional rurality
index through relevant data analysis, and then evaluate
the rural level of a certain area.

For example, FENG (2007) took Wuyuan,
Jiangxi Province as an example, and selected five
indicators: regional conditions, tourism resource
base, community participation, tourism industry
localization and sustainable development to build
the evaluation system of rural tourism. WANG
(2010) uses five dimensions: regional conditions,
rural image, community participation, localization
of tourism industry and sustainable development to
build a rural index evaluation model of rural tourism.
WU (2010) and others evaluated the rural non-use
value of rural tourist destinations from six elements:
settlement architecture, folk customs, ecological
environment, pastoral landscape, farming culture and
traditional life style, and rural atmosphere.

Considering the limitations of quantitative
research, some scholars attempt to build the
connotation system of rural tourism from the
perspective of subjective perception, and establish
indicators to observe and evaluate. ZHANG (2020)
study is based on tourists’ perception of rural
environment (nature and humanities), rural economy,
rural society, rural recreation opportunities and rural
facilities. The research studies the connotation of
rural cognition, quantitatively studies the rurality of
rural tourism in abstract tourists’ cognition, combines
subjective and objective factors, explores and verifies
the theoretical model of rurality in tourist-oriented
rural tourism. WANG (2014) perceived that it is more
accurate to define the rurality of rural tourism from
subjective perception by introducing the theory of
local sense, thus opening up a brand-new perspective
to study the rurality of rural tourism.

To sum up, the research on the connotation
of the concept of rural nature at home and abroad is
expanding. Given the influence of the “cultural turn”
of geography, the connotation of rurality gets rid of the
shackles of regional material space and expands to the
dimension of social space. Although, the definitions
of rurality have not been unified, some scholars
believe that rurality is no longer just a simple concept

of regional characteristics, but a dynamic process
of complex evolution among the main elements of
a region. Most of the research on rural tourism in
China focused on the concept definition, connotation
interpretation and characteristics description, and most
of them belonged to qualitative research.

There are outstanding problems in the
development of rural tourism, so it is urgent to re-explore
the rural characteristics of rural tourism. Because
rural tourism itself is a complex system composed of
tourists, tourist destinations, tour operators and other
multi-subjects, the research on the rurality of rural
tourism should also start from these tourism subjects,
and concretely analyze the cognition and feelings of
different tourism subjects on rurality. However, the
objective measurement of rural issues ignored the
development of rural people’s subjective initiative, as
well as the interaction between people and rural areas.

Given the lack of participation of tourism
subjects such as tourists and residents in tourist
destinations, the study of rurality in rural tourism
fails to solve the practical problems of rural tourism
development. Therefore, this paper proposes to
study rural tourism from the perspective of tourists’
rurality perception, which not only has innovative
perspectives, but also helps to guide the development
and construction of rural tourism destinations.

Tourist experience theory

In the book Experience Economy,
American economists Joseph and James formally
expound the experience economy and its concept,
and mentions: “Experience economy is an economic
model in which enterprises take consumers as the
center, take services as platforms and goods as props,
create activities for consumers to participate in and
get good feelings, and obtain corresponding profits
according to the experience quality of this activity.”

GURAL (2015) believed that tourist
destination provides product and service which can
be used by tourists to create their own feeling and
experience, as it is of vital importance for the long-
term success of destination to provide a pleasant
travelling experience. Specifically, five aspects namely
social interplay, real insight into local features, service,
culture or cultural relics as well as challenge serve as
the key structure that can impact the cultural travelling
experience of travelling destination. Meanwhile, he
considers that client experience can better predict
sense of satisfaction and loyalty. Service quality is
indeed an important prerequisite, yet client feeling and
experience can positively shape client’s behavior to a
larger extent (CETIN, 2020).
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XIE (2006) thinks that goods, services and
tourism activities themselves are the main aspects
that affect tourists’ experience, and points out that in
the era of experience economy, tourists are pursuing
physical and mental satisfaction after experiencing
tourism products, instead of simply leisure sightseeing
and pleasure brought by consumption. XIE (2005)
pointed out that tourists in the new era are increasingly
pursuing inner feelings and spiritual comfort, and
tourists’ experience constitutes the basic component
of their tourism activities. The study of experience
economy in tourism refers to the experience activities
and feelings of tourists in the whole service link
from the beginning of tourism action to the end of
consumption behavior, which makes tourists feel
a kind of psychological satisfaction. This theory is
frequently used in the development of tourism.

Experience economy can be defined as
the overall feeling of the whole experience activity,
obtained by weighing all the feelings of tourists in
the whole tourism experience activity with the cost of
obtaining the feelings. More attention to experience
is a psychological feeling of tourists, which is not
only influenced by nature, environment and products
themselves, and more importantly it is closely related
to personal factors such as tourists’ mood, income,
education level and tourism motivation. The overall
satisfaction of tourists’ travel, the rate of revisiting
in the future and even the loyalty to scenic spots
mainly come from the personal experience of tourists
(CETIN et al.,, 2017). Therefore, the creation of
experiential tourism products and the formation of
product competitiveness are very important. Hence,
the study of tourist experience economy theory is of
great significance to the design and development of
cultural tourism characteristic town’s products.

MATERIALS AND METHODS

This paper will divide the factors of rural
perception through tourism experience theory, first-
hand data were obtained through field questionnaire
survey, and use SPSS software to analyze tourists’
survey data. When it comes to choice of research
methods, it does not use the common regression
analysis. Instead, it wuses Pearson correlation
coefficient to analyze the strength and weakness of
its influence and its positive and negative correlation
so as to demonstrate whether the hypothesis theory is
correct or not, and give corresponding guidance.

2. Research hypotheses and conceptual models
2.1 Rurality perception dimension

According to the previous literature,
rurality is the essential attribute of rural tourism.
Rurality perception refers to tourists’ feelings and
experiences of characteristic products and services
in rural tourist destinations during their tour. As
indicated by other researchers, WEI (2014), XU
(2015) and others’ research on rurality perception,
random interview are conducted among rural tourists
to elicit the elements of their rurality perception,
and checking is done with experts for advice to
eliminate unnecessary indicators, and determine four
dimensional indicators of rurality perception, which
consists of the following:

a) Rural landscape perception mainly includes
tourists’ perception of natural scenery, tourism
environment, village buildings and landscape
sketches in rural tourist destinations, which has 6
measurement indexes.

b) Perception of rural culture mainly includes tourists’
perception of rural lifestyle, rural folk culture and
regional characteristics, which has 4 measurement
indicators.

c) Perception of product characteristics mainly
includes tourists’ perception of rural tourism
services and tourism products such as catering,
accommodation and tourism activities, which has a
total of 5 measurement indicators.

d) Perception of location conditions mainly includes
tourists’ perception of rural geographical location,
traffic conditions and other factors, which has 4
measurement indexes.

The table 1 provides specific measurement
items and reference sources.

Tourists ' willingness to revisit

There have been a large number of
research results at home and abroad for reference on
the measurement indicators of willingness to revisit.
Because the willingness to revisit has a certain
predictability for tourists’ future travel behavior,
measuring the willingness to revisit can predict the
future market situation of tourist destinations to a
certain extent. In this paper, the author draws lessons
from the research results of Huang and others (2020),
and measures tourists’ willingness to revisit from the
following three levels, namely:

a. [ would like to travel here again;
b. The possibility of your next trip to Mawei Yi;
c. I will recommend others to visit here.

Finally, the Likert scale was employed
by using “strongly unwilling, unwilling, not sure,
willing, strongly willing” based on visitor’s own
intention.
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Table 1 - Measurement items of each dimension of tourists' rurality perception.

Dimensional

Rural landscape perception

Measurement items

Strong local flavor and beautiful pastoral scenery

Measurement Standard

Likert five-point scale
methodl

Fresh air and good ecological environment

Country style architectural landscape

Unique rural landscape

The rural landscape remains good and no obvious trace of transformation
and destruction

There are abundant types of wild animals and plants

Perception of rural culture

I feel the slow pace of rural lifestyle in here

There are many folk performances and experience activities.

Residents keep local language habits and communicate in local dialects.

I feel the simple and true atmosphere of rural life

Perception of product
characteristics

Tourism service personnel and tourism operators wear Guanzhong
traditional cultural costumes

The local cuisine conforms to the traditional rural eating habits, with local
raw materials and traditional production techniques

The accommodation, catering and other tourism service facilities here
reflect a strong rural atmosphere

Tourist souvenirs, handicrafts and agricultural products with rural
characteristics

I can experience a variety of activities unique to the countryside

Perception of location
conditions

I can feel that I have come to the real countryside and far away from the

The population is small, and the living environment is generally more
spacious than the city

There are no large-scale shopping malls, factories, etc., which are little
affected by modern industrial commerce

There are limited modes of transportation available from the city to here,
and the transportation convenience is not high

The table 2 presents the visitor satisfaction
measurement items.

Hypothesis of the relationship between rurality
perception and tourists’ willingness to revisit

With the increasingly fierce competition
among rural tourist destinations, attracting tourists to
revisit their old places can effectively save marketing
costs, and is an important means to maintain the
number of tourists and achieve stable income in
tourist destinations. Generally speaking, the more
rurality perception in the process of rural tourism,
the greater the willingness to revisit. Therefore, it
is proposed that the rurality perception of tourists in
Maweiyi and its four perception dimensions have a
positive impact on tourists’ willingness to revisit. The
specific assumptions are as follows:
HI1: Rurality perception has a significant positive
impact on tourists’ willingness to revisit.
H2: Rurality landscape perception positively affects
tourists’ willingness to revisit;

H3: Rurality cultural perception positively affects
tourists’ willingness to revisit;

H4: Perception of product characteristics positively
affects tourists’ willingness to revisit;

HS5: Perception of location conditions positively
affects tourists’ willingness to revisit.

3. Questionnaire design

In this paper, questionnaire survey was used
to collect the data needed for research. Questionnaire
survey has become the most commonly used research
method in the field of social science research. In order
to reduce the difficulty of reading comprehension, the
questionnaire was designed as simple as possible, and
the academic vocabulary was expressed in colloquial
words. In addition, the subjects of this survey are
tourists who have been to or are traveling in Maweiyi.

The questionnaire was developed by
using the Likert 5-level scale. The visitors can
classify their travelling experience based on their own
tourism experiences and can choose among different
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Table 2 - Visitor satisfaction measurement items.

Dimensional

Tourists' willingness to revisit

Measurement Project

I would like to travel here again

Measurement Standard

Likert five-point scale method

The possibility of your next visit to Maweiyi

I will recommend to others to travel here

questionnaire questions and answers. The questionnaire
is mainly composed of three parts, with a total of 34
measurement items. The first part is the basic personal
information of tourists, with 9 measurement items;
the second part is the tourist rural perception scale,
which has 19 measurement items; the third part is the
measurement scale of tourists” willingness to revisit,
which has three measurement items.

Descriptive statistical analysis of samples

This paper takes Maweiyi as a case site,
and the objects of investigation are tourists who
have been to Maweiyi scenic spot or are undertaking
tourism activities in Maweiyi.

Maweiyi Folk Culture Experience Park,
is a rising star of rural tourism in Shaanxi Province,
it started construction in 2012, and the first phase
of the project was completed on January 1, 2013,
and then it was officially opened to the public. Since
it was officially opened to the outside world on
October 1, 2013, there have been a lot of tourists.
From February 4 to 10, 2019, in just 7 days,
Maweiyi Scenic Area received 770,000 tourists.
As a national AAAA-level scenic spot, it was first
named after the first post station of Chang’an in the
west of the Silk Road, and was elevated into the list
of top ten beautiful countryside locations in China.
Maweiyi Folk Experience Village skillfully makes
use of the natural tableland, the gully terrain and the
abandoned cave courtyards of the local villagers. At
the same time, combined with Taoist culture, taking
the love story of Tang Minghuang and Yang Guifei
as the cultural background and the ancient post
culture as the core, it integrates cultural tourism, folk
culture display, leisure experience and sightseeing,
which can satisfy tourists and citizens’ pursuit of
post culture, and also reflects farming culture and
folk culture.

A total of 400 questionnaires were
distributed in this survey. By eliminating some
incomplete answers or some obviously inconsistent
questionnaires, a total of 38 invalid questionnaires

were climinated and 362 valid questionnaires were
collected, with an effective rate of 90.5%.

From the data in table 3, it can be seen that
there are 196 women, accounting for 54.1%, and 166
male tourists, accounting for 46.9%, which indicates
that in this sample questionnaire, the ratio of men
and women is basically the same, and the sampling is
relatively balanced. From the age structure of tourists,
among the tourists in Maweiyi rural tourism, the tourists
aged 18-25 are the most, followed by the tourists aged
25-36. Among these young tourists, the first part is
students, who have plenty of free time and strong
motivation to travel. In addition, there are some urban
white-collar workers who have already begun to work.
They are often very happy to travel on weekends to
relieve themselves from their heavy work pressure. At
the same time, they are relatively free with their money
with better spending power. From the perspective of
tourists’ educational level, there are more highly
educated people with college degrees or above. This is
because firstly, students have more free time. Secondly,
they are more likely to accept new things and like rural
tourist destinations with good amusements. Among all
the tourists in the sample survey, 75.7% of them come
to Maweiyi for the first time, which shows that the
number of tourists revisiting Maweiyi is small and the
situation of revisiting does not appear optimistic. To
sum up, the tourists who come to Maweiyi are mainly
young people from Xi’an or Xingping, who have a
high education level and strong tourism consumption
ability. At the same time, they pay more attention to
tourism experience and have higher requirements for
tourism products and services at tourist destinations.
In addition, most tourists come to Maweiyi for the
first time, which shows that there is a problem of low
revisiting rate in rural tourism at Maweiyi.

Reliability and validity of questionnaire

Firstly, the reliability and validity of the
questionnaire are tested. Reliability and validity test
is an important part of empirical research. Empirical
analysis needs to meet the reliability and validity
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Table 3 - Statistical table of basic characteristics of tourists in Maweiyi.

Variable Options Frequency Percentage (%)
Gender Male 166 459
Female 196 54.1
Age 18-25 144 39.8
26-35 137 37.8
35-44 41 11.3
45-59 32 8.8
60 years old and above 8 22
Eﬁ;ﬁgﬁ;ﬁiﬁ Junior high school and below 21 5.8
High school and technical secondary school 101 27.9
Undergraduate and junior college 202 55.8
Postgraduate or above 38 10.5
ifg;f;‘:l T USD276 or under 55 152
USD276 - 415 85 23.5
USD415 - 553 59 16.3
USD553- 690 71 19.6
USD690 or above 92 254
Travel motivation Appreciate the rural scenery and architectural landscape 226 31.10%
Experience rural folk customs. and increase knowledge 238 32.80%
and experience
Visit relatives and friends \yith family or friends, 112 15.40%
nostalgia
Recuperate and return to nature 104 14.30%
Meet new friends and seek different life experiences 46 6.30%
Travel mode Individual traveler 236 65.2
Unit organization 30 8.3
School organization 38 10.5
Travel organization 45 12.4
Others 13 3.6
Source of tourists Surrounding countryside 12 33
Xi'an urban area 68 18.8
Xingping urban area 40 11
Other areas in Shaanxi Province 25 6.9
Outside Shaanxi Province 217 59.9
FA‘;“:E: g’{fl trips to Once 274 75.7
Twice 65 18
Three times 16 44
More than three times 7 1.9

criteria if its analysis results are to be convincing.
The so-called reliability refers to the reliability or
stability of the scores measured in a test. That is, the
scores of the same group of subjects tested many times
in the same test should be consistent, so reliability
refers to the degree of consistency of measurement.
Cronbach’s o coefficient is used in this study. In
terms of construction validity, KMO sample measure
(KaiserMeyer-Olkin measure of Sampling Adequacy)

and Bartlett’s test of Sphericity are used in this study to
test the validity of measurement items.

Reliability test

By using SPSS software to analyze the
reliability of 362 valid questionnaires, Cronbach’s value
of tourists’ rural perception is 0.924, higher than 0.9,
indicating that tourists’ rural perception scale has very
high reliability and stability. The coefficient values
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of the four dimensions of tourists’ rural perception
are all greater than 0.8, which shows that the internal
consistency of the scale is good. Cronbach’s values of
rural perception and tourist satisfaction variables in
MaWeiYi scenic spots in this study are all above 0.8,
which shows that this research scale has good credibility.

Validity test

Firstly, factor analysis is used to verify
the constructive validity of the questionnaire. Before
carrying out confirmatory factor analysis, it is necessary
to measure whether there is a certain correlation among
the indicators and the significance of the correlation, that
is, to analyze the structure validity of the questionnaire.
In general, KMO and Bartlett’s spherical test are used to
test the structure validity of the questionnaire. The total
range of KMO values is [0, 1]. If the KMO value of the
questionnaire is higher than 0.7, it indicates that factor
analysis can be done; if the KMO value is less than 0.7,
it indicates that the questionnaire data is not suitable
for factor analysis. At the same time, only when the sig
value in Bartlett’s spherical test meets the condition of
less than 0.05, the data is valid. In a word, only when
the questionnaire data meet two conditions at the same
time, that is, KMO value < 0.7 and P value < 0.05, can
the questionnaire have structure validity, and then factor
analysis can be carried out on the measurement indicators.

For this research of the KMO value of
tourists’ rural perception scale is larger than 0.8, which
shows that the internal factors of the scale have good
correlation. The sig values are all 0.000 < 0.001,
indicating that the correlation of the scale factors
is very significant, indicating that the tourist rural
perception scale has good structural validity.

Model and hypothesis test of the influence of rural
perception dimension on revisiting intention

In this paper, SPSS20.0 is used to test
Pearson correlation coefficient and significance of the
relationship between MaWeiYi tourists’ rural perception
and tourists’ willingness to revisit, as shown in table 4.

From the Pearson correlation coefficient
results of tourists’ rural perception and tourists’
willingness to revisit shown in table 4, it can be
concluded that there is a strong positive correlation
between tourists’ rural perception and tourists’
willingness to revisit r= (0.655™, P < 0.01); There
is a moderate positive correlation between tourists’
perception of rural landscape and tourists’ willingness
to revisit = (0.509", P <0.01); There is a weak positive
correlation between tourists’ perception of rural culture
and tourists’ willingness to revisit r = (0.368 ™, P <
0.01); There is a moderate positive correlation between
tourists’ perception of product characteristics and
tourists” willingness to revisit r= (0.558", P < 0.01);
Visitors’ perception of location conditions and tourists’
willingness to revisit are significantly weaker and have
positive correlation r= (0.445", P < 0.01). The above
analysis results prove that there is a significant positive
correlation between tourists’ rural perception and
tourists’ willingness to revisit. Therefore, according to
the analysis results of variable correlation, the previous
hypotheses H1, H2, H3, H4 and H5 are verified.

DISCUSSION
According to the data obtained in

Maweiyi rural tourism destination, through
Pearson correlation coefficient model, the influence

Table 4 - Pearson correlation coefficient between tourists' rural perception and tourists' willingness to revisit.

Tourists' Rural . . Perception of Tourists'
. Perception of  Perception of product . -
rurality landscape . location willingness to
: . rural culture characteristics .. -
perception perception conditions revisit

Tourists' rurality 1

perception

Rural lgndscape 710" 1

perception

Perception of rural 607" 147 )

culture

Percepthn .Of product 799" 610" 271" 1

characteristics

Perc;ptlon of location 740" 346" 266” 446" 1

conditions

Tourists' willingness 655" 509" 368" 5587 4457 1

to revisit
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coefficient of tourists’ rural perception dimension
factors on willingness to revisit is obtained, and the
research hypothesis is verified, and the hypothesis
results are verified. Rural perception has a
significant positive impact on tourists’ willingness
to revisit, that is, the stronger the rural perception,
the stronger the willingness to revisit. However,
among the four influencing factors subdivided,
they show different strengths and weaknesses.
This means that different influencing factors have
different influences on this sample.

The difference is reflected in the fact that
the perception of product characteristics has a great
influence on the willingness to revisit. Rural tourism
products are embodied in various tourism activities
and services such as catering, accommodation,
entertainment, shopping, and others. The characteristics
of rural tourism products can bring novel tourism
experiences to tourists and encourage tourists to revisit.
CAI (2015) reported that tourists’ perception and
attribute judgment of tourism products are helpful to
improve the differentiation degree of tourism products
in rural tourist destinations, thus affecting tourists’
revisit choice of rural tourist destinations. PI (2016)
believed that if all kinds of business entities have
strong tourist reception capacity and high service level,
tourists will get physical comfort and inner pleasure,
and tourists’ dependence on rural tourist products
will be strengthened, and the perception of reliability
and trust will also become the core factors affecting
tourists’ willingness to revisit.

Rural landscape perception has a great
influence on the willingness to revisit. Rural
landscapes of rural tourist destinations include
beautiful pastoral scenery, distinctive buildings and
rural features. Therefore, maintaining the unique
rural landscape has certain practical significance
for improving tourists’ satisfaction and encouraging
tourists to revisit. From the perspective of tourists’
perception of rural nature, relaxation and coziness,
fresh air, peace and tranquility are the most preferred
rural elements for British tourists; while calm and
tranquility, relaxation, green plants and pure air are
favored by French tourists. VILA-OBLITAS (2015)
research shows that seeking tranquility, visiting
relatives and friends and experiencing nature can
represent the reasons why Spanish tourists choose
a certain rural tourist destination. LIU et al. (2017)
and others believe that the main factors affecting
tourists’ choice to carry out tourism activities in the
surrounding villages of Suzhou can be summarized
as returning to nature and enjoying the rural scenery.
Through the above research, we can find that the

beauty of rural landscape and characteristic rural
architectural style have a positive correlation with
tourists’ willingness to revisit.

Relatively speaking, the perception of
location conditions and rural culture have a low
degree of influence on the willingness to revisit. It
is difficult for tourists to perceive directly during the
tour through location conditions, so it has relatively
little influence on tourists’ willingness to revisit.

Rural culture is embodied in rural folk
activities, production and lifestyle, clothing language
and so on. Creating a distinctive, simple and enthusiastic
rural cultural atmosphere has a positive effect on
promoting tourists to revisit. However, it cannot be
directly reflected in tangible material performance, so it
is reflected by creating the image of tourist destination
and satisfying tourists’ intangible cultural experience
perceptions. ZHU (2020) thinks that the core of rural
culture is reflected at the spiritual level, in which
“implicit behavior patterns” such as rural people’s
beliefs, feelings of home and country, spirit of rural
sages, family style and ancestral training are its core.
These often exists in a potential form, which are least
easily felt by tourists, except those who have the most
experience of travelling and humanistic education.

In a certain sense, the fundamental
driving force for rural tourism to have strong and
unique tourism attraction for urban residents lies in
its unique local rural tourism resources, and “rural
nature” is a high generalization of the integrity and
comprehensiveness of rural tourism resources. Rural
nature comprehensively reflects the development level
of rural areas, and is an important index to reveal and
identify the differences within rural areas and rural
regional spaces. It can comprehensively reflect the
rural characteristics of rural tourism from the aspects
of regional conditions, community participation,
tourism resource base, localization of tourism
industry and sustainable development (ZAMANI-
FARAHANI, 2016). Therefore, the perception of
rural nature can not be evaluated from a single aspect.
Instead, it is a comprehensive collection of a series
of factors such as rural landscape, culture, products,
atmosphere and region. Therefore, in the development
and construction of rural tourism, it is necessary to
realize the integration of rural tourism resources to
show “rural nature” through rural resources.

As mentioned above, for tourists, the local
elements of rural tourism destinations are an important
pulling force to promote tourists to rural tourism
destinations, and the willingness to communicate is
an important driving factor to promote rural tourists
to travel. First of all, it is necessary to strengthen the
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distinguishability of rural landscapes such as ancient
buildings and trees, create a good local atmosphere, and
maintain the attraction of rural tourist destinations to
urban tourists. Secondly, it is necessary to strengthen
participation in the setting of experiential projects, take the
characteristic landscape of rural tourist destinations as the
actual scene, set up farming experience and other activities,
reinforce the communication between local residents and
tourists, thus improving tourists’ sense of experience and
satisfaction. That is consistent with the tourist experience
theory mentioned in the literature review.

Policy Implications and suggestions

Rural perception plays an important role
in promoting tourists’ willingness to revisit. For rural
tourist destinations, only by actively promoting the
rural nature of rural tourist destinations can we meet
the tourism needs of rural tourists to the maximum
extent. The empirical results showed that in the process
of rural tourism development in Maweiyi, in order
to influence tourists’ willingness to revisit through
tourists’ rural perception, it is necessary to strengthen
the development and protection of the rural nature of
Maweiyi rural tourism destination according to the
factors of tourists’ rural perception.

First of all, protecting the original rural
ecological environment and local style has a positive
effect on promoting tourists’ willingness to revisit. The
landscape design of tourist infrastructure should follow
the principle of “restoring ancient experience outside
and comfortable feeling inside”, pay attention to the
protection of pastoral scenery of Maweiyi, and create
a strong local flavor. While developing tourism, we
should adhere to the values of harmony between man
and nature, and create a rural and original ecological
tourism environment for tourists. In addition, the
rural characteristic landscapes such as old trees,
millstones and country roads should be preserved, and
the protection of characteristic residential buildings in
Guanzhong should be strengthened, highlighting the
local rural architectural features, so that all tourists can
enjoy unique rural landscapes, thus enhancing tourists’
tourism satisfaction and encouraging tourists to revisit.

Secondly, it is the purpose of many rural
tourists to escape from the heavy pressure of urban life
and feel the relaxed and pleasant tourist atmosphere.
For rural tourists, it is an important motive for rural
tourism to experience the slow-paced rural lifestyle
and feel the traditional folk customs. Therefore, for
Maweiyi rural tourist destination, it is very important to
maintain the authenticity of the rural tourist destination
and create a good rural cultural atmosphere, which can
be created through the following three aspects:

a. Pay attention to excavating the cultural connotation
of Maweiyi Guanzhong, and create a distinctive
Maweiyi cultural brand. Promote the high integration
of Guanzhong culture and tourism development,
bring strong visual impact of Guanzhong culture to
tourists, enhance tourists’ perception of rural culture
and improve tourists’ satisfaction.

b. Keep the slow-paced lifestyle in rural areas, avoid
over-commercialization of rural tourist destinations,
increase folk performances and folk experience
activities, and create a real rural living atmosphere.
c. Strengthen the cultural etiquette training
for Maweiyi tourism professionals. Tourism
professionals are not only a tourist guest who
provides warm and thoughtful tourism services, but
are also the disseminator of traditional Guanzhong
culture in Maweiyi. Speaking local language and
wearing local traditional clothes help tourists to feel
the local characteristics of Maweiyi more directly,
thus improving tourists’ satisfaction and promoting
tourists’ revisiting behavior.

Thirdly, the characteristic tourism
products of rural tourist destinations are important
to attract tourists. Because there are some problems
in Maweiyi, such as single entertainment forms
and weak participation of tourists, it is necessary
to enrich and innovate entertainment activities to
effectively enhance the interest of tourists. Secondly,
the tourist accommodation facilities should reflect
the rural characteristics of Maweiyi and integrate
into Guanzhong culture, so that tourists can have a
deeper understanding of the rural characteristics of
rural tourist destinations. Thirdly, they should explore
the local characteristic catering, make full use of rural
characteristic ingredients, enrich catering varieties,
and provide tourists with green, healthy and rural
flavored catering products.

Developing characteristic tourism products,
including local characteristic agricultural products and
handicrafts can reflect local characteristics and culture.

Finally, actively improving the traffic
conditions of Maweiyi. Convenient transportation can
shorten the transportation time of tourists optimizing
their travel experience. Because there are many tourists
from Xi’an and Xingping in Maweiyi, a special tourist
line should be added during holidays to shorten the
economic and time distance between tourist origins
and tourist destination. At the same time, actively
expand the transportation links with the outside of the
province, enhance the convenience of transportation,
and give tourists more choices in transportation. In
addition, strengthen the marketing efforts of Maweiyi
to make up for the lack of location conditions, and
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focus on marketing in Xi’an, Xianyang, Baoji and
other metropolises, such as holding festivals to attract
surrounding tourists to revisit.

CONCLUSION

First of all, given the lack of mature
tourist rural perception scales for reference, there
will be some subjective factors in the selection
of measurement indicators. This may lead to
problems such as insufficient objectivity and
comprehensiveness. This needs to be further
discussed and analyzed in future research so
as to design the measurement index of tourists’
rural perception scale more scientifically and
comprehensively, thus further optimizing and
improving the tourists’ rural perception scale.

Secondly, the investigation of this study
takes Maweiyi, a typical rural tourist destination, as
the research object, yet it lacks the analysis of other
types of rural tourist destinations. In future research,
we can take other rural tourist destinations as study
subjects to carry out regression analysis by comparing
them with the results of this research in an effort to
find differences and similarities.
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