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  Abstract 
The lockdown in China during the COVID-19 pandemic prevented consumers from 
engaging in tourism activities. However, the tourism industry in China has been 
gradually recovering since all restrictions were lifted in early 2023. Will marginal 
white-collar workers, who were the primary consumers in the tourism market be-
fore the COVID-19 outbreak, become the mainstay of tourism once more? The em-
pirical study aimed to investigate whether the marginal white-collar group, after 
experiencing lockdown, would actively participate in tourism activities. It exam-
ined the connections between tourism participation, travel behavior, and tourist mo-
tivation. The findings revealed that travel behavior positively influences tourism 
participation. Different tourist motivations have varying effects on tourism partici-
pation, and travel behavior serves as an intermediary in the relationship between 
tourist motivation and tourism participation. The study results offer theoretical dis-
tinctions and ideas for developing tourism products and strategies to enhance tour-
ism recovery following the lifting of the lockdown. 
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1. Introduction 

China has been the fastest-growing tourist source market in the world, and this is due to the size of China’s popu-
lation and its diverse and unequal tourism population. The majority of the Chinese population is marginal white-
collar workers. This group is mainly represented by low-income university graduates, including former members of 
the middle class. The marginal white-collar group is the main driver of tourism and the mainstay of the tourism 
market in China, accounting for about one-fifth of tourists before lockdown. 

The leisure radius of distance and location for domestic travelers has declined sharply due to the lockdown and 
quarantine in China as a result of the COVID-19 pandemic. Local leisure has therefore evolved into a spatial feature 
of domestic tourism. In addition, lockdown can change the way tourists travel. As marginal white-collar workers are 
of low position and not part of the middle class, they have limited economic and social status and are vulnerable, so 
they will change their thoughts according to their experiences and the environment. Therefore, such a long time of 
lockdown will influence the inside of them and perhaps they are most likely to relax and socialize through travel 
since the end of lockdown. Besides, people are keen to build wider relationships and reduce social alienation through 
travel after a long period of quarantine. 
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The tourism industry is gradually recovering since the lockdown was lifted in early 2023, and it is estimated that 
domestic tourism spending will be more than half of its pre-pandemic level by late 2023. Therefore, Will the marginal 
white-collar population, the dominant consumers in the tourism market before the pandemic, become the mainstay 
of tourism again? What are the impacts of the prolonged quarantine on consumers’ travel intentions and choices? 
Focusing on marginal white-collar workers, this study will examine travel tendency enthusiasm in quarantine and 
when the lockdown ended. 

2. Literature Review 

Pearce (2005) provided a more systematic summary of the theme, definition, and framework of travel decision 
behaviour. Specifically, before the COVID-19 pandemic, scholars mainly carried out research from the perspectives 
of tourism decision-making, spatiotemporal behavioural characteristics of tourists, tourist preferences, and travel be-
haviour of particular groups or specific types. Moutinho (1987) proposed a behavior model of holiday tourism that 
included pre-decision and decision-making processes, post-tour evaluation, and future decision-making, thereby sim-
plifying and testing the relationship between factors influencing travel decision behaviour. Lojo (2020) studied the 
behavior of Chinese tourists in Europe and found that young tourists favor independent travel, that older tourists 
prefer group travel, and that youngsters have a relatively wide range of motivations and preferences for destination 
activities. Irawan et al. (2022) noted that during the epidemic in Indonesia, low-income groups tended to travel less, 
but high-income groups continued to travel to meet their household needs, such as shopping. However, existing 
literature lacks attention to studies and predictions of travel behaviour in the post-pandemic period. 

The existing literature on tourism participation-related research is mainly from the perspectives of out-of-town 
visitors and residents of the destination community. In terms of tourism participation, it has been argued that customer 
participation is the source of tourism participation. Happiness and pleasure come from the level of participation and 
competence and are demonstrated by the efforts and attitudes of customers in activities (Haumann, 2015). Theories 
of customer participation help understand tourism participation (Fliess, 2012). In terms of community participation 
in tourism, Murphy (1985) was the first to analyze forms of tourism participation in communities and suggested that 
tourism development and planning should be based on the interests of community residents. 

Research on tourist motivation abounds. From the perspective of segmentation of tourist groups, some scholars 
illustrate differences in tourist motivation and constraints of different subjects such as adolescent girls, university 
students, and middle-aged and elderly people (Renninger et al., 2022). The concerns of this paper are tourism partic-
ipation, travel behaviour, and tourist motivation based on the Push-Pull Theory among the long-ignored marginal 
urban white-collar workers since the lockdown was lifted in China, so literature relevant to these concerns is selected 
here from two aspects. On the one hand, a number of scholars have analyzed tourist motivation based on the perspec-
tive of the Push-Pull Theory model. Theoretically, for example, Dann (1977) argued that the essence of tourist moti-
vation is the push factor, the internal drive, and attractions of the destination are the external pull factor; empirically, 
for example, Lin and Liu (2022) conducted a questionnaire survey of mainland Chinese students studying in New 
Zealand and classified their motivations for traveling in New Zealand into push and pull factors, the former of which 
are interpersonal relationships, recreation, escape and relaxation, and the latter of which are hospitality and accessi-
bility. On the other hand, some studies have explored tourists’ willingness to travel based on the context of the 
COVID-19 pandemic. Provided there’s a safe tourism environment during the post-pandemic period, tourists’ will-
ingness to travel is strong, and tourism in rural destinations may recover more quickly than urban tourism (Bhatta et 
al., 2022).  

Based on this, this research note suggests the following hypothesis: 
H1a. Push motivations exert a significant positive effect on invisible behaviours. 
H1b. Pull motivations exert a significant positive effect on visible behaviours. 
H1c. Obstruction motivations exert a significant negative effect on both invisible  
H2a. Invisible behaviours exert a significant positive effect on post-pandemic tourism participation of the marginal 

white-collar population. 
H2b. Visible behaviours exert a significant positive effect on post-pandemic tourism participation of the marginal 

white-collar population. 
Based on the discussion above, this paper proposes the following hypothesis: 
H3a. Invisible behaviours mediate the relationship between push motivations and post-pandemic tourism partici-

pation among marginal white-collar population. 
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H3b. Visible behaviours mediate the relationship between pull motivations and post-pandemic tourism participa-
tion of the marginal white-collar population. 

H3c. Invisible and visible behaviours mediate the relationship between obstruction motivations and post-pandemic 
tourism participation among the marginal white-collar population. 

3. Method 

3.1 Data collection 

This study used a questionnaire to investigate motivations and behaviours of tourism participation among marginal 
white-collar workers in urban China since the end of the lockdown. The selected survey sites were Chinese cities, 
with marginal white-collar workers meeting the requirements as the objects. A total of 1561 questionnaires were 
distributed and 1408 questionnaires were collected, of which 1353 were valid. This article mainly refers to the scales 
and research results of multiple scholars to create a questionnaire. The push factors include two latent variables of 
Relaxation and Relief, and Self-improvement and Curiosity. The pull factors are two latent variables of Scenic Ser-
vices and Convenience. The obstruction factors contain two latent variables, namely Risk and Cost, and Inertia and 
State. Behaviours of tourism participation of marginal white-collar workers can be divided into two latent variables, 
namely, Visible Behaviour, and Invisible Behaviour. The abovementioned scales are rated on a Likert scale, with the 
answers to the questions being “strongly disagree”, “disagree”, “uncertain”, “agree” and “strongly agree”, represent-
ing a score of 1, 2, 3, 4, and 5 respectively.  

3.2 Data testing 

The SEM model was used to test the hypotheses, and a reliability test and factor analysis were conducted prior to 
model validation. The Cronbach's Alpha coefficients were obtained for the latent variable data and all dimensions 
met the Cronbach's Alpha coefficient > 0.7. Therefore, the reliability requirements for the latent variable items meas-
ured in this study were met. The validity test results showed that the KMO values of the experimental data were all 
greater than 0.7 and the Bartlett's sphericity test p was 0.000, which was within the acceptable range and the validity 
of the sample data met the standard; the Exploratory Factor Analysis results indicated that the total variance expla-
nation rate of the seven variables set in the article was greater than 70%, indicating that the measurement scale as a 
whole had good convergent validity and was suitable for The results of the Exploratory Factor Analysis indicated 
that all seven variables had a total variance explained of greater than 70%, indicating that the scale had good conver-
gent validity and was suitable for factor analysis. 

4. Results 

4.1 Path analysis  

The results of the data analysis showed that for the invisible paths: the standardized coefficient of Invisible Behav-
iour on the participation of marginal white-collar workers in tourism was 0.666 and p<0.001, which proved that 
Invisible Behaviour positively affects the participation of marginal white-collar workers, and hypothesis H2a is ac-
cepted. However, the relationship between one of the push motivations, Relaxation and Relief, and Invisible Behav-
iour is negative. The standardised path coefficient for Self-improvement and Curiosity, which was also a push moti-
vation, was 1.222, greater than 1, and p<0.001, and thus the influence relationship was not satisfied. Therefore, there 
is no correlation between the two push factors on Invisible Behaviour in the paper, and hypothesis H1a is not valid; 
the results of the path of obstruction motivations showed that the path coefficient of Inertia and State on Invisible 
Behaviour was -0.402 at p<0.001, which proved that obstruction motivation does have a negative influence on Invis-
ible Behaviour.  

In terms of visible paths: the result of the path of Visible Behaviour on marginal white-collar tourism participation 
was 0.406 and was significant, indicating that there is a positive relationship between Invisible Behaviour on tourism 
participation and hypothesis H2b is accepted. The path coefficients of Scenic Services and Convenience were 0.471 
and 0.209 respectively, with Scenic Services being highly significant and Convenience being more significant and 
hypothesis H1b is validated. The results for the obstruction motivation factor Risk and Cost are -0.358 and p<0.001, 
which, combined with the results for Invisible Behaviour, suggested a negative relationship between obstruction 
motivations and Invisible Behaviour. Hypothesis H1c has been accepted (Figure 1). 
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Notes: * P < 0.10, ** P < 0.05, *** P < 0.01. 

Figure 1. SEM and standardised coefficients. 

4.2 Mediating effects test 

The data showed that the mediation effect from Relaxation and Relief to Participation via Invisible Behaviour had 
a confidence interval of 95% that did not contain 0 (lower bound 2.5% = -0.209; upper bound 2.5% = -0.044), which 
means Invisible Behaviour generated by marginal white-collars workers mediates the relationship between Relaxa-
tion and Relief and Participation. The mediation effect via Invisible Behaviour from Self-improvement and Curiosity 
to Participation had a 95% confidence interval that did not contain 0 (lower bound 2.5% = 0.177; upper bound 2.5% 
= 0.455), indicating that Invisible Behaviour produced by marginal white-collars workers has a mediating effect on 
the relationship between Self-improvement and Curiosity and Participation. Both paths’ results in push motivations 
satisfy the conditions, and thus hypothesis H3a is supported.  

Furthermore, the mediating effect from Scenic Services to Participation via Visible Behaviour had a 95% confi-
dence interval that did not contain 0 (lower bound 2.5% = 0.051; upper bound 2.5% = 0.288), indicating that Invisible 
Behaviour generated by marginal white-collars workers has a mediating effect on the relationship between Scenic 
Services and Participation. The mediation effect from Convenience to Participation via Visible Behaviour had a 95% 
confidence interval that did not contain 0 (lower bound 2.5% = 0.021; upper bound 2.5% = 0.386), which means 
Invisible Behaviour generated by marginal white-collar workers mediates the relationship between Convenience and 
Participation. Both paths of push motivations are confirmed, therefore hypothesis H3b is supported. 

The mediation effect from Inertia and State to Participation via Invisible Behaviour, which had a 95% confidence 
interval not containing 0 (lower bound 2.5% = -0.318; upper bound 2.5% = -0.058), indicated that Invisible Behaviour 
produced by marginal white-collar workers mediates the relationship between Scenic Services and Participation. The 
mediating effect from Risk and Cost to Participation via Visible Behaviour, which had a 95% confidence interval 
that did not contain 0 (lower bound 2.5% = -0.105; upper bound 2.5% = -0.238), indicating that Visible Behaviour 
generated by marginal white-collar workers has a mediating effect on the relationship between Risk and Cost and 
Participation. The two paths’ results from obstruction motivations are accepted, and thus hypothesis H3c is supported.  

5. Conclusion 

This study analyzed the pathway relationships between tourism participation, travel behaviour and tourist motiva-
tion for a group of marginal white-collar workers. The study applied the results of 1353 questionnaires from 102 
cities in China for hypothesis testing and the findings supported seven out of the eight research hypotheses. The 
findings highlighted that existing travel behaviour plays an important role in the relationship between tourism partic-
ipation, travel behaviour and tourist motivation, and especially plays a significant mediating role in tourist motivation 
and tourism participation. Besides, tourism participation has a positive effect on future tourism participation. While 
the role of obstruction motivation, a tourist motivation factor, is not obvious, the roles of pull motivation and obstruc-
tion motivation on travel behaviours are obvious, providing ideas on actions of tourism destinations to attract mar-
ginal white-collar workers, the major consumer, when lockdown was lifted. To analyze motivations and behaviours 
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of potential tourists on various issues will help strategy-makers develop destination marketing according to people’s 
travel needs and ultimately attract more tourists. This paper argues that the tourism industry can rely on mainstream 
media and new media platforms to continuously disseminate relevant messages and enhance user interaction in the 
production and transfer of tourism information to achieve balanced dissemination and continuous exposure of infor-
mation. 
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