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Abstract

The study on "Chain Management of Safe Agricultural Products Supply by Chiang Mai
Social Enterprises Company Limited" aimed to study the patterns and characteristics of
management, connectivity and supply chain relationships, and problems and obstacles arising
in the supply chain of safe agricultural products by Chiang Mai Social Enterprises Company
Limited. The population included 33 households of the agriculture group at Ban Mae Khimuk,
Ban Tub sub-district, Mae Chaem district in Chiang Mai province, Chiang Mai Social Enterprises
Company Limited, and Thai Organic Agricultural Innovation Foundation. This study was
qualitative research by studying the concepts of related theories and research papers. Then,
they were applied to create an in-depth interview form. The information was gathered through
interviews, observations, and focus groups. Then, the researcher applied the content analysis
method. Furthermore, the descriptive method was used to present the data. For the data
obtained from the interview, they were described by the analytic induction. Finally, they were
compiled and classified systematically.

The study's results revealed that the interviewees' population was comprised of 28
males and five females. Most were 61 years of age or older, with 19 cases representing 57.58%.
Their occupation was secondary to agriculture, which was the weaving of 16 household
members, accounting for 48.48 percent. There were 12 interviewees with the most land
holdings of 21 rai or more, accounting for 36.36 percent. The qualitative study results indicated
that the management and relationships at the safe agricultural supply chain level were
consistent with the SCOR model. It consisted of Plan with the adoption of the contract farming
system to adapt to the community; Source with the procurement from a quota to each

product aggregator, considering the order quantity from the capacity of production capacity;
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getting the quantity that the company needs; Delivery which the products are sorted out by

different sizes initially and delivered to the company to check the standards before packing

the produce into sacks and Return. Even at the outset of the study, there is no merchandise

return from the purchaser; there are preparations or guarantees for products that customers

or consumers will select that the aggregator ships with quality. As for the problems and

obstacles of the primary management, they mainly arose from the factors of farmers and the

body of management knowledge related to the farmers.

Keyword: Supply Chain Management, Safe Agricultural Products, Social Enterprise
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Abstract

The purpose of this study was to examine the relationship between internal control
under international standards framework and performance. The data were collected from 211
internal control officer of Local Government in Chiang Mai Province by using questionnaire.
The 211 online questionnaires were replied by the respondents through Google Forms,
represented 100.00 % of the respondents. The analysis of data used descriptive statistic,
correlation analysis, and multiple regression analysis. The result of this research showed five
components of internal control system consisting environment of the control, risk assessment,
controlling activities, information and communication, and monitoring and evaluation. These
five components had statistically significant relationship with performance. In addition,
management support and information system were not moderating variables that were the

relationship between internal control system and performance.

Keyword: Internal Control, Operational Objective Achievement, Local Government
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FruUsdaszudarfifiniuduiusiudens 1.92 - 3.23 Gadientfosndn 10 uansinduys
rolviAataymMulticollinearity sty PRl daszianuduiusiuudludidedAgneana
Mn1saaau Multicollinearity lagldan VIFs (Black, 2006)
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H1 Hla Hib Hilc Hid Hle

AUANTNLINGDUNTAIUAY (CE) 0.14%*  0.50%**
(0.50)  (0.04)

FrunsUsziuaudes (RA) 0.01 0.46***

(0.05) (0.03)
AufANITUNISATUAN (CA) 0.20%** 0.54*%*

(0.05) (0.04)
fuasaumeLarnsdeans (C) 0.12%* 0.50%**

(0.05) (0.04)
Fun1TRnINLarUSTEUNE (MO) 0.25%** 0.55%**

(0.05) 0.04
Ade2 0.59 0.36 0.41 0.46 0.36 0.48

b < 0,05, p < 001
p<0.01) NMsAIUANNIElUAIUANTHUMNALAL

1nA15797 2 WU nseuaNAely y
! n13d&a1s (H1d: 3 = 0.12, p<0.01 ; 3 = 0.50,

ANUENINLINADUNITAIUAY (Hla: R = 0.14, y R
p<0.01) wagn1sAuANnEluAIUNITAAAY

p<0.05 ; B = 0.50, p<0.01), MsAuAunYlU -
! Uszeluwa (Hle: 8 = 0.25, p<0.01 ; 3 = 0.55,

Fauni1susziiumatuides (Hib: g = 0.46,

YR

. p<0.01) dpnuduiusluiianianeliueged
p<0.01) n1sAruAuaslufufanssunis

AIUAN (Hlc: = 0.20, p<0.01 ; 3 = 0.54,

Hed1AYN DA UNANITANEUIIY AU

gousUALNAgIUN Hla - Hle
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FUNAFIUN 2

n1sAuANeTy =
(NANTFALUUNI)

AUANTNLINGDUNTAIUAY (CE) 0.00 (0.40)
sunsUszidiunrande (RA) -0.76%* (0.36)
AufANIIUNISATUAN (CA) 0.10 (0.43)
e sauvALan1TAoas (N) -0.08 (0.38)
AUNSAAMILLaTUTEIEIUNE (MO) 1.33% (0.46)
nsasuatuayuandieuInsg (MS) 0.06 (0.26)
AUANINKINGOUNITAIVAN kaEFILUTABAWNINNISIASUaTUAYY 0.02 (0.09)
NEBUINTT (CE x MS)
sumsUszifiunrandes wagfuusaonunsnnsldfuatduayuain 0.19%* (0.09)
F18U35 (RA x MS)
AIUAINTIUNITAIVAN UazAIwUsARALNINNS RS UaTUanuaInie 0.01 (0.10)
UIM13 (CA x MS)
A saUYIALaY AR UaTAILUTABALNI 0.04 (0.09)
nslesuatiuaywandieuims (N x MS)
FumIEUMALAYNNTADMNT WazFUuUTADALNTN -0.26%** (0.11)
nsbasuatiuayuaIniieu3ns (MO x MS)
AdjR? 0.61

“* 5 < 0.05, % p < 0.01

M99 3 1ud1 Msmuauely
frunsUssiuanuides (R = -0.76, p<0.05),
nsauaNnslununIsiauUsEEuNg (3
= 1.33,p<0.01), AINFUNUTIZNINNT
muaunelufunsUszifiuaudsauaynis
Lasvatduayuaindieuinis (R =0.19,
p<0.05) kazANUFURUTTENIIINITAIVAY
aglusunisfinaiulsziiiunaiaznislasy
auuayuaneeuInis (B = -0.26, p<0.01)
psdanuduiusuardisdfAgyneana diu

N13AUANNETUATUAN N INSDUNITAIUAY

(B =0.00,p>0.98) , n1sAruANA18TUAI
nanssun1sAIUAL (B = 0.10, p>0.80), N3
AUANNETUATUTRY AR THULNALAL NS
doans (B = -0.08, p>0.82), M3basuatvayu
I1AN18UINIS (B =0.06, p>0.80),
ANduussEnden1TAvauntelufy
ANINUINFBUNITAIUANWAENITLATUATUALY
I1AN18UINIS (B =0.02, p>0.80),
ANFNRUsIENIenITAIuANn18luA1Y
AvnssunIsAIvANLANISATUATUAYUAIN

Hausns (B = 0.01, p>0.85) LagANUALRUS

A1599 3 NFATIZAINanneENAMveINTIAsuaTuayundeuIIsludwUsaenunsnly
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U153 (B = 0.04, p>0.60) AINHAUFUAUS

wibufded1Aun19add aesdudallgausu
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AUNRFIUN 2
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doauwnsntupNuduiusseninsavaunsluwazan1saduny

n1sAuAuAeTy auuagﬂuﬁ 3
(NANTIATEUNT)

AUANTNLINGDUNTAIUAY (CE) 0.07 (0.30)
FrunsUszdiuaudes (RA) -0.47 (0.38)
AufaNIIUNISAIUAN (CA) -0.02 (0.39)
FuEsAUMALAzNNSE NS (IN) -0.08 (0.36)
uUMIAnaNLazUszIiuNg (MO) 0.99** (0.38)
AUNTOUYDITE UL ULAZENTAUNA (IS) 0.08 (0.27)
ATUANINLINRBUNITAIUANLAZAILUTADAWNIN 0.01 (0.69)
AUNTDUYDITEUUMULATETAUINA (CE x IS)
frunsUszdiuemudes wavfudsaenunsn 0.12 (0.96)
ANNSDUVDITEUUNULAZETEUINA (RA X IS)
AIUAINTIUNITAIUAY hazFIuUTaOALNIN 0.05 (0.97)
ANNSDUVDITEUUNULAZESEUINA (CA x IS)
FUANTAUVALAENNTEDENT wasFuUSAOAWNSN 0.03 (0.90)
AUNSBUYBITEUUNULATETEUNA (IN X IS)
FUASAUWALAZNNTARENT wassuUsdenunsn -0.18** (0.09)
AUNTBUVBITE UL ULAZENTAUNA (MO X 1S)
AdjR? 0.63

“*p < 0.05, **p < 0.01

91NA15197 4 w1 nsmuauaely
Aun1sRAnINUTEIdUNE (B = 0.99, p<0.05)
wazANUATUSIENIeN1sAtUANA gAY
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Abstract

Research on Tax Collection Process under the Land and Buildings Tax Act B.E. 2562
Case Study Bangkok Objectives (1) to study and understand the rules and structure of the
Land and Buildings Tax Act B.E. 2562 (2019) of Bangkok (2) to compare the important
characteristics of land and building tax and property and land tax (3) to study the problem of
tax collection under the Land and Buildings Tax Act, B.E. 2562 (2019) of Bangkok (4)to propose
guidelines for the development of a mechanism for collecting land and buildings tax, B.E. 2562
(2019) of Bangkok. scope of qualitative research the population used in the research were
experts and experienced in the taxation process of Bangkok Metropolis, including 20 tax
payers. Research results (1) The rules for collecting land and buildings tax are not consistent
with the current tax collection. which uses the secondary law primarily (2) the collection of
land and buildings tax instead of the house and land tax is appropriate and that the land and
building tax And property and land taxes are different in practice and tax assessments.
Procedures and procedures for collecting house and land tax (3) Problems and obstacles of
the Land and Buildings Tax B.E. 2562 (2019) are divided into 4 main problems: 1. The law 2.
This Act requires a secondary law. 3. The provisions of this Act are unclear. 4. The calculation
of land and building tax causes unfairness affecting people. local government organization
and entrepreneurs (4). Management should be integrated between government agencies and

the use of modern tools.

Keyword: Land and Building Tax Law B.E. 2562, Taxation Process, Bangkok
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Abstract

The objectives of this research are to study coffee production of Nan Farmer Group,
Changwat Nan, and to analyze cost and financial return on drip coffee product investment of
Nan Farmer Groups. By collecting data from the coffee production business entrepreneurs by
in-depth interviews with10 informants. Bring data from interviews, make financial reports on
costs or expenses and revenue of the business include a sensitivity analysis of the project in
2 various cases: the case costs increase by 10% while income constant and the case income
decrease by 10% while costs constant.

The results showed that the structure of investment initial investment funds 550,190
Baht. Cost of sale in first year 518,104 Baht, project income in the first year 886,080 Baht, the
net present value (NPV) was 3,677,574.37 baht Discount rate 6.875%. The benefit-cost ratio
(B-C ratio) was 1.62, meanwhile, the internal rate of return (IRR) was 76%, the payback period
(PB) is 1 years 5 months and a sensitivity analysis of the project in 2 various cases: the case
costs increase by 10% while income constant, it was found that the value is positive
3,138,218.67 Baht. The case income decreases by 10% while costs constant, it was found that
the value is positive 2,715,442.23 Baht. Therefore accept the project. The switching value
tests of benefit and cost (SVTB and SVTC) were 38.22 and 61.87.

Keyword: Cost Analysis, Financial Analysis, Coffee Products
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Abstract

The purpose of this research was to study the importance of the service marketing
mix, e-service quality, technology acceptance, and satisfaction, and to study the effect of the
service marketing mix, e-service quality, and technology acceptance toward satisfaction
ordering food delivery through the consumer application in Muaeng Lampang District,
Lampang Province. It is quantitative research. The sampling group was 384 consumers who
have used the food delivery service through the application. The tool was a questionnaire.
Data were used descriptive statistics to find percentages, averages, and standard deviation,
inferential statistics were used multiple regression to analyze with Enter selection technique.

The outcomes of the research study revealed that all factors were at a high level, of
e-service quality, followed by technology acceptance and service marketing mix in equal
proportions and the last satisfaction.

The outcomes of multiple regression analysis were that the e-service quality had direct
effect toward satisfaction, and followed by technology acceptance had direct effect toward
satisfaction, and service marketing mix had direct effect toward satisfaction, by all factors were
significant at 0.05. Thus, this research has resulted in online business operators to develop
and improve their services for planning and formulate marketing strategies to consumer needs

and drive the online business to be able to compete continuously.

Keyword: Service Marketing Mix, e-Service Quality, Technology Acceptance, Satisfaction,

Food Delivery
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Abstract

The purpose of a model of good governance to success: a case study of Srinakarin
Group District Office were to study of the confirmatory components of good governance to
success and to design a model of good governance to success: a case study of Srinakarin
Group District Office and assess a quality evaluation of a model of good governance to success:
a case study of Srinakarin Group District Office. It was a mixed research methodology, the
research sample drawn by quota sampling, comprised 146 participants. The instrument for
this research was a questionnaire of good governance to success. Collected data were
analyzed by computer programs, mean, standard deviation, Correlation Coefficiency, Chi-
Square, Degree of Freedom, Factor loading, Goodness of Fit Index, Adjusted Goodness of Fit
Index, Root Mean Square Error of Approximation and Connoisseurship.

The results of the study revealed that (1) The study of a model of good governance
to success consisted of 8 components: 1) Wise Executive 2) Satisfied Transparency 3) Best
Supporter 4) Education and Leaning by Action 5) Network Communication with Effectiveness
6) Facilitator for Participation 7) Implement and Trust 8) Performance Appraisal (2) The analyze
of a model of good governance to success: a case study of Srinakarin Group District Office
were at a high level. The results from the confirmatory factor analysis of the overall
achievement 50 indicators of the of good governance to success were acceptable at the
criterion level. (3) The to evaluate the efficiency of a model of good governance to success:
a case study of Srinakarin Group District Office by connoisseurship in propriety, feasibility and

implementing were at a highest level

Keyword: A Model of Good Governance to Success, Keys for success, Structural Equation

Modeling
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Abstract

This study aims to improve the image management of Ctrip's cross-border tourism
projects. In the process of this research, study is conducted from the perspective of customers
from three aspects: (1) Customers' evaluation of Ctrip's cross-border tourism project. (2)
Customers' evaluation of the information quality of cross-border tourism projects in Ctrip's
Internet information. (3) Analyze and evaluate the relationship between the information
quality of Ctrip's cross-border tourism projects and their cognitive image. Based on literature
review and relevant theoretical framework, the correlation between Ctrip cross-border tourism
project image and information quality has been proved. The results show that the information
quality of Ctrip cross-border tourism projects can directly affect the image of enterprise
projects through the evaluation of Ctrip cross-border tourism project image. Finally, other
influencing factors in the image building of Ctrip cross-border tourism projects need to be

further explored.

Keyword: Ctrip, Cross-border tourism product, the image, information quality.
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Introduction

Ctrip is a Chinese online traveling
company with a long history, strong
technical ~ foundation  and  certain
development advantages (Wang HM, 2022).
The cross-border tourism product project
management of Ctrip has a great influence
to the development of enterprise and it is
the effective way to improve Ctrip” s own
competitiveness, therefore, Ctrip must
strengthen the related research, and
highlight the characteristics of cross-border
tourism products in order to achieve the
goals of development and improvement of
the actual benefits and value. At the same
time, it would promote Ctrip in product
development, management, cost control,
channel establishment and other aspects
to improve its core competitiveness,
provide enterprises with  sustainable
development power, and enable it to
participate  in  international  market
expansion, and enhance market share.

Against the backdrop of the global
epidemic, China, as the largest outbound
tourism market, is still in a period of
recovery. The tourism market is uncertain
due to the repeated epidemic, so
maintaining the stability of tourism
enterprises has become the main work of
most tourism platforms at this stage.

Nevertheless, Ctrip has once again become

a dark horse in the tourism industry,
focusing on digital transformation and
quality improvement to enrich product
supply (Li ZG, 2022). In 2021, Ctrip's
domestic tourism products in China have
successfully shifted to short-distance and
rural areas, and compared with 2019, the
hotel reservation volume increased by
more than 50%. In addition, Ctrip has
always focused on international tourism
products, and now its cross-border tourism
projects are more inclined to short-distance
and natural landscape Tours. It can be seen
that China's neighboring countries have
become popular, including South Korea,
Thailand, Vietnam, Japan and other
neighboring Asian countries (Zhihu.com,
2020).

Therefore, Ctrip can take advantage
of the current environmental opportunity
to improve quality through digital
transformation and gain greater operating
benefits in cross-border tourism product
projects. The main content of this paper is
to discuss the problems existing in Ctrip's
cross-border  tourism  product  project
management, such as increased
competitive pressure, high operating cost,
lack of diversified business channels, and
imperfect management system.

From the perspective of online

tourism consumption structure, online
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accommodation and online vacation
tourism account for an increasing
proportion, but online transportation still
dominates. Take 2018 as an example,
online transportation accounts for 69.9%,
online accommodation 19.3%, and online
vacation tourism  10.8%. From the
perspective of online tourism consumers,
the post-80s and post-90s are the main
groups. In 2018, the per capita number of
trips in China was 4.0, and 57% of the post-
80s and post-90s have the dream of
traveling around the world. In terms of age
structure, according to the analysis of
analysis data, among the online tourists in
China, 18.8% are under the age of 24, 16%
are between 24 and 30, 43% are between
31 and 40, and 22.2% are over 40 (Zhang
YF, 2014). In general, online tourism has a
broad market space and a good
development background, and relevant
enterprises should strengthen relevant
investment and constantly improve their
performance.

Ctrip is an online tourism company
with a long history, strong technical
foundation and certain development
advantages. However, in the face of the
new situation, such as how to combine
tourism  resources  with  information
technology, how to innovate products,
how to provide high-quality and efficient

services, how to enhance customer

satisfaction have become the core topics of
enterprise development. In order to seize
the opportunities and better meet the
challenges, Ctrip must be market-oriented,
take the path of innovation and
development, and gradually strengthen the
core competitiveness, so as to achieve the
sustainable development goals. At the
same time, it is necessary to realize the
importance of product, service and project
management, establish the idea of
development from management and
benefit from management, constantly
improve their own management level,
improve the realistic value of products or
services. In this paper, Ctrip's cross-border
tourism product project management is
taken as the specific content to summarize
the existing problems, analyze the causes
of the problems, and formulate
development goals and management
strategies, so as to provide useful reference
for the implementation of Ctrip's cross-
border tourism

product project

management.

Research Objectives

The paper mainly focuses on the
research of the problems existing in Ctrip’s
cross-border  tourism  product  project
management and strategies for solving

these problems, the details are as follows:
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1 . Ctrip cross-border tourism
product project management status,
including  development  bottlenecks,
influencing factors, public demand and so
on.

2 . Ctrip cross-border tourism
product project management problems,
and analysis of the causes of the problems.

3. formulating the strategy of cross-
border tourism product project
management for Ctrip, and put forward to
how the implementation Suggestions to
ensure the smooth implementation of
relevant policies, including product design,

cost control, channel expansion and

management system improvement.

Literature review

1. Ctrip cross-border tourism product

1.1 Ctrip's corporate characteristics

Ctrip was founded in Shanghai in
1999 and listed on Nasdag in 2003,
employing more than 40,000 people. Ctrip
is the largest online tourism service
platform in China, with more than 8,000
domestic and foreign tourism suppliers
cooperating with it, and one of the most
influential tourism platform enterprises in
the context of the Internet (Zhang Y and Li
GQ, 2022). The brand positioning of Ctrip is
"capricious", "bold" and "fashionable". "Go
without saying" is written as a sign of

officially entering the mobile Internet (Guo

WW, 2022). It can be seen that in the early
stage, Ctrip took service quality as its
advantage and attached great importance
to  customer  satisfaction.  "Limited
treatment" and "compensation” ushered in
a good brand reputation for Ctrip's
excellent service. However, with the
widespread use of digital technology,
enterprises rely more and more on
automation, and become satisfied with the
status quo, gradually tend to forget the
nature of services, and we will find that the
problem is management. Ctrip recently
opened the "mixed office mode" caused a
hot social discussion. In this new office
mode, management has become the
biggest problem (Wang Wei, 2022). The
advanced management and control system
helps Ctrip to strengthen internal control,
reduce the incidence of problems, and
promote the realization of development
goals. In this study, Ctrip is defined as an
integration of research objects with
independent  corporate  culture and
management mode.

1.2 Ctrip cross-border tourism
product

Cross-border tourism is a concept
based on geographical space, which means
that the tourist destination is in a state of
"separation” and in different administrative
regions due to the existence of

administrative boundaries (Li



J1sasusHisgsnvllazARadmaas sisusnaaiuun

UA 10 aduR 2 (nsn1Au - SUoAW 2565)

105

Mingjian,2019). Cross-border tourism is the
integration and  docking of tourism
resources, so as to realize the innovation of
tourism business, increase income and
create more  market  opportunities.
However, cross-border tourism partners
and products are limited by regional
systems, culture and other aspects, which
increases the complexity of management
(Li Mingjian, 2019). In this study, Ctrip's
cross-border  tourism  product  project
management is defined as a commodity,
which needs to analyze and integrate
tourism resources of different regions and
countries to form cross-border tourism
products, and develop hotels,
transportation and other related businesses
according to the products, thus expanding
business scope and increasing income.

1.3 Ctrip cross-border tourism
project management

Research  on the use and
management of cross-border tourism
resources. Through research, Hu LF points
out that the structure of tourism resources,
the  particularity  of  administrative
boundaries, the history of administrative
divisions in China and people's geographical
concepts will all affect the implementation

of cross-border  tourism

LF,2014); Qiu JQ pointed out through

projects(Hu

research that border areas have a good

foundation in tourism development, but

they are affected by sovereign boundaries,
resulting in the development, use and
management of tourism resources being
controlled by multiple parties, with poor
coordination and unclear responsibility (Qiu
JQ,2016); Liu YQ took cross-border tourism
products in Yongzhou, Hunan province as
the research object and proposed a win-
win cooperation model (Liu YQ , 2016). In
this study, Ctrip's cross-border tourism
product project is defined as a commodity,
needs to analyze and integrate the Ctrip
mine projects in different regions and
countries of the tourism resources
information management, the formation of
cross-border  tourism  products, and
according to the product's brand image
management, so as to improve the
customer's perception of the product
image creation, and expand the scope of

business, The effect of increasing income.

2. Ctrip cross-border tourism
project image management

The brand image of the service
industry began in the 1950s and has been
mainly studied by brands (Lu TH,2001).
Roth studied the effects of culture and
social factors in different countries on
brand image (Roth,1995). Both are based on
research in the field of product marketing.
Studies have shown that brand image is

associated with customer loyalty, and
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customer loyalty can be predicted by
brand image (Lessig,1973). In addition,
some scholars found that the influence of
service brand image should first be
perceived by customers and affect
customer satisfaction and loyalty through
perception introduction (Bloemer,
etal,1998). This shows that customers'
perception of brand image is also
counterproductive  to  the brand.
Customers' perception of brand image is
related to brand marketing process and
dissemination of relevant information (Jiang
LX and Lu TH, 2006). In this study, Ctrip
cross-border  tourism  brand  image
generated by the customer, customer
produce cognitive image through access to
relevant information, so here Ctrip brand
image is defined as a cross-border tourism
project information through Ctrip damage
to the image of the customer information,
so as to read and feedback of the project,

for ultimately reshape the brand image of

the whole project management process.

3. Customers' cognitive image of
products

Today, with the rapid development
of service industry, service has become the
economic center of developed countries in
the world, and China's service industry
occupies an important position and

proportion in the economic structure.

People's overall perception of the brand
has become an important part of
consumers in the process of digesting
information, which is the definition of brand
image from the perspective of informatics.
Another explanation is that the client
constructs a network of memories in his
mind for serial associations from a cognitive
perspective (Keller,1993). Nowadays, many
people believe that brand image is
dependent on customers, and consumers'
subjective perceptions and opinions affect
customers' consumption behaviors (Fan XC
and Chen J,2002). In this study, corporate
image, also known as brand image, is
defined as the cognitive image generated
by Ctrip's products in cross-border tourism
projects from the perspective of customers,

and its image is evaluated and analyzed.

4. Ctrip's cross-border tourism
project information quality

The impact of online tourism
information  quality on  cross-border
tourism. Sun Dan points out through
research that the richness, timeliness and
attractiveness of online tourism
information are the main factors affecting
cross-border tourism (Sun Dan, 2018). In the
research process, Liu Li strengthened the
role of online tourism information from the

aspects of entertainment image, social

image, natural image and cultural image,
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and strengthened the promotion of cross-
border tourism products (Liu Li, 2018).
Zheng Siwei concluded through model
study that the characteristics of online
tourism information are closely related to
the image of cross-border tourism
products, and attention must be paid to
the improvement of information quality
(Zheng Siwei, 2017). In this paper, tourism
information quality is defined as the
influencing factor of cross-border tourism

projects.

Conceptual Framework

Based on the theoretical framework

and literature review, the research

framework of this paper is combined with
the actual situation of Ctrip to establish a
framework. The

research  conceptual

specific steps are as follows: First, the
existing research on Ctrip cross-border
tourism projects is studied and evaluated,
and the research conceptual framework is
reconstructed by referring to relevant
theories. Then redefine and study Ctrip
cross-border tourism project results and
divide them. At the same time, according
to the data sampling data analysis
framework association, using the way of
cooperation with enterprises, through
enterprises to send questionnaires to
This the

customers. examines

paper
relationship between Ctrip cross-border
project information quality and customer
cognition through theoretical research and
analysis.  The

empirical conceptual

framework of this paper is shown in Figure

Ctrip cross-border tourism product image management

y

// Ctrip's cross-border tourism project
information quality:
Service and utility quality;
Design and presentation quality;
Quiality of sensory and psychological

experience;

Content quality;

/
>
= /
~ —

i

[ Customers' cognitive image of
products:
Image of tourism basic

» conditions;

Tourist attraction image;

Social environmentimage.

e -

Figure 1 The Conceptual Framework
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Research Methodology

The research idea of this paper is
"finding the problem -- analyzing the
problem -- putting forward the plan". On
the basis of understanding the status quo
of image management of Ctrip cross-border
tourism products, this paper summarizes
the existing problems and analyzes the
causes of the problems, so as to formulate
targeted development strategies and
promote the realization of development

goals.

1. Population and Sampling

1.1 Population

Exploratory factor analysis was used
to analyze the whole sample, and relevant
information  was  obtained  through
questionnaires issued by Ctrip's customer
service department, so as to understand
customers' evaluation of Ctrip's cross-
border tourism information quality and the
evaluation results of Ctrip's brand image
established in  cross-border  tourism
projects.

1.2 Sampling

The sample is brand-specific, and
the research object is Ctrip's customers,
whose customer information comes from
Ctrip's  customer service department.
According to the study of Zhu Yan (2018),

the number of 100 questionnaires is usually

used and it shows reliable results. Based on

a customer database of millions, |
interviewed 2,000 respondents in this
survey to get more reliable data. The
passenger transportation Department of
Ctrip randomly selected 2000 respondents
and sent their email addresses to me, and
THEN | sent questionnaires to the selected
people. The specific calculation formula is

shown in Figure 2.

/ X=AF+¢ \

KMO test and Bartlett sphericity test were used to verify

whether the variable data were suitable for factor analysis.
The KMO value was greater than 0.5 and the Bartlett test p
value was less than 0.01, rejecting the null hypothesis.

There was correlation between variables and the factor

Qﬂysis was valid. /

Figure 2 Factor analysis formula

2. Research instruments

The questionnaire surveys were
designed as follows:

The first part is the basic
information of the respondents, including
nine items, such as gender, age, income,
occupation, education level, average
annual number of trips, Internet age,
average daily online time, and access to
tourism information channels.

The second part mainly focuses on
the information quality evaluation of Ctrip
cross-border tourism project management,

totaling 24 projects.
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The Likert scale model was
adopted, with 1 point indicating strong
disagreement and 5 points indicating strong
agreement. Details are shown in the

appendix.

3. The data collection

Data collection in this study is
completed in three steps

First of all, in data collection,
cooperation with Ctrip to complete. Send
questionnaires to customers through Ctrip
user platform to obtain data for prediction,
verification and audit to ensure the
authenticity and reliability of data.

Secondly, the collection method is
mainly random sampling.

Finally, the data is collated again. In
the process of work, the questionnaire
survey is based on sampling method and
data collection, and finally summarizes

according to the data.

Research Results

All data collection was completed
in cooperation with Ctrip. Some Ctrip issued
2000 questionnaires and collected them.
The whole process took one and a half
months from November 5, 2020 to
December 20, 2020. Finally, 1624
questionnaires were collected due to
unsuccessful submission of questionnaires,

among which 1480 were valid due to

incomplete information filling, with an

effective rate of 74%.

1. Basic Sample information

Male accounted for 42.4%, female
57.6%. 23.4% are under 25 years old, 40.4%
are 25 to 35 years old, 24.1% are 35 to 45
years old, 8.7% are 45 to 55 years old, and
3.4% are 55 years old and tourists. In terms
of educational background, 8.4% of those
with technical secondary school degrees or
above, 23.2% with junior college degrees,
53.2% with bachelor's degrees and 15.4%
with master's degrees or above. In terms of
occupation, 18.8% are employed in
enterprises and institutions, 10.4% are civil
servants, 21.0% are students, 17.6% are
farmers, 20.1% are retirees, 1.3% are non-
professionals and 10.8% are others. In
terms of average monthly income, those
with less than 3,000 yuan accounted for
18.9 percent, those with 3,000-5,000 yuan
accounted for 24 percent, those with 5,000-
8,000 yuan accounted for 41.0 percent, and
those with  more than 8,000 yuan
accounted for 16.1 percent. In terms of the
average times of using Ctrip's cross-border
travel products, 42.2% use them less than
two times, 40.8% less than three to four
times, 8.2% five to six times, 4.8% seven to
nine times, and 4.0% more than nine times.
As you can see, more people use it two to

four times. Those who used Ctrip for five
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years accounted for 23.6 percent, those
who used Ctrip for 5-10 years 49.4 percent,
those who used Ctrip for 11-15 years 18.1
percent and those who used Ctrip for more
than 15 years 8.9%. Personnel more than 5
~ 10 years, prove that Ctrip has a certain
influence.

To sum up, Ctrip has more female
customers and young customers have a
higher utilization rate of cross-border
tourism  products. The user's basic
education degree undergraduate degree is
more. Customer income belongs to the
middle and high population. This shows
that Ctrip has a certain influence. Have a
strong customer base. Ctrip's official
website, Weibo and WeChat accounts and
the websites of tourism enterprises
account for a large proportion, which are
the main online channels for promoting
cross-border  tourism  products  and

projects.

2. Statistical score of sample
characteristics

2.1 Analysis of Ctrip's Travel
Information Quality

Ctrip cross-border tourism product

information quality evaluation factors
include service and practical quality, design
and presentation quality, sensory and
psychological experience quality, content
quality. The analysis results are shown in
Table 1. The scores of the five factors all
exceed 3 points. The positive result is that
the sensory and psychological experience
quality score is the highest. It can be seen
that customers have a good psychological
effect on the information quality of Ctrip
cross-border tourism products and have
emotional attachment. It can be concluded
that the customer is "satisfied" with the
information quality of Ctrip's cross-border
tourism products, but not "very satisfied",
so there is still a lot of room for
improvement and improvement of the
project. The negative result is that Ctrip's
cross-border tourism product information
has a low score in the quality of artistic
design, which indicates that Ctrip's cross-
border tourism product information is still
lacking in visual beauty and there are some
problems. Therefore, the artistic design of
Ctrip's  cross-border  tourism  product

information should be improved.
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Table 1 Ctrip cross-border tourism product information quality evaluation factor analysis

Factor The The Dispersion score
reliability eigenvalue (%)

Service and utility quality 0.853 3.596 14.612 3.696
Design and presentation quality 0.807 3.567 14.677 3.766
Quality of sensory and 0.822 3.113 14.544 3.778
psychological experience
Content quality 0.735 2.544 12.010 3.222
Artistic design quality 0.787 2.676 11.099 3.002

KMO=0.903, Bartlett=4879.552, DEGREE of freedom =244, Sig=0.001, reliability =0.901, and
dispersion =57.309%

2.2 Analysis of customers' cognitive
image of products

From the analysis results of
consumers'  cognition and image of
products, the scores of all indicators are
above 3.5, indicating that tourists have a

good image and high recognition of Ctrip's

cross-border tourism products, but the
score is no more than 4, proving that Ctrip's
cross-border tourism products are not
perfect in customers' cognition and there
are some factors of dissatisfaction. Specific

data see Table 2.

Table 2 Factor analysis of cognitive image evaluation

Factor The The Dispersion score
reliability eigenvalue (%)

Image of tourism basic 0.853 3.596 14.612 3.696

conditions

Tourist attraction image 0.807 3.567 14.677 3.766

Social environment image 0.822 3.113 14.544 3.778

KMO=0.903, Bartlett=4876.557, degree of freedom =246, Sig=0.001, reliability =0.901, and

dispersion =57.309%

2.3 Analysis on the relationship
between Ctrip cross-border tourism project
information quality and product image

Through correlation analysis, it can

be concluded that P < 0.01. It proves that

there is a significant correlation between
the information quality of Ctrip cross-
border projects and the cognitive image of
products and services. Specific data are

shown in Table 3.
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Table 3 Correlation test between network tourism information quality and product image

Basic conditions of

Tourist attraction Social environment

tourism image image
Service and utility 0.567 0.488 0.546
quality
Design and presentation 0.558 0.345 0.517
quality
Quality of sensory and 0.602 0.467 0.542
psychological
experience
Content quality 0.603 0.436 0.603
Artistic design quality 0.605 0.455 0.589

Note: P < 0.05, P < 0.01

The influence of information quality
factor of Ctrip cross-border tourism project
on cognitive image factor can be shown by
the data in Table 4. Firstly, the image of
tourism basic conditions of Ctrip's cross-
border tourism projects is affected by
information quality factors to a degree of
about 48.9%. The second is that the tourist

attraction image of Ctrip cross-border

tourism projects is affected by information
quality factor of 29.3%. Finally, the social
environment image of Ctrip cross-border
tourism projects is affected by information
quality factors to a degree of about 45.4%.
To sum up, it can be confirmed that the
information quality of Ctrip cross-border
tourism project has a significant and

positive impact on the cognitive image.

Table 4 Multiple regression analysis of information quality factor and cognitive image factor

The The Regression coefficient T value P values

independent dependent B Beta.

variables variable
Service and Image of 0.213 0.167 3.487 0.000
utility quality  tourism basic
Design and conditions 0.210 0.181 3.881 0.000
presentation
quality
Quality of 0.266 0.207 4.418 0.000
sensory and
psycholosgical

experience
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The The Regression coefficient T value P values
independent dependent B Beta.
variables variable

Content 0.341 0.272 5.023 0.000
quality

Artistic design 0.332 0.213 5.010 0.000
quality

Constant R = 0.382°= 0.489 R*= 0.487 F = 117.944, P = 0.000

Service and Tourist 0.351 0.312 5.552 0.000
utility quality attraction

Design and image 0.081 0.085 1.581 0.0212
presentation

quality

Quality of 0.261 0.207 4.082 0.000
sensory and

psychological

experience

Content 0.161 0.233 2912 0.001
quality

Artistic design 0.221 0.154 0.186 0.001
quality

Constant R = 1.354°= 0.293 R*= 0.294 F = 53.424, P = 0.000

Service and Social 0.242 0.202 3.995 0.000
utility quality ~ environment

Design and image 0.123 0.114 2.420 0.001
presentation

quality

Quality of 0.161 0.143 2.653 0.000
sensory and

psychological

experience

Content 0.403 0.352 4.553 0.002
quality

Artistic design 0.333 0.325 3.938 0.001
quality

Constant R = 1.283%= 0.454 R*= 0.446 F = 97.329, P = 0.000
Note: P < 0.05, P < 0.01
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Discussion and Conclusion

The study on Ctrip cross-border
tourism project as the research object,
through  cooperation  with  enterprise
obtaining firsthand investigation data, the
analysis of Ctrip cross-border tourism
information quality evaluation results of
the project, and project cognitive brand
image in the eyes of the customer
evaluation result, obtained the Ctrip cross-
border tourism  project construction
experience and problems in the image.
Therefore, Ctrip's cross-border tourism
projects can establish customers' cognitive
image of the project through good
information quality, thus creating a perfect
brand image of the project. The main
contents are as follows:

First of all, the background of Ctrip
and the image of cross-border tourism
projects were studied in the preliminary
stage, and the domestic and foreign
literatures were sorted out to finally
determine the research ideas.

Secondly, by exploring the
influence of five factors of Ctrip cross-
border tourism information quality and
three factors of customer cognitive image,
it is proved that the information quality of
Ctrip cross-border tourism projects has a
positive and significant impact on customer

cognitive image. On the contrary, in-depth

detection is not carried out, but it does not
affect the topic research of this paper,
which can be further studied in the future.

Thirdly, on the basis of the original
conclusions and analysis, corresponding
suggestions are put forward based on the
research of this paper. In terms of project
information quality, service and public
utility quality, Design and presentation
quality,  Quality of sensory and
psychological experience, Content Quality,
Artistic design Quality, to improve the
brand image of Ctrip cross-border tourism

projects, improve customer satisfaction.

Recommendations

In view of the image management
problems of Ctrip cross-border tourism
projects found in this study, the following
suggestions are proposed:

1. In terms of project bank image
management, enrich Ctrip's cross-border
tourism information related content of
Service and utility, Design and presentation,
improve its quality, so as to improve
customers' perception of foreign Image of
tourism basic conditions.

2. Improve the Design and
presentation quality and Artistic Design
quality of Ctrip's cross-border tourism
information  to  reshape  customers'

perception of foreign Tourist attraction

image.
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3. It can create 3D VR experience
tourism and enhance the Design and
presentation quality and Artistic Design
quality of Ctrip's cross-border tourism
information  to  enhance  customers'
attraction to project products. Improve
customer recognition of foreign Tourist

attraction image.
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Abstract

In the past two years, Guangxi hot spring tourism has the advantages of well-developed
spring, affordable price, convenient transportation and complete facilities. However, due to
the problems of backward enterprise management, single tourism products and
homogenization of tourism products, the traditional hot spring leisure baths have entered a
period of decline. This is also the background of this study. Therefore, the purpose of this
study is to explore and study the traditional hot spring management direction from the
ecological development direction of convalescent hot spring tourism, and change to the
direction of the combination of rehabilitation medicine, health management and tourism
vacation. At the same time, this paper uses the methods of investigation, observation,
functional analysis and qualitative analysis to study the unique hot spring ecological "healing".
Put forward research suggestions on increasing capital investment, increasing the construction
of functional areas, improving infrastructure construction and strengthening the construction
of Zhuang rural customs. Provide theoretical basis for the research and upgrading of hot spring
industry in the region; In order to find new economic growth points and improve Zhuang
tourism culture; Promote the integration and innovation of hot spring tourism and medical

industry.

Keyword: Healing Hot Spring, Guangxi, Tourism Enterprises, Tourism Ecology
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Introduction

The main point of this study is that
the tourists and income of Hezhou hot
spring show a downward trend, and the
subjective  reasons include backward
management and lack of innovation;
Objective factors include novel coronavirus
pneumonia, market downturn and other
reasons. It is suggested to change from the
ecological development direction of spa
tourism  to  the  combination = of
rehabilitation medicine, health
management and tourism vacation. This
study refers to the literature with certain
reference value. In the paper "Research on
Evaluation of experience value of hot
spring health tourism based on grounded
theory — a case study of yujingshan hot
spring in Yingkou", Chinese scholar Wang
Lihong applied the theory of tourism
development and tourism marketing, taking
the experience value of hot spring health
tourism as the research object.The paper
"From illness to wellness-has thermal
spring health tourism reached a new
turning point" by Boekstein Mark. He
suggested in this paper that this represents
a turning point for the thermal spring health
tourism product, with the focus changing
from using thermal water primarily for the
treatment of illnesses, to help already

healthy people become even healthier. It

is recommended that developing countries
create thermal spring tourism products that
combine thermal water resources with
location-specific  healing methods and
remedies, but are extended to encompass
surrounding natural and cultural
attractions, and where possible, involve
and benefit local communities. This study
can let more scholars and hot spring
managers understand how hot spring
enterprises can get rid of the backward
management and operation mode, and
formulate new management strategies and
implementation measures according to
relevant theories, to develop in a new
direction of tourism and improve the

efficiency of enterprises

Research Objectives

1. This paper intends to explore and
study the problems existing in traditional
hot springs, clarify the feasibility and
reliability of the new development
direction, and change to the direction of
the combination of rehabilitation medicine,
health management and tourism and
vacation through the study of the current
experience of Hezhou hot springs and the
ecological development direction of
convalescent hot spring tourism. This study
is in line with the law and market demand

of the current Chinese market.
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2. Through cross-border, integration
and innovation, hot springs reintegrate new
tourism functions to form a unique hot
spring ecological "healing system". From the
perspective of feasibility, the innovation of
hot spring tourism means that more
consumers can experience  different
medical projects at different stages. This
can not only maintain the freshness and
attraction of the hot spring scenic spot, but
also improve the income of enterprises,
which has very obvious academic reference
value and practical value.

3. Based on highlighting the new
core functions and main products of hot
spring tourism, this study discusses the hot
spring culture with unique regional Zhuang
customs in Guangxi. Zhuang culture has a
history of thousands of years in China.
Therefore, the innovation of Guangxi hot
spring culture is inseparable from Zhuang
culture. From the perspective of business
scope, we plan to show the depth and
charm of Zhuang culture in the hot spring
scenic spot through music, diet, drama,
song and dance, so as to make tourists
more satisfied and dependent on the hot

spring scenic spot.

Literature Review

In the paper, "holder management
of local resources in Obama hot spring

areas, Nagasaki  perfection, Japan’,

Japanese  scholars  Emurayuka  and
Watanabe Takashi discussed the current
situation of local resource stakeholder
management in the Obama hot spring area
of Nagasaki county, and found that the hot
spring operators seldom use geological and
historical resources and folk art to develop
hot springs. Based on these findings, they
made an opinion that local resource
management should be reviewed to
further develop Obama spa with geological
and historical resources and folk art. This
case is related to the theory of tourism
development. The author believes that this
view is highly consistent with this study
Indonesian scholars Ardiansyah and
Yudi found that tourists are not satisfied with
Maribaya natural hot spring resort in their
study "Alisis kepuasan wistawan terhadap
produk wisata di maribaya natural hot spring
resort lembang kabupaten bandung barat".
Therefore, researchers and managers
upgrade and transform the tourism products
of malibaya natural hot spring resort by
analyzing tourists' satisfaction and opinions,
which greatly improves tourists' satisfaction
with the existing tourism products of
malibaya natural hot spring resort. The new
tourism management mode enhances the
reliability of scenic spots. This case uses the
basic theory of tourism management,
tourism

tourism  development  and

marketing theory.
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In  the paper "Research on
Evaluation of experience value of hot
spring health tourism based on grounded
theory -- a case study of yujingshan hot
spring in Yingkou", Chinese scholar Wang
Lihong applied the theory of tourism
development and tourism marketing, taking
the experience value of hot spring health
tourism as the research object. This paper
sorts out and defines the related concepts
of health care tourism and hot spring
health care tourism, reviews and
summarizes the experience economy
theory, customer value theory and TCM
preventive treatment  theory, and
summarizes the related literature of health
care tourism, hot spring health care tourism
and experience value at home and abroad.

The scholar Chung Hsien Lin's paper
"effects of cuisine expertise, psychological
well-being, and self-health perception on
the revisit intention of hot springs tourists".
The author carries out the research from
three aspects of food experience, mental
health and self-health to explore the
influence of these factors on hot spring
tourists. The content of this article is very
close to my article. This research uses the
theory of tourism development and
tourism marketing.

The paper "From illness to
wellness-has thermal spring health tourism

reached a new turning point" by Boekstein

Mark. He suggested in this paper that this
represents a turning point for the thermal
spring health tourism product, with the
focus changing from using thermal water
primarily for the treatment of illnesses, to
help already healthy people become even
healthier. In  the light of current
developments, the historical development
and geographical distribution of thermal
spring tourism are discussed, with new
developments  highlighted, particularly
those involving local communities. It is
recommended that developing countries
create thermal spring tourism products that
combine thermal water resources with
location-specific  healing methods and
remedies, but are extended to encompass
surrounding natural and cultural
attractions, and where possible, involve
and benefit local communities.

Through the research theory, this
research idea focuses on six parts: Zhuang
culture, Multiple services, Cross-border,
Enterprise management, Market demand
and Market potential. Zhuang culture,
multiple services and cross-border are
external changes. Through the research on
how to innovate the marketing means and
Strategies of hot spring enterprises, improve
the service quality and realize the
transformation of traditional hot spring
enterprises.

Enterprise management,

market demand and market potential tend
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to internal change, that is, through research managers and provide internal theoretical

and  practice, provide  appropriate support for enterprise transformation.

development suggestions to enterprise
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According to the main theories and
research idea, this study puts forward six
research hypotheses.

H1: Healing hot spring tourism
should be integrated into Zhuang culture,
which can enhance the attraction of the
Hezhou hot spring.

H2:  Many services, hardware
facilities and management levels provided
by cure hot spring tourism are positively
correlated with tourists' satisfaction.

H3: The combination of hot spring
tourism and cross-border tourism products
can attract more tourists.

H4: Healing hot spring tourism can
and

improve the management level

competitiveness of enterprises.

H5: Healing hot spring tourism can
match the market demand.

H6: Healing hot spring tourism has
broad development space and market

potential.

Research Methodology

This study adopts the method of

stratified sampling. According to the
previous investigation and field observation
of the scenic spot, the flow of people in
the hot spring is the least in summer and
the most in winter. In the off-season, the
average daily tourist flow of the scenic spot
per week shall not exceed 100 people /
day. In the off-season, it is planned to

receive 10% - 20% of tourists every day for
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questionnaire survey, and in the summer
(July August), it is planned to receive 100
people. The average daily passenger flow
per week in peak season shall not exceed
400 people / day. In the peak tourism
season (October to December), it is
planned to sample 20% - 30% of tourists
every day for questionnaire survey, and 300
in winter. A total of 400 people plan to be
investigated. Through the questionnaire
survey in the off-season and peak season,
we can understand the views and opinions
of these customers on hot springs, analyze
and count them, and provide a data basis
for this study.

The data sampling of this study will
be divided into two stages:

Pre-investigation  stage:  through
filling in a questionnaire (Stratified
sampling), on-site consultation and in-
depth interview (Interview method), the
tourists of Hezhou hot spring resort were
pre-investigated. Combined with the results
of the pre-survey, the questionnaire was
revised repeatedly, and the order of the
questions and the text narration which
were difficult for tourists to understand
were adjusted and modified. Finally, the
formal questionnaire for the cost study was
formed.

Formal survey stage: using the
formal questionnaire, 400 tourists in

Hezhou hot springs were investigated by

stratified sampling. The survey area is
Hezhou City, and the survey sites include
the public rest area, Villa Inn, catering area,
service area, etc. in Hezhou hot spring, the
bus stops, restaurants, residents' homes in
surrounding villages around Hezhou, and
the municipal area where Hezhou hot
spring is located. The purpose is to ensure
that tourists can participate in the survey in
their spare time, to reduce the rate of
refusal to visit. At the same time, it is also
to ensure the quality and reliability of the
questionnaire after tourists can have a
deep understanding of the scenic spots of
Hezhou hot spring resort and have a more
comprehensive experience of relevant
facilities and services. This study plans to
distribute 400 questionnaires and collect
380 valid ones. The effective recovery rate
is 95%. SPSS is used to analyze the data.
This study adopts stratified random
sampling, also known as type random
sampling. It is a method of randomly
selecting samples (individuals) at different
levels from groups that can be divided into
different subgroups (or layers) according to
the specified proportion. The advantage of
this method is that the samples are
representative and the sampling error is
small. The disadvantage is that the
sampling procedure is simpler and random
sampling is more complex. Stratified

sampling in quantitative survey is a good
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probability sampling method, which is
often used in survey. This study adopts
hierarchical method. That is, the ratio of
the number of samples in each layer to the
total number of layers is equal. K=n/ N (k
is the sampling rate; n is the sample size; n
is the population).

The research variables of healing
hot spring tourism include Zhuang culture,
Multiple tourism services, Cross-border,
Enterprise management, Market demand
and Market potential. Combined with four
research methods, this paper defines six
research hypotheses and defines the
research items. The specific project
arrangement is as follows:

About  "Zhuang  culture"  for
reference and basis, this paper defines
Zhuang culture as integrating Guangxi
Zhuang culture into hot spring tourism. By
displaying Zhuang cultural products and
providing services with Zhuang customs,
the income and long-term attraction of hot
spring industry can be greatly improved.
This study lists five dimensions: Zhuang
nationality  diet, Zhuang nationality
costume, Architectural style, Zhuang
nationality language, and Zhuang Festival.

About "Multiple tourism services": in
this paper, a variety of tourism services are
defined as providing a variety of extensible

services that are not only related to hot

springs, fully exploring various types of

services directly related to hot springs, and
enhancing the tourism function of Hezhou
hot springs. This study lists five dimensions:
Restaurant, Cultural landscape, nightlife,
Meeting and group activity area, Camping.

About "Cross border": in this paper,
cross-border tourism products are defined
as services that are not directly related to
hot springs. Combined with market
demand and innovative development
concepts, some products of other
industries are combined with hot spring
tourism to improve the quality of tourism.
Cross border tourism products this study
lists  five dimensions:  Rehabilitation
medicine, Leisure fitness, Health
preservation, Health equipment, Children's
growth paradise.

About ‘"enterprise management":
This paper defines enterprise management
as the tourism enterprise management that
can flexibly respond to market demand
and actively change the backward
management mode. This study lists five
dimensions:  Management  ability — of
managers, Hardware facilities, Price level,
Feedback and Volunteer service.

About "Market demand": This paper
defines the market demand as the change
and adjustment of the hot spring tourism
market in  Guanegxi, and the market

evaluation of the Hezhou hot spring. This

study enumerates three dimensions:
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Geographical location, Natural hot springs
and Tourist satisfaction.

About "Market potential": This paper
defines the market potential as the
potential and advantages of the Hezhou
hot spring tourism system in the domestic
hot spring market. This study lists four
dimensions: Reliability, Innovation ability,
Operability and Sustainable operation
ability.

In order to ensure the validity and
reliability of the questionnaire, a pre-survey
will be conducted before the exam. For the
pre-investigation stage, this study plans to
adopt the method of gradual correction: for
the initially completed investigation index
system, we can first try in a small range,
obtain small sample data through the test
process, analyze the reliability of the index
system, find that the description of the
index system is inaccurate, easy to cause
misunderstanding or imperfect coverage,
and then revise the investigation index
system. In particular, the behavior of pre-
investigation  will  not inform  the
respondents or the management of
Hezhou hot spring. The focus of the pre-
survey is to check whether the content of
the questionnaire is wrong, whether the
order of questions is reasonable, and
whether the text description is difficult to
understand. The target of the pre-survey is

50 people. There are 15 tourists (aged 20-

40) and 10 local residents. In addition to
the questionnaire survey, the researchers
will also conduct in-depth interviews with
these people.

At the end of the formal survey
stage, the reliability and validity of the
questionnaire will be tested. For the data
obtained from the survey, this study plans
to adopt the method of repeated test: the
same questionnaire and the same group of
respondents make two measurements at
different  times under the same
circumstances as far as possible. The
distance between two measurements is
usually within two to four weeks. The
reliability of the scale was evaluated by
correlation analysis or significance test.
Considering the convenience of sampling,
the subjects of repeated test are: 5 college
student volunteers, 10 local residents, 10
Hezhou university students and 25 Hezhou
local residents. In addition, all students and
residents must have been to Hezhou hot
spring at least once. A total of 50 people
participated in the test. Using the same
questionnaire, check the correlation
coefficient between multiple
measurements through two or three
measurements.  If  the  correlation
coefficient is very high, the reliability of the
survey data is relatively high; Otherwise,

the reliability of the survey data is not high.

After the formal investigation stage starts, it
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will temporarily decide whether to use
Bartlett spherical test and kmo test
according to the actual investigation
situation and the schedule of researchers.
Because using these two methods to test
and test the coverage and scientificity of
the research index system can improve the

effectiveness of the research.

Research Results

In the analysis of the dimensions of
different age groups, it is found that there
are statistical differences in Zhuang Culture,

Multiple Products, Cross-Border, Enterprise
Management, Market Demand and

Market Potential among different age

groups.
Number of Average Standard
ltem Minimum | Maximum
cases value deviation
Zhuang culture 400 1.00 5.00 3.38 1.07
Multiple products 400 1.00 5.00 3.53 1.08
Cross-border 400 1.00 4.85 3.43 1.02
Enterprise
400 1.71 5.00 3.47 0.82
Management
Market Demand 400 1.00 5.00 3.64 1.22
Market potential 400 1.57 5.00 3.82 1.13
Total 400 1.84 4.95 3.54 0.71

The overall satisfaction score was
3.54. From the six dimensions, the score of
Zhuang culture is (3.38 + 1.07), multiple
tourism services are (3.53 + 1.08), cross-
border style is (3.43 + 1.02), enterprise
management ability is (3.47 + 0.82), the
market demand is (3.64 + 1.22), and the
market potential is (3.82 + 1.13). From the
score of each index, the score of market
potential dimension is the highest (3.82),
and the score of Zhuang culture is the

lowest (3.38). Tablel: Analysis summary

Therefore, the most satisfied is the
dimension of market potential, the less
satisfied is the dimension of Zhuang
culture. We can analyze and study the
above data and draw conclusion. Hezhou
hot spring should pay attention to three
aspects in planning and operation:

First, @ hot spring resort with a
variety of tourism services, which is
recognized by consumers of most ages.
This proves that research hypothesis 2 (H2:

many services, hardware facilities and
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management level provided by cure hot
spring tourism are positively correlated with
tourists'  satisfaction) and  research
hypothesis 4 (H4: Healing hot spring tourism
can improve the management levels and
competitiveness of enterprises) are correct.
Hot spring enterprises in Hezhou need
internal reform and management. The
future focus of Hezhou hot spring should
be to provide more targeted services and
hot spring projects for non-weekly people
of all ages. Hezhou hot spring managers
should improve their vision and vision,
learn from better hot spring scenic spots
and improve their management ability.
Cultivate employees' professional skills and
abilities, improve the management ability
and creativity of the Hezhou hot spring, and
improve market awareness

Second, the hot spring cross-border
attempt has achieved certain positive
results and high feasibility. It can be seen
from the data analysis that young people
have the highest cross-border expectations
for Hezhou hot spring. These people are
eager to enjoy more fresh elements,
innovative tourism services and experience
in Hezhou hot spring. This proves that
research  hypothesis 3 (H3: The
combination of hot spring tourism and
cross-border tourism products can attract

more tourists) and research hypothesis 6

(H6: Healing hot spring tourism has broad

development space and market potential)
are correct.

Third, Zhuang culture, diversified
tourism services and cross-border style
should be closer to middle-aged people.
From the data analysis, it can be seen that
the middle-aged people have the highest
cognition of Hezhou hot spring and are also
the age group with the largest number of
participants. This proves that research
hypothesis 1 (H1: Healing hot spring tourism
should be integrated into Zhuang culture,
which can enhance the attraction of the
Hezhou hot spring) and research hypothesis
5 (H5: Healing hot spring tourism can match
the market demand) are correct. From the
survey results, middle-aged people are
eager for more Zhuang elements,
diversified tourism services and
experiences, and can participate in more
tourism projects. These factors can increase

the middle-aged people's stickiness and

trust in Hezhou hot spring.

Research Finding

Firstly, it is found that the ecological
development direction of Hezhou hot
spring turning to recuperation hot spring
tourism is correct. The new development
direction has been verified by the market
and proved to be feasible and reliable.

Secondly, Hezhou hot spring

integrates new tourism functions through
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cross-border, integration and innovation,
which not only improves the freshness and
attraction of hot spring scenic spots, but
also improves the income of enterprises,
opens up market potential and creates new
market development space. These new
developments have very obvious reference
value and practical value.

Third, this study also found that the
hot spring culture with unique regional
Zhuang customs is very attractive. Hezhou
hot spring shows the depth and charm of
Zhuang culture in the hot spring scenic
spot through music, diet, drama, song and
dance, which makes tourists more satisfied
and dependent on the hot spring scenic
spot and meets the needs of more people

for cultural innovation.

Recommendation

To sum up, this study believes that
the change and reform of Hezhou hot
springs should be carried out from the
following aspects: first, increase capital
investment to build hot spring leisure and
health complex, large hot spring tourism
resort and national 5A scenic spot; The
second is to strengthen the construction of
functional areas and build three functional
areas: hot spring leisure resort, hot spring
landscape real estate area and hot spring
leisure commercial water area; The third is

to strengthen the construction of scenic

spot facilities and pay attention to the
construction of basic service facilities;
Fourth, strengthen the construction of
Zhuang customs and promote Zhuang diet
culture and traditional culture; The fifth is
to improve the level of tourism
management and tourism service quality,

and enhance market recognition.

Result Discussion

To sum up, the operation of
Hezhou hot spring has improved, and the
new tourism management system has been
proved to be effective. Hezhou hot spring
also faces fierce competition from
enterprises in the same industry in Guangxi
and abroad. In the next 3-5 years, Hezhou
hot spring will be upgraded to make it more
competitive within and outside the region.
Combined with the problems found above,
tourist feedback, project transformation
direction and other research contents, |
think the research results and research
findings of this paper are different from
other similar studies in three development
directions:

First, hot springs with state-funded
backgrounds have the conditions to
increase capital investment. The capital
investment is  mainly used for the
construction of hot spring leisure and
health complex, large hot spring tourism

resort and a national 5A scenic spot.
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Because Hezhou hot spring is controlled
and invested by the state, the financial
strength is stronger than many private hot
springs.

Second, functional zoning is an
important measure to provide services to
consumers of all ages. The planning and
construction of Hezhou hot spring town will
follow the principles of ecological priority,
adjusting measures to local conditions,
quality assurance and strong operability,
and build three functional areas of "hot
spring leisure resort, hot spring landscape
real estate area and hot spring leisure
commercial block". Compared with other
research projects, Hezhou hot spring can
meet the requirements of different
consumers in many aspects.

Third, Hezhou hot spring is at the
forefront of other studies on the
development of Zhuang township culture.
At present, in the hot spring research at
home and abroad, there are hot spring
research combined with Zhuang township
culture, which is also one of the highlights

of this paper.
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