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Abstract

Against the economic repercussions of the COVID-19 pandemic, an increasing
number of researchers are investigating whether tourists are altering their decision-
making processes in response to fluctuations in travel demand and perceptions.
However, little attention has been paid to investigating the effects of COVID-19 on
tourism with respect to various demographic variables. Therefore, the current em-
pirical research expands existing studies by focusing more on the impact of demo-
graphic characteristics, particularly gender and nationality, on tourists' perceptions
and behaviors in the context of COVID-19. The results of the questionnaire showed
that tourists from the Chinese mainland prioritize the sanitary and pandemic pre-
vention measures of the destination and are more inclined to travel with friends.
Moreover, female tourists are more inclined to seek destinations with good medical
and health conditions. These findings have the potential to assist policymakers and

practitioners in comprehending the shifts in tourists' demands, thereby enhancing
their response to COVID-19 and revitalizing the tourism industry. This paper ad-
dresses the need to examine the impact of the pandemic on China's tourism industry
and other countries. The study highlighted significant cross-cultural and gender dif-
ferences in tourists' perceptions of decision-making.
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1. Introduction

The COVID-19 pandemic has brought about a sharp recession in the global economy. The widespread, lethal nature
of the virus makes this a particularly complicated crisis (Faus, 2020). For example, Inegbedion (2021) indicated that
the COVID-19 lockdown has significantly impeded economic activities, thus inducing a recession of economic
growth in Nigeria. Different crises, such as terrorism, financial collapse, and political strife, occur across industries
and aspects of social life, among which tourism is no exception (Qi & Li, 2021). For instance, the China Tourism
Academy reported that, because of COVID-19, international and domestic tourism revenues declined by 40.6% and
34.7%, respectively, equivalent to 53.4 billion yuan in revenue and 50.32 million tourists (Chen et al., 2021). It is
estimated that COVID-19 reduced tourist arrivals worldwide by 20% to 30% in 2020 (UNWTO, 2020). The tourism
industry, as a strong contributor to economic development, was naturally impacted by various governmental re-
strictions in response to the pandemic (Mooney, 2020).
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Such economic damage changed the perceptions among tourists. Psychologically, Qi and Li (2021) highlighted
changes in travelers’ emotional experiences since the COVID-19 outbreak. They illustrated that travelers’ emotions
vary with how they perceive personal environmental relationships, their distance from the pandemic, and their states
of health, all of which influence their sensitivity and exposure to COVID-19. Neuburger and Egger (2020) claimed
that previous studies focused on the risk perception of travelers during health crises but that the aftermath of COVID-
19 exceeds all former tourism crises (Cahyanto et al., 2016). Their research demonstrated that risk perceptions of
COVID-19 were significantly enhanced, leading to stronger intentions to cancel travel plans once the pandemic came
to be known as such. Therefore, from the perspective of tourist behavior, although some still travel for leisure, tourists
are inclined to shorten their lengths of stay, seek out cheaper destinations, and take advantage of budget services.

Previous studies concerning tourism crises have largely focused on comparing developmental gaps before and after
the pandemic to explore the impact of COVID-19 on various aspects of the tourism industry (Chen et al., 2021,
Wilder-Smith, Chiew, & Lee, 2020). However, little attention has been paid to investigating the effects of COVID-
19 on tourism based on several variables (Wang et al., 2020). In addition, we notice that individual (especially de-
mographic) differences deserve careful consideration and further exploration. For example, Chen et al. (2021) de-
voted themselves to exploring cross-cultural differences among different age groups in terms of transportation, travel
modes, and companions. Furthermore, society constructs tourism activities based on gender. If we failed to consider
the importance of gender in the construction of tourism activities, our analysis of resident and tourist experiences
would be incomplete. While extensive research has been conducted on the performance and perceptions of tourists
of different nationalities (Kim, 2001; Kozak, 2001; Kozak, 2002; Sabiote-Ortiz et al., 2014; Sousa & Farhangmehr,
2019; Kukla et al., 2021), the comparison between China and other countries is still needed to investigate tourism
behaviors and perceptions at home and abroad in the context of COVID-19.

The present empirical study expands existing research by paying stricter attention to the effects of demographic
characteristics, including gender, and nationality, on travel conception in the context of COVID-19.

2. Literature Review
2.1 The Impact of Gender on Tourists’ Behaviors

Gender, as a critical demographic component, moderates and is moderated by the multi-faceted interaction including
political, cultural, economic, and social fields of the society where tourism is conducted (Figueroa-Domecq & Sego-
via-Perez, 2020). Tourism, as a social and economic system, is set up according to the connections between travelers,
stakeholders, and managers, which are naturally affected by gender. Gender serves as a system of culturally con-
structed identities reflected in ideologies of masculinity and femininity (Swain, 1995). Swan (1995) has also noted
that gender provides a fundamental reference for the distribution of social power in various aspects, including tradi-
tions, perceptions, and motivations, thus influencing the development of tourism.

As concerns travelers’ behaviors, more researches have the potential to provide supportive evidence on the gen-
dered difference from various perspectives of tourism activities (Elias et al., 2015). Specifically, travel information
source selections before traveling have presented obvious gendered preferences based on our retrieved literature (Cyr
etal., 2007; Kimetal., 2007; Yasin et al., 2017). Yasin and colleagues (2017) demonstrated that external information
sources, such as magazines, television, newspaper, Facebook, and blog, have attracted more men visitors’ attention
in comparison with women. At the same time, female tourists are more willing to depend on family’s or friends’
recommendations and their own previous travel experience, i.e. internal information sources. Additionally, younger
females rely more on online travel information as their main sources, such as hotel websites while older female users
tend to use traditional media, such as magazines and television. According to Kim et al. (2007), the behavior differ-
ence can be explained by distinctive gender characteristics in terms of computer technology undertakings or involve-
ment and participation in the Internet. Males are usually more involved in adopting new technologies than females
(Schumacher and Morahan-Martin, 2001). Gender has also significantly moderated other tourism behaviors, such as
social media use for travel choices (Karatsoli & Nathanail, 2020), choice of destinations (Yang & Wong, 2012), and
purchase-decision process (Choi & Park, 2017).

2.2 The Impact of Gender on Tourists’ Perception

The perceptive difference of gender among tourists serves as a persuasive factor that results in tourists’ behavioral
differences regarding travel information search (Jones et al., 2009). They also claimed that males are usually more
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self-confident, optimistic, and reasonable than females when facing online events and fresh challenges. The lower
level of difficulty perceived by males gave them more confidence to be more involved in computer technologies,
which also results in more frequent use of external information searches. Some studies have also reported significant
disparities in the expectations and needs of men and women in terms of information searching, making reservations,
purchasing tourist products, and online comments related to these activities (Figueroa-Domecq & Segovia-Perez,
2020). Westwood, Pritchard & Morgan (2000) concluded that many products are inevitably designed according to
masculine preferences. In addition, more women devote themselves to achieving self-development through inde-
pendent travel. Additionally, the analysis of the expectations of female tourists may be beneficial for tourism provid-
ers to attract more female customers by catering to their travel demands. It indicated that the lens of gender could
reveal novel scenarios (Kotler & Lee, 2008). At the same time, these studies provide new insights into relevant
research opportunities, such as gender-specific tourism marketing and behavior (Kinnaird & Hall, 1994), the role of
women in tourism, and travelers’ evaluations of motivations and expectations (Pearce, 2005). Thus, gender is a cru-
cial factor that globally exerts a diverse effect on tourists’ behaviors.

Furthermore, it is noted that travelers’ perceptions of the attendant risks seem to be another critical aspect that
unconsciously determines their behaviors. Most prominently, tourists seem to be more sensitive to risks in travel
against the background of natural disasters, including worries about contracting a disease and the absence of security
and health safety at their destinations (Li et al., 2010). Lepp and Gibson (2003) have reported that women appear to
be more sensitive to health-related crises. Barazi et al. (2021) investigated the influence of gender on risk perceptions
from six dimensions and found that women from Saudi Arabia are more panicked than men for two reasons. Psycho-
logically, women have more responsibility than men, especially regarding emotional investments in their loved ones
(Cahyanto et al., 2016). According to Otoo and Kim (2018), another possibility may be explained by increased feel-
ings of self-efficacy when women are more willing to take preventive measures in the face of infectious diseases.

2.3 The Impact of Nationality on Tourists’ Perception

Nationality is a fundamental consideration in the study of tourism. The discrepancies of countries in culture, policy,
economy, and other aspects highlight differences in tourism perceptions.

2.3.1 The impact of nationality on tourism risk perceptions

Tourism risk perception is considered the recognition of possible negative outcomes in tourism behavior (Fischer et
al. 1991; Chen et al. 2009). Some studies have found that travel risk perception is influenced by individual cognitive
abilities such as individual values and perceptions. Cui et al. (2016) noted that different worldviews lead to different
risk perceptions of climate change. Urban residents have stronger risk perceptions than rural residents, and cultural-
psychological similarities and spatial continuities of geographic locations determine tourists’ perceptions of loss. A
study of risk perception levels among Romanian and Serbian tourists found that Serbian tourists exhibited more
courageous behavior among visitors, while Romanian tourists were more cautious in their travels and would need a
more persuasive and intensive awareness campaign to reduce their concerns (Kovacic et al., 2020).

2.3.2 The impact of nationality on tourists’ travel motivation

Travel motivation is also a reflection of travel perception. Kozak (2002) noted that tourists who visited Turkey and
Mallorca from the UK and Germany had similarities and differences across four motivational factors. German tourists
are more likely to be motivated by culture and nature while British tourists prefer to have fun and interact with other
tourists (Kozak, 2002). Ramkisson et al. (2011) found significant variations in respondents’ behavioral intentions,
perceived authenticity, information-seeking behavior, and destination image. For example, French visitors showed
the highest preference for “community interaction”; British consumers presented a strong preference for a “sense of
history” and Germans had the greatest propensity for “culture” (Ramkisson & Brown, 2011).

An exploration of travel destinations by Kim and Lee (2000) found that Japanese tourists were more likely to favor
prestige and family reunion motives than British and American tourists; British tourists were more likely than German
tourists to seek pleasure in their travels. Another study in 2005 concluded that Asian tourists, when considering travel
motivations, were more likely to choose the “culture and history” category than American tourists, but interestingly,
Japanese tourists were the least likely to prefer “historical sites”, which may be due to their particular attitude towards
history and culture (Kim & Prideaux, 2005). Furthermore, in an exploration of travel motivations of mainland tourists,
it was investigated that Chinese (mainland) tourists had a higher interest in leisure facilities and games (Kim &
McKercher, 2011), while Hong Kongers have more preference for local cultural resources as well as gambling and
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entertainment activities (Parker et al., 2015).

2.3.3 The impact of nationality on tourists’ destination perception

The perception of travel destinations can be seen as the preferences reflection for destination type. A study by Xu et
al. (2009) found that British students preferred destinations where they could enjoy themselves, interact with friends,
and have fun, while Chinese students preferred scenic and historical sites. Satisfaction levels with the same tourist
destination vary across ethnic groups. Kozak (2001, 2002) investigated the cultural differences between British and
German tourists visiting Turkey and Mallorca. He reported that tourists’ nationality had a significant effect on their
satisfaction with the destination. Kim (2001) examined the explicit and implicit attitudes of different ethnic groups
toward tourist destinations and found that in the explicit questionnaire, both Caucasians and Koreans showed a sig-
nificant implicit preference for England, while the Chinese preferred only China on both explicit and implicit
measures. Kim (2001) explained that the convergent preference for England among Caucasians might be due to the
cultural and historical ties between the United States and England. The Chinese preference might be due to an inherent
link between patriotism and tourists’ attitudes. These studies suggest that attitudes toward tourist destinations are
directly or indirectly influenced by nationality.

2.4 The Impact of Nationality on Tourists’ Behaviors

Tourism behavior is an externalization of tourism perceptions, and the differences in tourism behavior exhibited by
different international tourists can be attributed to some extent to differences in tourism perceptions.

2.4.1 The impact of nationality on tourists’ customer behaviors

Purchasing behaviors of consumers can reflect the attitude to uncertainty avoidance, which is strongly influenced by
nationality. Sousa et al. (2019) learned about the mediating role of national image in tourists’ travel purchases. The
results of the study showed that cosmopolitanism had a significant positive impact on the behavioral intentions of
consumers from countries except China, implying that race-specific cultural patterns and cultural perceptions could
influence people’s purchase choices. Kukla, Zagasska, and Szewczyk. (2022) analyzed nationality differences in the
size of voluntary payments in tourism and found that nationality had a stronger impact on amounts paid prior to travel.
Ozdipciner (2009) indicated a remarkable difference in the spending behaviors of German and Turkish tourists. Sim-
ilarly, Tayfun and Yildirim (2010) reported that nationality was a significant variable in determining product choices
for German and Russian tourists. Ortiz et al. (2014) compared Spanish and British tourists’ perceptions of the overall
perceived value formation of the hotel accommodation purchasing process.

2.4.2 The impact of nationality on tourists’ socialization activities

Individuals’ preference towards individualism or collectivism can be demonstrated by social interactions. Cansev
and Ozdemir (2017) explored the similarities and differences among tourists of different nationalities traveling in
Istanbul along three dimensions—shopping, activities, and social interactions—based on data provided by Turkish
tour guides. The results showed clear differences between the seven nationalities. American, French, German, British,
Italian, and Spanish tourists engaged and socialized with other tourists in their groups, but did not gather with other
tourists from different nationalities during their tours. Compared to others, the Japanese were considered the most
distinctive tourist group. Kim, S. S., Prideaux, and Kim, S. H. (2002) identified striking behavioral differences among
Japanese, Korean, Chinese, and American tourists in terms of the availability of onboard materials, food and beverage
requests, and duty-free purchases.

The results of a series of studies conducted by Pizam between 1995 and 1997 on 20 typical tourist behaviors based
on the perceptions of tour guides showed that among tourists from the United States, the United Kingdom, Germany,
and France, Americans were the most distinct, while the French were the most similar to the others (Pizam & Reichel,
1996). Korean tour guides believed that among Japanese, Korean, and American tourists, Americans were the most
distinctive and that Japanese were the most similar to the others. Korea and Japan share the greatest similarity (Pizam
& Jeong, 1996). For the Dutch study, 63 Dutch tour guides were questioned about their perceptions of 20 behavioral
characteristics of Japanese, French, Italian, and American tourists (Pizam, Jansen-Verbeke, & Steel, 1997). The be-
havioral characteristic “interaction with other tourists” showed large differences between nationalities, while “trust
in tourism personnel” was similar among all nationalities. In all studies, Pizam et al. (1997) found significant differ-
ences in 18 of the 20 typical behaviors, confirming the hypothesis that nationality is a major determinant of tourist
behavior.
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2.4.3 The impact of nationality on tourists’ information searching

Differences in travel perceptions can also be seen in the travel information searching behaviors of tourists. Regarding
pre-travel information search, some researchers discovered that German, British, and French tourists differ in travel
information, with German tourists preferring to obtain the information via the Internet, while French and British
people prefer to obtain travel information from travel companies (Gursoy & Chen, 2000). In terms of the length of
time used for information gathering, the study revealed that Belgians take longer than Americans to gather travel
information and complete their travel plans. This is because Belgium is a country with a high uncertainty avoidance
culture that prefers to travel without more surprises and therefore makes an effort to eliminate travel-related uncer-
tainty by searching for more information before traveling. On the other hand, the United States is a country with a
lower level of uncertainty avoidance and therefore has a higher acceptance of uncertainty (Amaro & Duarte, 2017).

2.5 Travel Behavior and Perceptions Changing During COVID-19

Tourism, as the pillar of the world economy, has been significantly influenced by COVID-19 in many aspects, such
as the tourists’ travel perception and their travel behavior (G&sling et al., 2020; Romagosa, 2020). For instance, the
perceived risk to travel intentions and behaviors tends to increase when natural or human-made crises draw the ma-
jority attention of travelers to their security and safety (Reichel et al., 2007; Rittichainuwat & Chakraborty, 2009).
Or, due to the restrictions policies, an increasing number of tourists may prefer to travel domestically or even choose
not to spend their cash on travel but to conserve for other necessities (Papatheodorou & Pappas, 2017).

In this scenario, the effect of nationality and gender on individuals’ perceptions of travel is magnified. Countries
with different preventive policies would have divergent perceptions of travel-related issues (K&chling, et al., 2022).
Additionally, a gender difference is observed in tourists’ risk perceptions of destinations (Otoo & Kim, 2018). Spe-
cifically, females are more concerned about safety and take more proactive measures to avoid getting sick. In terms
of the interaction between nationality and gender, relatively few previous studies have been conducted and have
focused on differences in travel behavior (Feifei et al., 2008; Xiye & Gordon, 2011), and few researches have been
done to explore travel perceptions of tourists across nationality and gender, especially in the context of COVID-19.
Consequently, it is imperative to further explore the impact of nationality and gender on tourism perceptions in the
context of COVID-19.

3. Methodology
3.1 Research Questions

The current study aimed to explore the effects of demographic characteristics, especially gender, and nationality, on
the perceptions of tourists and the interactive effects of gender and nationality on tourism behavior cognition in the
context of COVID-19. In the present study, tourism behavior mainly covers these dimensions: choice of destinations,
travelers’ perceptions of the attendant risks, socialization activities, and travel motivation. We tried to answer our
research questions by posing three sub-questions, namely:

1) In the context of the pandemic, if the nationality of tourists contribute consistent variances to their preference
for travel behaviors?

2) In the context of the pandemic, to what extent did gender modulate the travel behavior of tourists?

3) In the context of the pandemic, is there any interplay between nationality and gender in terms of tourists’ travel
mode?

3.2 Research Instrument and Method

A questionnaire was used as the research instrument for this study. The specific process and methods are as follows.
First of all, after the outbreak of COVID-19, the researchers agreed on “tourism concepts and behaviors during the
epidemic” as a topic of interest and interviewed scholars, industry experts, undergraduates, and graduate students to
collect feedback on the questionnaire items. After that, according to the feedback results and combined with relevant
literature, a preliminary questionnaire was drawn up. Then, an expert was invited to check and improve its wording,
clarity, and relevance. Finally, a questionnaire containing 10 major items was determined for further quantitative
investigation.
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3.3 Data Collection

The survey was conducted from March to May 2020 during the travel ban as Wuhan was closed. An invitation linked
to the survey was posted on Sojump, a reputable online data collection service provider in China boasting an extensive
database of 2.6 million users spanning diverse demographic and geographical backgrounds. The questionnaire was
available in both Chinese and English. The content was identical in both versions. Participants who volunteered to
complete the survey were included in the sample. As a result, 962 responses were collected. Out of these, 813 were
from the Chinese mainland, while the rest of the data were from overseas. All the respondents from the Chinese
mainland were living in the country when the data were collected. However, the overseas respondents were living in
their own countries outside of China. In addition, 27 overseas Chinese participants who had been living abroad for
many years were included in the survey.

Out of 962 responses, 20 were removed because of invalid answers, leaving 942 for data analysis. Those aged 20-
30 were categorized into the “young” group, while those aged over 51-60 were defined as the “old” group. The rest
became the “middle age” group. The professions of the respondents were diverse in this study—possibly a result of
the universality of sampling.

Out of 942 respondents, 74 were from Beijing, 18 were from Shanghai, 11 were from Tianjin, 112 were from
Hubei Province, 11 were from Guangdong Province, 9 were from Anhui Province, 116 were from Hebei Province,
44 were from Henan Province, 30 were from Heilongjiang Province, 14 were from Hainan Province, 43 were from
Inner Mongolia, 303 were from Shanxi Province, 58 were from Shandong province, 23 were from Sichuan Province,
7 were from Zhejiang Province, 4 were from Yunnan Province, 7 from Shanxi province, 16 from Liaoning Province,
12 from Jiangxi Province, 4 from Jiangsu Province, 4 were from Jilin Province, and 4 were from Guangxi Province.
Of the foreign participants, 27 were overseas Chinese, 16 were from Spain, 22 were from Greece, 6 were from the
USA, 8 were from Pakistan, 6 were from Portugal, 9 were from the UK, 9 were from India, 6 were from Indonesia,
9 were from Malaysia, 4 were from Turkey, 4 were from Slovenia, 2 were from Egypt, 2 were from Oman, 2 were
from Germany, 2 were from Canada, 2 were from Korea, 3 were from Singapore, 3 were from the UK, 1 was from
South Korea, 1 was from Switzerland, 1 was from Belgium, 1 was from Italy, 1 was from the Netherlands, 1 was
from Zanzibar, and 1 was from Israel.

4. Results
4.1 Descriptive Statistics of the Main Constructs

Through descriptive and multivariate statistics, the data of this study mainly rely on ANOVA analyses to explore the
impact of nationality and gender on tourism concepts. All data were completed using statistical analysis software R
(version 4.2.1). Table 1 shows all items in the questionnaire and their average scores. This survey on tourism concepts
includes seven items: the health security system, health status, crowding degree, insurance security, epidemic pre-
vention measures, social interaction, and scenery categories of the tourism destination (natural scenery and cultural
experience). The item with the highest average score is the consideration of health status, which indicates that people
pay the most attention to hygiene conditions during travel. Compared with other purposes, it seems that people are
not very interested in making new friends or getting together with others during travel (social interaction item), with
an average score of 2.93. In addition to these two items, the average values of the health security system, crowding
degree, insurance security, epidemic prevention measures, and scenery categories of the tourism destination are rel-
atively consistent, and the importance in the hearts of tourists is roughly the same. Regarding scenery, more people
prefer to visit natural rather than cultural scenery.

Table 1. Items extracted from the questionnaire

Items Means

1. If you travel, how important will it be that, at your destination, there is a good health system that you can access? 3.753

2. If you travel, how important will it be that, at your accommaodation, there is good cleaning and infection control of 4233
rooms and facilities? ’

3. If you travel, how important will it be that, at your destination, there is good management of people not to be crowded 3.740
by authorities? '

4. If you travel, how important will it be that you can obtain good insurance coverage? 3.816

5. If you travel, how important will it be that you take with you extra masks and hand sanitizer? 3.630

6. If you travel, how important will it be to meet new people/ get together with others? 2.930

7. If you travel, how important will it be to see natural scenery? 3.760

8. If you travel, how important will it be to have new cultural experiences? 3.521
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4.2 Multivariable Analysis/Hypotheses Testing

As shown in Figure 1, a 2 x 2 ANOVA was conducted for each item score. The independent variable of gender
contains two levels: male and female. Further, the variables of the country included the Chinese mainland and other
countries. In the ANOVA, main and interaction effects were obtained through the aov_ez() function in the afex pack-
age to obtain main effects and interaction effects, while the emmeans() function in the emmeans package was used to
obtain simple effects.

The results show that the main effect of nationality is significant in items 1, 2, 6, and 8. The score was higher for
overseas than mainland respondents for item 1 (4.11 and 3.66 for overseas and mainland respondents, respectively;
p <.001), item 2 (4.45 and 4.17 for overseas and mainland respondents, respectively; p <.001), and item 8 (3.69 and
3.47 for overseas and mainland respondents, respectively; p = .012), whereas for item 6, the score was lower for
overseas (M = 2.72) than mainland respondents (M = 2.99) (p = .002).

Additionally, the main effects of gender were significant for item 2 [F (1,1191) = 4.857, p = .028, partial n2 =
0.004], item 5 [F (1,1191) = 20.225, p < .001, partial n2 = 0.017] and item 7 [F (1,1191) = 3.884, p = .049, partial n2
= 0.03] but not for other items (p > .05). Even more surprisingly, females scored significantly higher than males in
all items, indicating that gender has a main effect on the tourism concept.

Interestingly, we also found significant two-way interactions (p < .05) for item 7 [F (1, 1191) = 11.692, p < .001,
partial 12 = 0.010] and item 8 [F (1, 1191) = 6.417, p = .011, partial n2 = 0.005] but not for other items (p > .05).
Further pairwise comparisons were conducted for these two items.

For item 7, the score was higher for females (3.894) than for males (3.517) in the abroad group (p = .002), while
there was no significant difference between genders in the domestic condition (p = .136). For the male group, the
score was higher for domestic (3.838) than for abroad (3.517, p = .003), but such an effect was not found in the
female group (p = .084).

For item 8, those abroad exhibited an effect of gender (p = .038), yielding a higher score for females (3.816) than
males (3.543), while no significant difference between genders was found in the domestic group (p = .140). For the
female group, the score was higher for the abroad group (3.816) than for the domestic group (3.438, p <.001). The
score for the male group showed no significant difference (p = .984).

Item1 Item2 Item3 Item4
[ TREH TREF *
kK H Fhkk
*kFH Kk F K Fek ek Kk FH *k * *k*

MNationality
male female male female male female male female
. domestic
ltem5 Item& Item7 Item&
i o i3 i . abroad
54 Tk A H kA w Tk
*kFH * *kk *kFH ok ke *kKH Fodk ek

male female male female male female male female

Figure 1. The total score for Chinese and overseas (other countries) (** represents p < 0.01, *** represents p < 0.001, **** rep-
resents p < 0).
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5. Discussion

This empirical study uses a questionnaire to explore whether the rampant pandemic has brought about more promi-
nent cross-cultural differences in travel perceptions and behaviors between female and male tourists. We also attempt
to identify the underlying interactive impact of demographic variables including gender and nationalities which have
the potential to explain the perceptive fluctuation of tourists, especially during the particular period. The survey does
confirm the existence of travel perceptive and behavioral discrepancies in terms of gender and nationality. Addition-
ally, these differences definitely invite a multi-facets interpretation, such as political, economic, and environmental
aspects. The details of the major findings are as follows.

5.1 Tourists from Other Countries Focus More on the Sanitary and Pandemic Prevention System of the
Destination

Findings regarding the difference in tourists’ behaviors and perceptions tend to be closely related to nationality.
Compared with tourists from the Chinese mainland, tourists from other countries gave more priority to the excellent
performance of travel destinations on the health system and pandemic prevention and control capabilities, as evi-
denced by higher scores in item 1 (4.11 for other countries and 3.66 for Chinese mainland; p <. 001) and item 2 (4.45
for other countries and 4.17 for Chinese mainland, respectively; p <.001). It indicated that tourists from other coun-
tries have higher risk perceptions of destinations. In other words, tourists from other countries will attach great atten-
tion to the health and hygiene of the destination when they estimate that the destination is stifled by extreme health
risks. The perceptive discrepancies have also been identified by Carr and colleagues (2001), who claimed that tourists’
risk perception is affected by different factors, such as personal characteristics and demographic factors. Other factors
include cultural background and previous experience, as well as external factors, such as media, other information
sources, and surrounding influence groups (Lepp & Gibson, 2003).

It is noted that tourists from different countries are bound to experience cultural, political, and social gaps. There-
fore, we have reasons to speculate that tourists from other countries pay more attention to the safety of destinations
and hotels than tourists from the Chinese mainland since they have higher levels of health risk awareness due to the
relatively loose pandemic prevention policy and lower vaccination intentions during the epidemic period (Nguyen et
al., 2020; NHS et al., 2020; Cairney & Wellstead, 2021). To be more specific, policies proposed by the Chinese
government regarding vaccination are more stringent compared to those of other countries (Ouyang et al., 2020;
Nguyen et al., 2020). As a result, this encourages Chinese of mainland to take safe and reliable pandemic prevention
of destinations for granted, which naturally lowers their risk perceptions (e.g., to consider health systems or preven-
tion and control capabilities) in comparison with tourists from other countries. As far as the vaccines are concerned,
Luo and Lam (2020) reported that higher risk perception and travel anxiety about travel destinations are positively
associated with low vaccination rates and intentions since the outbreak of COVID-19. The fact that Chinese people’s
vaccination intentions and rates are higher than those of people in other countries could reasonably support why
domestic tourists put less emphasis on health systems or prevention and control capabilities of destinations (Li et al.,
2021; Latkin et al., 2021).

5.2 Tourists from the Chinese Mainland Are More Likely to Travel with Friends

The results of the empirical investigation conducted by our questionnaire also prove the differences in travel mode,
i.e. whether travel companions are necessary in item 6, in which the score of Chinese mainland respondents is M=2.99,
the score of other countries is M=2.27 (p=.002). In the current study, the authors found that tourists of the Chinese
mainland are more likely to make new friends and believe it is of greater importance to meet up with others during
their travels than tourists from other countries. Yu (2012) pointed out that travel companions are mainly used to meet
people’s travel needs and have a distinct emotional overtone. Furthermore, the outcome and quality of the travel
experience are influenced by the existence of travel peers (Wu, 2006). The reason why tourists of the Chinese main-
land are more willing to travel with peers than tourists from other countries can be attributed to regional cultural
differences. Previous research has shown the influence of cultural values on behaviors (Hofstede, G. & Hofstede, G.
J., 2005). Confucianism, as the core of Chinese culture, is still highly active throughout the whole Chinese history.
Its basic principles of benevolence, righteousness, manners, wisdom, and faith represent a notion of harmony. Chi-
nese tourists likely place more stress on social gatherings and making friends than other tourists because they are
deeply influenced by Confucianism (Tamney & Chiang, 2002).

DOI: 10.26855/jhass.2024.05.039 1304 Journal of Humanities, Arts and Social Science



Qinghong Zhang, Yahui Duan, Yunkun Duan, Yan Li

5.3 Tourists from Other Countries Are Inclined to Have Cultural Experiences

Travel motivation is influenced by the country’s culture, which represents a determinant of destination choice
(Seddighi et al., 2001). The results of this survey indicated that tourists from Chinese mainland and tourists from
other countries differed slightly in their attitudes toward cultural experiences. Compared to visitors from the Chinese
mainland, visitors from other countries were more likely to engage in cultural experiences, with visitors from other
countries scoring 3.69 and visitors from the Chinese mainland scoring 3.47, p=.012, which is consistent with previous
findings that respondents from the U.S. and Australia were more likely to travel for "culture and history" (Kim &
Prideaux, 2005); Chinese are attracted to nature and landscapes. Yet, a finding also indicated that the Chinese attach
higher importance to experiencing cultures and histories than the British. This might imply a shift of Chinese tourists
of mainland from a preference for cultural landscapes to natural scenery. And in the context of COVID-19, tourists
from Chinese mainland are more inclined to choose natural landscapes with fewer people to minimize the risk of
being infected.

5.4 Female Tourists Are More Inclined to Seek out Destinations with Good Medical and Health Condi-
tions

A significant main effect of gender has been observed in items 2, 5, and 7, which indicated that female tourists are
more inclined to seek out destinations with good medical and health conditions during the COVID-19 pandemic.
Specifically, destinations that enjoy a higher reputation for infection control have more potential to attract tourists
especially women travelers during such a special period, as evidenced by item 2. The empirical finding is in line with
previous studies conducted by Barazi and colleagues (2021), who reported that most Saudis appeared to regard do-
mestic tourism or closer destinations as a more suitable alternative during the pandemic. Because they trust that the
health procedures taken by the Saudi government can provide them safer travel environment than other countries’
procedures. Therefore, they feel more worried about infecting COVID-19 than males during more distant travel.

The phenomenon can be explained by more sensitive perceptions of risk, which refer to tourists’ perceptions of
unfavorable consequences and the risks of performing a certain activity in a destination. Throughout the COVID-19
pandemic, whether a tourism destination has been seen as safe and secure has exerted a vital influence on tourists
(Chew & Jahari, 2014). Nevertheless, one common attribute shared by all successful tourism destinations is their
ability to provide a secure, predictable, and safe environment for tourists. Tourists will try their best to avoid possible
risks, lest they change their plans to a particular destination (Lepp & Gibson, 2003). Tourists who fail to get first-
hand information about the situation at a destination before traveling depend on the destination image constructed by
media, friends, or travel organizations (Karl, 2018). Therefore, the perceived image of risk and safety will influence
future travel behavior (S&hmez & Graefe, 1998).

Additionally, females scored higher than males in almost all items, among which three items with a significant
gender main effect. The current result indicates that females may be more prone to panic and sensitivity than men
about contracting infectious diseases and that they might die regardless of domestic and international travel. Findings
concerning gender differences in risk perception tend to be consistent with previous investigations conducted by
Neuburger and Egger (2020), who found that tourists’ risk perceptions vary greatly across travel frequency, age, and
gender. The effect of gender leads to higher risk perceptions among women, as shown in previous research (Cahyanto
et al., 2016; Otoo & Kim, 2018). With this in mind, further empirical research could provide more novel and com-
prehensive insights in terms of gender and nationality into the diversified tourism preferences of female and male
tourists from China and other countries. Practically, this study helps policymakers and practitioners of different coun-
tries understand the changes in tourists’ demands and behavioral patterns across different phases, which aids their
COVID-19 response efforts and revives the tourism industry by providing more attractive and distinctive service.

5.5 Females Tend to Take Their Extra Masks and Hand Sanitizer During Their Travel

According to the main effect of item 5, our finding reveals that females tend to take their extra masks and hand
sanitizer during their travel in comparison with males. They indicated that the long-term prevention control campaign
improved the awareness of female tourists with COVID-19 and taught them how to deal with the dilemma between
travel and prevention. Therefore, women travelers with the highly educated and aware of the pandemic show a pref-
erence for well-equipped traveling, especially with health-related instruments. Cowling et al. (2010) also claimed
that higher self-efficacy against transmissible disease usually caused lower susceptibility. Tourists may hold a firm
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belief that they will experience a lower risk of infection if they take scientific and precise prevention measures.

Previous studies have shed light on the perceived differences. For example, Cahyanto et al. (2016) indicated that
females have more psychological responsibility and an “ethics of care” than males when their loved ones become
sick. Thus, they have a higher acceptance rate of taking necessary prevention measures, such as masks and hand
sanitizer. Wen et al. (2005) also declared that women who perceive risk might be more inclined toward self-efficacy
and taking effective measures. Another possibility from the cultural perspective is that traditional Chinese women
take more responsibility for looking after the elderly, their children, and other family members. Consequently, they
tend to be worried about spreading COVID-19 to other family members should they become infected. Overall, people
perceived the risk differently in terms of gender, among which females are easily subjected to COVID-19 and even
cancel their travel to ensure safety.

5.6 The Interactive Effect of Gender and Tourism on Tourists’ Perception

In our empirical research, the interactive effect of gender and nationality and tourism perceptions and behaviors are
associated with each other. To be more specific, the score regarding item 7 is higher for females (3.894) than for
males (3.517) in the abroad group (p = .002), which demonstrates that women prefer to see natural scenery than men
in abroad groups. For item 8, those abroad exhibited an effect of gender (p = .038), yielding a higher score for females
(3.816) than males (3.543). Therefore, no matter the natural scenery or destinations with cultural connotations,
women show more interest than men in tourism, which tends to be consistent with previous investigations. Djeri et
al. (2014) claimed that tourists’ decision-making processes are closely related to their different levels of income
which is crucial when tourists determine their destinations. In other words, when they have the potential to gain
sufficient income to sustain their life, the possibility of traveling will increase. Furthermore, the improved economy
in recent decades has witnessed qualitatively advanced educational levels among women, which has strongly stimu-
lated their demand for cultural entertainment.

For the male group in item 7, the score was higher for domestic (3.838) than for abroad (3.517, p = .003), which
reflected that tourists from the Chinese mainland are less inclined to places of cultural interest rather than natural
scenery in which they usually carried out with more distant social distance. Since the outbreak of COVID-19, tourists’
higher perception of risk exerted a negative effect on their decision-making by producing more anxiety around the
globe (Nazneen et al., 2020). And Chinese government has taken forceful measures to cut person-to-person trans-
mission of the pandemic, so choosing natural scenery has less possibility of being canceled due to strict health
measures. Therefore, people may consider travel plans to crowded and large destinations difficult to guarantee and
unsafe. At the same time, tourists from other countries put destinations with new cultural experiences on their high
agenda, as represented by higher scores for the abroad females. The underlying variables influencing tourists’ per-
ceptions of different scenery deserve to be further explored in future research.

6. Conclusion
6.1 Major Findings

This empirical study uses a questionnaire to explore whether the rampant pandemic has brought about more promi-
nent cross-cultural differences in travel perceptions and behaviors between female and male tourists. Compared with
Chinese tourists, tourists from other countries gave more priority to the excellent performance of travel destinations
on the health system and pandemic prevention and control capabilities. Chinese tourists are more likely to make new
friends and believe it is of greater importance to meet up with others during their travels than other tourists. Women
show more interest in tourism whether regarding natural scenery or destinations with cultural connotations. The cur-
rent empirical research also indicated that tourists, whether male or female, are more inclined to seek out destinations
with good medical and health conditions during the COVID-19 pandemic. Females may be more prone to panic and
sensitivity than men about contracting infectious diseases and they might die regardless of domestic and international
travel.

6.2 Theoretical Implications

The past three-year pandemic has brought about devastating harm to people's education, livelihoods, healthcare, and
many other aspects (Yu, 2021; Crandall, 2021; Habibi, 2022), among which tourism activities were naturally
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reshaped by the global crisis. Therefore, more researchers place following the prominent change in tourists’ percep-
tions and behaviors as well as underlying variables that have the potential to moderate such various perceptions and
behaviors during trips on their high agenda (Senbeto & Hon, 2020). The current research gives a new insight into the
effect of one of the most important demographic variables, i.e. gender. If we failed to involve the lens of gender
which constructs society (Figueroa-Domecq & Segovia-Perez, 2020), our research on tourism would be incomplete.
Furthermore, tourists from different countries are bound to experience cultural, political, and social gaps. Our studies
attempt to explain the difference in the perceptive fluctuation of tourists from these possible aspects related to na-
tionality, which differs from previous studies that only focused on cultural differences among countries. Another
insight identified by our empirical analysis on gender difference is the interactive effect of nationality on tourist
perceptions for travelers from different countries with various cultural backgrounds during COVID-19. Nevertheless,
tourism perceptions and behaviors do appear to invite comprehensive research by integrating gendered and cultural
interpretations, especially in such a special period. Whether the interactive effect of gender and nationality on tourism
perception will be more prominent due to higher risk perceptions resulting from COVID-19 has also been included
in our research.

6.3 Practical Implications

Understanding the reactions and the perceptions of tourists toward destination choice during COVID-19 have valua-
ble potential to shed light on policymakers and tourism service providers. First, our findings definitely emphasize a
significant concern about the infection of COVID-19. Thus, promoting safety practices should be regarded as the
principal strategy of marketing to strengthen the tourist's perceptions toward the certainty and security of the desti-
nation. Furthermore, tourism managers must try their best to attract more tourists by demonstrating that satisfactory
health procedures have been taken to maintain the security of the visitors. More importantly, tourists, regardless of
female or male, prefer to more proximity tourism due to strict health measures among countries. Therefore, the gov-
ernment and tourism organizations should adopt more creative solutions to activate the domestic tourism market. For
example, they can create special areas in which tourists can have a chance to co-produce and co-create experiences
in accordance with their own physical and intellectual resources. Finally, we recommend that tourism organizations
should identify the importance of social media in determining the image of travel destinations. Tourists who fail to
get first-hand information about the situation at a destination before traveling will mainly depend on the destination
image constructed by media, travel organizations, and word-of-mouth communication with online friends.

6.4 Limitations and Future Research

This study has the following limitations. First of all, the overseas research objects of this study were scattered, making
it difficult to conduct in-depth discussions with a single country as an independent variable. Second, in the investi-
gation of gender variables, occupation, age, and other demographic factors were not taken into account, making the
research results relatively linear. Third, this study only conducted a single questionnaire survey without a follow-up
to draw a more holistic picture of travel consumption concepts. Future research could conduct interactive research
on multiple factors affecting tourism consumption concepts to find the interactive effects between various factors. At
the same time, it needs to conduct death tracking research to explore a more comprehensive and complete consump-
tion concept vis-avis COVID-19 to better promote the recovery of the tourism economy.
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