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  Abstract 
New media platforms increasingly shape how urban destinations are imagined, 
evaluated, and converted into travel decisions. For cities with distinctive cultural 
resources but relatively uneven market visibility, the central challenge is not only 
to attract online attention but also to transform digital exposure into durable tourist 
recognition, service satisfaction, and destination loyalty. Taking Lanzhou, a Yellow 
River cultural city in Northwest China, as an empirical case, this study examines 
tourists’ perceptions of urban tourism image, heritage communication, and destina-
tion marketing in the new media environment. Based on 242 valid questionnaire 
responses, the study analyzes information sources, content exposure, interactive be-
havior, perceived image dimensions, visit experience, behavioral intention, and op-
timization demands. The results show that short-video platforms and social media 
are the dominant channels through which tourists encounter Lanzhou, while food, 
historical culture, and natural landscapes form the most recognizable image config-
uration. The image perception scale shows strong internal consistency (Cronbach’s 
alpha = 0.977), and principal component analysis indicates a stable overall percep-
tual structure. However, service facilities, transportation convenience, information 
accessibility, and interaction mechanisms remain weaker than resource-based im-
age elements. Regression results further suggest that expectation fulfilment and per-
ceived consumption rationality explain revisit intention more strongly than overall 
image perception alone. The study contributes to the literature on urban tourism 
image and heritage communication by showing how a second-tier cultural tourism 
city can convert platform visibility into an integrated destination brand through cul-
tural interpretation, authentic user-generated content, service touchpoint optimiza-
tion, and cross-platform marketing coordination. 

Keywords 
Urban tourism image; heritage communication; destination marketing; new media 
communication; tourist perception; Lanzhou; China 

 
1. Introduction 

Urban tourism image is a socially constructed and experience-based perception rather than a simple reflection of 
destination resources. In the contemporary digital environment, tourists often form their first impressions of a city 
before arrival through short videos, social media posts, online reviews, travel notes, live streaming, search platforms, 
and online travel agencies. These mediated impressions influence not only destination awareness but also affective 
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preference, itinerary planning, expectations, risk perception, and post-visit recommendation. For urban destinations, 
new media communication has therefore become an important mechanism through which cultural symbols, service 
experiences, and destination brands are produced and circulated. 

This transformation is particularly significant for cities that possess rich cultural resources but have not yet 
achieved the global visibility of mature tourism destinations. Lanzhou, the capital of Gansu Province in Northwest 
China, has a distinctive spatial and cultural identity. The Yellow River passes through the city, and tourism resources 
such as Zhongshan Bridge, Baita Mountain, the Yellow River Scenic Belt, Gansu Provincial Museum, Lanzhou beef 
noodles, Silk Road culture, and intangible cultural heritage together form a strong basis for urban tourism develop-
ment. Nevertheless, digital visibility does not automatically generate a coherent destination image. A city may be-
come visible through one symbolic element, such as food or a landmark, while other cultural and service-related 
dimensions remain insufficiently understood by potential tourists. 

The present study responds to this issue by examining Lanzhou’s urban tourism image from the perspective of new 
media communication, heritage interpretation, and destination marketing. It asks how tourists perceive Lanzhou 
through new media channels, which dimensions constitute the city’s dominant tourism image, how perceived image 
and travel experience relate to behavioral intention, and what marketing and service strategies are required to trans-
form online attention into sustained tourist recognition. By focusing on a Yellow River cultural city in Northwest 
China, the study extends destination image research beyond highly internationalized gateway cities and mature scenic 
destinations, while also offering practical implications for cultural tourism marketing in emerging urban destinations. 

This study adopts the term “urban tourism image perception” to refer to tourists’ cognitive and affective evalua-
tions of Lanzhou as an urban destination, formed through both direct experience and mediated exposure. This con-
struct is nested within the broader destination image literature but is specifically tailored to the urban context, where 
spatial layout, infrastructure, everyday life, and service systems play a more prominent role than in natural or resort 
destinations.  

Guided by this understanding, the present study addresses three research questions: RQ1: Through which new 
media channels and content types do tourists primarily perceive Lanzhou’s urban tourism image? RQ2: What cogni-
tive, affective, cultural, and service-related dimensions shape tourists’ evaluation of Lanzhou as an urban destination? 
RQ3: How can Lanzhou improve heritage communication, destination marketing, and service experience to support 
recommendation and revisit intention? 

2. Literature Review and Conceptual Background 

2.1 Destination Image and Tourist Behavioral Intention 

Destination image has long been considered a central construct in tourism research because it links information ex-
posure, perception formation, destination choice, satisfaction, and behavioral intention. Early studies conceptualized 
destination image as a combination of cognitive, affective, and conative components (Gartner, 1994). Cognitive im-
age refers to tourists’ beliefs and evaluations of destination attributes, affective image concerns emotional responses 
toward a place, and conative image is associated with behavioral tendencies such as visiting, revisiting, and recom-
mending. Echtner and Ritchie (1993) further argued that destination image includes both attribute-based evaluations 
and holistic impressions, indicating that destination image measurement should combine structured dimensions with 
overall perceptual meanings. This logic is also consistent with the broader understanding of urban image as a mental 
representation of place legibility, symbolic identity, and spatial experience (Lynch, 1960). 

Subsequent studies have examined how information sources, personal characteristics, previous experience, and 
perceived value shape destination image formation (Baloglu & McCleary, 1999; Beerli & Martín, 2004). Destination 
image has also been shown to influence satisfaction, perceived quality, revisit intention, and word-of-mouth recom-
mendation (Chen & Tsai, 2007; Pike & Ryan, 2004; San Martín & Rodríguez del Bosque, 2008). A meta-analysis by 
Afshardoost and Eshaghi (2020) further confirmed the positive relationship between destination image and tourists’ 
behavioral intentions. From an environmental psychology perspective, the stimulus–organism–response logic also 
helps explain how media exposure and destination attributes trigger internal perception and subsequent behavioral 
response (Mehrabian & Russell, 1974). These findings provide a theoretical basis for examining whether tourists’ 
perceptions of Lanzhou’s resources, culture, services, and media representations can support recommendation and 
revisit intention. 
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2.2 New Media Communication and Destination Marketing 

The development of information and communication technologies has substantially changed tourism marketing and 
destination image formation. Buhalis and Law (2008) noted that digital technologies have reshaped tourism demand 
and supply by transforming information search, booking behavior, and destination competition. Xiang and Gretzel 
(2010) demonstrated that social media plays an important role in online travel information search, while Hays et al. 
(2013) showed that destination marketing organizations increasingly rely on social media to communicate with po-
tential visitors. In this context, destination image is no longer communicated only by official promotional materials 
but is also co-produced by tourists, influencers, residents, platforms, algorithms, and user-generated content. 

New media communication is especially relevant to urban tourism because cities are complex destinations com-
posed of attractions, everyday life, food, mobility, heritage, events, and services. Short videos and social media posts 
can quickly amplify visually attractive symbols, but they may also simplify destination image into fragmented labels. 
Effective destination marketing therefore requires a balance between visibility and interpretation. Online marketing 
and user-generated content studies have shown that platform-based destination images can be assessed through travel 
reviews, digital traces, and destination marketing organization platforms (Kladou & Mavragani, 2015; Marine-Roig 
& Anton Clavé, 2015; Molinillo et al., 2018). For a cultural city such as Lanzhou, the challenge is to use new media 
not only to attract attention through food or iconic scenery but also to communicate the cultural meanings of the 
Yellow River, Silk Road heritage, local lifestyles, museums, and intangible cultural heritage experiences. 

2.3 Heritage Communication, Service Experience, and Research Gap 

Heritage tourism research emphasizes that cultural resources must be transformed into meaningful visitor experiences 
through interpretation, storytelling, participation, and service design. In destination marketing, heritage is not merely 
an inventory of historical resources; it is a symbolic and experiential asset that can strengthen place identity and 
visitor attachment. Studies on tourism image in China have increasingly examined cultural heritage sites, national 
parks, traditional villages, red tourism destinations, nighttime tourism spaces, mountain scenic areas, wetlands, and 
urban agglomerations through online texts, geotagged photographs, questionnaires, and sentiment analysis (Chen & 
Zhang, 2021; Fan et al., 2020; Hu et al., 2025; Li et al., 2023; Li & Hu, 2022; Liu & Zhang, 2021; Tong & Chen, 
2020; Wang et al., 2022; Wu & Shao, 2020; Wu & Wang, 2020; Xu et al., 2025; Yu & Liu, 2022; Zhang et al., 2024; 
Zhou et al., 2023). These studies demonstrate that destination image is shaped by cultural symbolism, spatial differ-
entiation, service experience, and digital representation. 

However, three gaps remain. First, many studies focus on mature scenic areas, heritage attractions, or eastern urban 
agglomerations, while provincial capitals in Northwest China and Yellow River cultural cities remain underexamined. 
Second, research on new media tourism communication often emphasizes online visibility but pays less attention to 
whether media-induced expectations are converted into on-site satisfaction and revisit intention. Third, destination 
image studies frequently identify perceptual dimensions but provide limited discussion of how heritage communica-
tion and service marketing can jointly improve destination competitiveness. This study addresses these gaps by using 
questionnaire evidence from Lanzhou to connect new media reach, urban image perception, heritage interpretation, 
behavioral intention, and managerial implications. 

3. Conceptual Framework and Methodology 

3.1 Analytical Framework 

The analytical framework integrates destination image theory, the cognition–affect–behavior logic, the stimulus–
organism–response perspective, and new media communication theory. New media exposure is treated as the external 
stimulus through which tourists encounter destination information. Tourists then form cognitive evaluations of re-
sources, cultural heritage, services, and accessibility, together with affective responses such as preference, identifi-
cation, and expectation. These perceptions influence behavioral outcomes, including recommendation intention, 
travel planning, revisit intention, and content sharing. Finally, the study translates empirical findings into destination 
marketing and service optimization strategies. 
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Figure 1. Analytical framework for perceiving Lanzhou’s urban tourism image from the perspective of new media. 

3.2 Research Context and Questionnaire Design 

Lanzhou was selected as the research context because it combines strong cultural resources with a developing urban 
tourism brand. The questionnaire was designed around seven modules: demographic and travel background, new 
media information sources, content exposure and interaction, overall image impression, multi-item image perception, 
visit experience and behavioral intention, and communication optimization needs. The image perception items cov-
ered natural landscape, historical culture, food attractiveness, information accessibility, urban vitality, transportation 
convenience, service and facility provision, and overall recommendation tendency. The questionnaire items were 
developed by combining established destination image dimensions with the specific cultural and tourism character-
istics of Lanzhou. 

A total of 242 valid questionnaires were collected from respondents who had either visited Lanzhou or had been 
exposed to Lanzhou-related tourism information through new media. Participation was voluntary and anonymous. 
Because several questions used screening logic, the valid subsample size varies across analytical modules. Of the 242 
questionnaires collected, 147 respondents reported having been exposed to Lanzhou tourism information through 
new media channels and thus constituted the subsample for the information source analysis. The remaining respond-
ents either had not encountered Lanzhou via new media or had incomplete responses on the source items. For the 
image perception scale, 148 responses were fully valid with no missing values detected. For the behavioral intention 
and regression analysis, 110 respondents who had actually visited Lanzhou provided complete answers on all relevant 
items. The specific subsample size for each analytical module is explicitly indicated in the respective results subsec-
tion. The empirical analysis includes frequency statistics, valid percentage comparison, mean comparison, reliability 
testing, principal component analysis, correlation analysis, and explanatory regression analysis. 

3.3 Reliability, Validity, and Ethical Considerations 

The internal consistency of the image perception scale was tested using Cronbach’s alpha based on 148 complete 
responses. The result of 0.977 indicates very high reliability. Principal component analysis was used to examine the 
structural coherence of the image perception items, and the first principal component explained 84.38% of the vari-
ance. These results suggest that the selected items jointly capture a stable overall perceptual structure. Although the 
study does not claim causal inference, the combined analysis of perception, experience, and behavioral intention 
provides a reliable empirical basis for identifying marketing and service improvement priorities. 

Ethically, the questionnaire survey was conducted on a voluntary and anonymous basis. Respondents were in-
formed of the academic purpose of the study before participation, and no personally identifiable information was 
collected. The analysis uses aggregated data only. 

Declaration of Generative AI and AI-assisted Technologies in the Writing Process: During the preparation of this 
work, the author used generative AI technology primarily for language polishing and grammatical refinement to 
improve the readability and fluency of the English manuscript. After using this tool, the author thoroughly reviewed 
and edited the content as needed and takes full responsibility for the final content of the publication. The AI was not 
used to generate empirical data, formulate research questions, or draw academic conclusions. 
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4. Results 

4.1 New Media Sources and Interactive Behavior 

The survey results show that short-video platforms and social media platforms are the most important channels 
through which tourists obtain information about Lanzhou tourism. Among the 147 respondents who actively used 
new media for Lanzhou tourism information, short-video platforms reached a selection rate of 83.0%, while social 
media platforms reached 72.8%. These rates were higher than those for content communities, online travel platforms, 
news and information platforms, and e-commerce platforms. Only 3.9% of respondents reported that they had not 
obtained Lanzhou tourism information through new media. This finding confirms that the formation of Lanzhou’s 
tourism image is strongly mediated by digital platforms. 

 
Figure 2. New media sources of Lanzhou tourism information. 

In terms of interaction, engagement with Lanzhou tourism content remains relatively shallow. Likes were the most 
common form of interaction, with a selection rate of 73.0%, while favorites, comments, and reposts accounted for 
43.2%, 36.5%, and 32.4%, respectively. Private-message inquiries represented only 10.1%. This pattern indicates 
that Lanzhou-related content can attract attention but has not yet fully stimulated active discussion, travel consultation, 
or user-led dissemination. For destination marketing, the key issue is therefore how to move tourists from passive 
viewing to participatory interpretation, planning, booking, and post-visit sharing. 

4.2 Content Exposure and the “Food–Culture–Landscape” Image Configuration 

New media content about Lanzhou tourism is most strongly represented by food recommendations, with an exposure 
rate of 90.5%. Landmark attractions and Yellow River/Silk Road culture account for 69.6% and 54.7%, respectively. 
Tourists’ overall impressions also concentrate on food, historical culture, and natural landscapes, each with a selec-
tion rate above 70%. These findings suggest that Lanzhou’s dominant tourism image can be summarized as a “food–
culture–landscape” configuration. Food functions as a high-frequency communication entry point, culture provides 
symbolic depth, and the Yellow River landscape enhances spatial distinctiveness. 
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Figure 3. Correspondence between new media tourism content types and urban image elements. 

Nevertheless, the data also reveal an imbalance. Although intangible cultural heritage and natural scenery display 
relatively strong associations with urban image, their exposure in new media content is lower than that of food-related 
content. Tourism services, infrastructure, and transportation convenience receive lower levels of attention and recog-
nition. This suggests that Lanzhou’s image communication remains resource-rich but service-thin. A JTHSM-
oriented interpretation of the results indicates that destination marketing should not merely amplify existing food 
traffic but should integrate food, heritage, services, and travel decision support into a coherent visitor experience. 

4.3 Perceived Image Dimensions 

The mean scores of Lanzhou’s urban tourism image perception dimensions are generally positive. Natural landscape 
appeal receives the highest mean score, at 4.26, followed by cultural heritage at 4.22 and food attractiveness at 4.14. 
These results show that the Yellow River landscape, historical culture, and culinary resources are the city’s strongest 
perceived advantages. By contrast, service and facility provision records the lowest mean score, at 3.95, while modern 
urban vitality and information accessibility also rank relatively lower. The gap between highly evaluated cultural 
resources and comparatively weaker service conditions indicates a need for more integrated destination management. 

 
Figure 4. Mean scores of Lanzhou’s urban tourism image perception dimensions. 
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The findings indicate that Lanzhou’s destination image is not weak in terms of resource recognition. Rather, the 
main weakness lies in the conversion from resource recognition to service-supported experience. This distinction is 
important because tourists may be motivated by food and heritage symbols before arrival, but their recommendation 
and revisit intentions depend on whether the actual journey is convenient, credible, affordable, and experientially 
rich. 

4.4 Reliability and Perceptual Structure 

The reliability and structural validity results further support the internal coherence of the empirical findings. Tourists 
tend to evaluate Lanzhou positively as a whole, yet the dimensional means reveal a hierarchy: cognitive recognition 
of resources is stronger than affective identification and service-environment evaluation. This means that Lanzhou 
has successfully established recognizable image resources, but it still needs to strengthen emotional storytelling and 
service marketing to support deeper destination attachment. 

Table 1. Reliability and structural validity test results of the image perception scale 

 
4.5 Behavioral Intention and Communication Diagnosis 

The analysis of visit experience and revisit intention shows that tourists’ overall assessment of Lanzhou remains at a 
moderately high level, indicating that expectations generated through new media communication do not generally 
turn into disappointment during actual visits. To further investigate the drivers of revisit intention, a multiple linear 
regression model was estimated using the subsample of respondents who had actually visited Lanzhou and provided 
complete responses (N = 110). Revisit intention (measured on a 5-point Likert scale) was set as the dependent variable. 
The independent variables included: overall image perception (composite mean score of all image items), expectation 
fulfillment, and perceived consumption rationality. The model also controlled for age and gender. Variance inflation 
factor (VIF) values were below 3.0 for all predictors (ranging from 1.045 to 2.696), indicating no severe multicollin-
earity. The model was statistically significant (F (5, 104) = 56.670, p < 0.001), with an adjusted R² of 0.719, explain-
ing a substantial portion of the variance in revisit intention. Standardized coefficients revealed that expectation ful-
fillment (β = 0.512, p < 0.001) and perceived consumption rationality (β = 0.394, p < 0.001) were strong and signif-
icant predictors. In contrast, overall image perception alone did not significantly predict revisit intention in this model 
(β = 0.058, p = 0.281). This finding is highly relevant for destination marketing because it suggests that new media 
can stimulate first-time interest, but repeat visitation depends heavily on whether the city delivers reliable services, 
reasonable consumption experiences, and well-organized tourism products that meet or exceed expectations. 

Respondents’ reasons for recommending Lanzhou are concentrated in food appeal, the uniqueness of Yellow River 
and Silk Road culture, and distinctive natural landscapes, with selection rates of 85.0%, 79.4%, and 70.1%, respec-
tively. Travel decisions, however, are constrained by holiday length, interpersonal word-of-mouth, travel budget, 
quality of new media content, and transportation convenience. These results suggest that tourists’ behavior is shaped 
by both symbolic attraction and practical decision conditions. 
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Table 2. Multiple linear regression results for revisit intention (N = 110) 

Variables B SE Beta (β) t p-value 

(Constant) -0.288 0.339 - -0.847 0.399 

Overall image perception 0.065 0.060 0.058 1.085 0.281 

Expectation fulfillment 0.502 0.082 0.512 6.139 <0.001*** 
Perceived consumption 

rationality 0.429 0.091 0.394 4.724 <0.001*** 

Gender (Control) -0.015 0.111 -0.007 -0.138 0.890 

Age (Control) 0.034 0.060 0.029 0.562 0.575 
Notes: Dependent variable: Revisit intention. Adjusted R² = 0.719; F (5, 104) = 56.670, p < 0.001; N = 110. *** p < 0.001. 

 
Figure 5. Factors affecting tourists’ travel plans to Lanzhou. 

The communication diagnosis further shows that Lanzhou’s advantages lie in food-related content, Yellow River 
and Silk Road themes, and the expressive capacity of short videos and live streaming. Weaknesses include excessive 
commercial advertising, limited authentic user reviews, homogeneous content, imprecise audience targeting, and 
insufficient cultural depth. Tourists’ optimization demands focus on in-depth interpretation of Yellow River culture, 
displays of intangible cultural heritage handicrafts, travel and accommodation guides, authentic review systems, and 
interactive activities. The marketing task is therefore to move from display-oriented promotion toward interpretive, 
participatory, and service-oriented communication. 

 
Figure 6. Matrix of new media tourism communication advantages and content demands in Lanzhou. 
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5. Discussion 

5.1 From Online Visibility to Destination Recognition 

The findings show that new media has made Lanzhou visible, but visibility alone does not guarantee durable desti-
nation recognition. Food-related content plays a powerful role in attracting attention because it is visually direct, 
emotionally accessible, and easily circulated across short-video and social media platforms. However, if Lanzhou’s 
image is reduced to a single food label, the city may face the risk of short-term traffic without deeper cultural recog-
nition. This finding is consistent with destination image theory, which emphasizes the need to combine cognitive 
attributes, affective meanings, and behavioral outcomes (Gartner, 1994; Pike & Ryan, 2004). 

For Lanzhou, the most promising direction is to transform food traffic into a multi-layered urban image that con-
nects beef noodles, the Yellow River, Silk Road heritage, museums, night-time leisure, intangible cultural heritage, 
and everyday local life. Such integration can help tourists understand the city not only as a place to consume food 
but also as a cultural landscape and service experience. This approach aligns closely with the tourism, heritage, and 
services marketing orientation of JTHSM because the destination brand is understood not only as a promotional 
image but also as a coordinated service promise delivered across the visitor journey. 

5.2 Heritage Communication as Cultural Interpretation 

The empirical results demonstrate strong tourist demand for the interpretation of Yellow River culture and Silk Road 
culture. This demand indicates that cultural resources should not be treated only as background labels in promotional 
materials. Instead, heritage communication should provide narratives that explain why particular spaces, routes, foods, 
museums, bridges, and local practices matter. In the new media environment, heritage communication can be deliv-
ered through short videos, themed routes, interactive maps, museum-based storytelling, resident narratives, and par-
ticipatory intangible cultural heritage experiences. 

This study therefore suggests a shift from “culture-label communication” to “culture-interpretation communica-
tion.” The former simply names cultural resources, while the latter connects cultural resources with visitor experience, 
emotional memory, and destination meaning. For a city such as Lanzhou, this shift is essential because the Yellow 
River and Silk Road are not merely visual symbols; they are cultural frameworks through which tourists can under-
stand the city’s historical position, regional identity, and contemporary tourism value. 

5.3 Service Experience as the Basis of Revisit Intention 

The regression results indicate that expectation fulfilment and perceived consumption rationality are stronger predic-
tors of revisit intention than overall image perception alone. This finding highlights the services marketing dimension 
of urban tourism. Tourists may choose Lanzhou because of attractive online images, but their willingness to revisit 
depends on whether transportation, signage, accommodation, catering, pricing, route planning, consultation, and ser-
vice information meet their expectations. Destination marketing should therefore be connected with service design 
across the whole visitor journey. 

In practical terms, Lanzhou should build a closed-loop system of “interest stimulation—cultural interpretation—
decision support—on-site experience—review collection—re-dissemination.” Such a system can reduce the gap be-
tween online expectations and offline experiences. It also makes tourists more likely to become co-producers of 
destination image through authentic reviews, recommendations, reposts, and user-generated content. 

6. Theoretical and Managerial Implications 

6.1 Theoretical Implications 

This study makes three theoretical contributions. First, it extends destination image research by examining a second-
tier cultural tourism city in Northwest China, thereby broadening the empirical contexts beyond mature scenic areas 
and highly internationalized urban destinations. Second, it links new media exposure with heritage communication 
and service marketing, showing that platform visibility must be interpreted through cultural meaning and supported 
by service experience. Third, it demonstrates that the relationship between destination image and revisit intention 
should be understood through the mediating logic of expectation fulfilment and consumption rationality, rather than 
through image attractiveness alone. 
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6.2 Managerial Implications for Heritage Communication and Services Marketing 

First, Lanzhou should build an integrated destination brand around the composite positioning of “Yellow River Cap-
ital, Silk Road Lanzhou, a City of Gastronomy, and a Vibrant Urban Destination.” This positioning should not be 
used as a simple slogan. It should guide content planning, route design, tourism products, event marketing, museum 
interpretation, and service touchpoints. 

Second, the city should transform food-based online traffic into broader cultural recognition. Beef noodles can be 
connected with urban rhythms, local identity, neighborhood life, night markets, Yellow River walking routes, and 
culinary heritage interpretation. This would extend the meaning of food from check-in consumption to cultural ex-
perience. 

Third, Lanzhou should develop heritage communication products with stronger narrative depth. Short videos, live 
streaming, official accounts, and travel communities should explain Yellow River culture, Silk Road routes, intangi-
ble cultural heritage, museum collections, and local stories in a way that is concise, visual, and experience-oriented. 

Fourth, destination marketing should improve authentic word-of-mouth mechanisms. Official platforms, tourists, 
residents, creators, travel communities, and online travel agencies can jointly produce credible user-generated content. 
Mechanisms such as route co-creation, review incentives, visitor story collection, and experience feedback can 
strengthen trust and interaction. 

Fifth, services marketing should be translated into concrete visitor touchpoints that support revisit intention. Trans-
portation guidance, multilingual signs, itinerary planning, accommodation and catering information, price transpar-
ency, booking convenience, and smart tourism services should be coordinated with new media promotion so that 
online expectations can be fulfilled through offline experience. 

7. Conclusion 

7.1 Key Findings 

This study investigated Lanzhou’s urban tourism image, heritage communication, and destination marketing in the 
new media era based on 242 valid questionnaire responses. The results show that short-video platforms and social 
media are the main channels through which tourists perceive Lanzhou. Food, historical culture, and natural landscapes 
form the core “food–culture–landscape” image configuration, while service facilities, transportation convenience, 
and information accessibility remain comparatively weaker. The reliability and principal component results confirm 
a stable perceptual structure, but the dimensional comparison shows that resource recognition is stronger than affec-
tive communication and service-environment evaluation. 

The behavioral analysis further indicates that online image attractiveness is not sufficient to secure revisit intention. 
Expectation fulfilment and perceived consumption rationality are more important explanatory factors, which means 
that the effectiveness of new media destination marketing depends on the quality of on-site experience. The study 
therefore recommends that Lanzhou move from traffic-oriented promotion toward integrated heritage communication, 
authentic user-generated content, cross-platform collaboration, and service touchpoint optimization. 

7.2 Limitations and Future Research 

This study has several limitations. First, the sample size and sampling channels may limit the generalizability of the 
findings. Second, some questionnaire items used multiple-choice and screening logic, so the percentages should be 
interpreted as structural indicators rather than population estimates. Third, the regression analysis identifies associa-
tions but does not establish strict causal relationships. Future research may combine questionnaire data with online 
reviews, short-video comments, geotagged images, platform interaction data, and structural equation modeling to 
examine the full mechanism linking new media exposure, destination image, service experience, and tourist loyalty. 
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