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Abstract—With the rapid development of *'single economy in
China, and the continuous expansion of customized tourism
market, this study explores the impact of personalized services,
group services, tourism safety, and tourists' word-of-mouth on
consumers' personalized group tourism willingness from the
perspective of personalized group tourism. In this study, 447
questionnaires were collected, 40 invalid questionnaires and 407
effective samples were deducted, and the effective sample rate
was 91%. The results show that personalized service, tourists'
word-of-mouth, group service and tourism safety have significant
positive effects on the personalized group intention; especially,
personalized service has the greatest impact on the personalized
group intention, while tourism safety has only a slight significant
impact on the personalized group intention.

Keywords—personalized service; groups service; tourist word-
of-mouth; travel safe; personalized group intention

l. INTRODUCTION

According to iResearch consulting report, in 2017, the
transaction scale of China's personalized tourism market was
6.8 billion yuan. In the future, with the enhancement of
personalized tourism consumption awareness and the maturity
of industry standard system, its market space is very broad. As
one of the main body of tourism consumption, the post-90s
especially have a special interest in personalized and
customized leisure products. Traditional sightseeing activities
have been unable to meet their consumption needs, and
experiencing local life has gradually become the tourism target
of most post-90s. In terms of travel group combination, the
post-90s' preferences are also quite different from those of
other age groups. They prefer to travel with friends in groups.
The proportion of this type of travel group combination is as
high as 71%. Group travel with like-minded small partners has
become a trend. In recent years, more and more post-90s
choose to make friends through Internet channels and work out
personalized tourism routes together, which have also caused a
wave of personalized tourism [1]. The purpose of this study is
to explore the individual willingness to join a group, and to
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study the impact changes among "personalized service", "join a
group service", "tourists' word-of-mouth" and "tourism safety".
Aiming at the rise of group consumption in various markets in
China, college students are the main survey objects, and
personalized group travel intention (PGI) research is carried

out.

Il.  LITERATURE REVIEW

A. Personalized Service

Personalized service (PS) is a service provided to meet the
personalized needs of consumers, increase the goodwill and
trust of consumers, so as to attract more potential consumers. It
includes: Line personalization, personalized proposition
reflected by service, personalized matching of members of the
group.

Wan Xiaoxue, Wang Yichen, Guo Shili, Zuo Jincheng,
Wang Lei pointed out that on the basis of understanding
customers' various interests and preferences, enterprises can
meet customers' various needs and provide targeted special
services to customers, which will make customers have a sense
of trust in products or services, enhance their liking, and obtain
good economic benefits [2]. Li Ruirui proposed that modern
tourists seek diversified comprehensive satisfaction, have more
and more interest in personalized tourism, have more sense of
participation, and have diversified consumption levels and so
on [3]. Qin Yue, Wang Kai, Zhang Xin, Liu Yingzhong
according to the survey, the more willing the "empty nest
youth" group is to purchase goods and services that meet their
own personalized needs from the corresponding businesses
through the network platform, and willing to pay a certain fee
for their own personalized needs to meet their personalized
needs [4].

Nowadays, personalized service has become the inevitable
way of differentiated competition for major enterprises, and
consumers' willingness to consume is closely related to the
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high-quality  personalized service Therefore,

hypothesis 1 is proposed in this study:
H1: PS has a positive effect on PGI.

provided.

B. Group Service

Group service (GS) provides diversified services for
tourists who do not want to travel alone. It includes: the
accuracy of group information, the provision of various
booking services, the understanding of like-minded tourists, the
provision of 24-hour customer service, the convenience of
communication with group members, the high cost-effective
recommendation of tourist routes, the understanding of each
user's specific needs, the proper solution of customer service
problems, the provision of tourist routes in line with the value
proposition of passengers.

He Bi points out that "group tour" is a tourism product
different from other "group eating" and "group buying". It will
be limited by many factors such as time, region, etc., and there
are many uncertainties [5]. Yang Haidong believes that "group
tour" in tourism industry means that travel agencies can group
together with other travel agencies on the premise that the
promised service contents and standards remain unchanged.
This way, the clustering rate is high. Customers have more
choices, travel agencies make the best use of resources, and
travel time of tourists is more flexible. This win-win result
makes "group™ a travel mode that people are willing to accept
[6]. The research of Yi Xinrui and Yao Guizhao shows that the
group service of travel agencies mainly includes tour guide
service, travel service and integration of resources to provide
convenience for consumers. But with the development and
progress of society, the traditional group tour can't meet the
normalized needs of consumers. Compared with the uniform
single group tour, personalized tourism is more personalized
and can meet the special needs of tourists. It has strong
flexibility, which makes personalized tourism the best choice
for tourists in recent two years [7].

According to Lu Hanglan's research, more than 90% of the
travelers have the willingness to make friends during the trip,
however, about 50% of travelers feel that whether their social
interaction needs are met during the journey is average or not .
Qin Yue, Wang Kai, Zhang Xin andLiu Ying's research shows
that desire for social interaction, lack of emotional sustenance
and sense of security are still common problems of most
"empty nest youth", so as to realize the organic combination of
consumption and social contact [4]. Therefore, hypothesis 2 is
proposed in this study:

H2: GS will positively affect PGI.

C. Tourist Word-of-Mouth

Tourist word-of-mouth (TWOM) is tourists' experience
sharing after tour, and the evaluation of tourist products &
services. Tourists' word-of-mouth shows in the items whether
the tourism evaluation shared by tourists has an impact on your
travel intention.

Scholar Armdt J defines word-of-mouth communication as
the verbal communication about a product, brand or service
between the communicator and the recipient, and it is non-
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commercial oral communication [9]. The research of scholar
Westbrook r A. shows that consumer word-of-mouth
communication is based on his consumption experience. After
using a specific product, brand or service, the behavioral
process of conveying his subjective evaluation of the product,
brand or service to other consumers often uses informal
channels to convey [10]. Research of scholars Herr, Paul,
Frank Kardes and John Kim divide word-of-mouth into
positive word-of-mouth and negative word-of-mouth. Among
them, positive word of mouth refers to consumers' attitude
towards the product, brand or service, and the positive
evaluation of their products, brands or services [11].

Research of Wu Chuanbiao and Wan Shaojuan have found
that in recent years, tourism market competition is increasingly
in-depth, and tourism destination managers pay more and more
attention to the improvement of the quality of tourists'
experience and the shaping of post tour reputation [12]. The
research of Yi Xinrui and Yao Guizhao points out that it is easy
to form a good reputation among the masses of consumers by
transforming users from users to fans, coupled with the rapid
and wide spread of social platforms, so as to further integrate
products into everyone's life [7]. Therefore, hypothesis 3 is
proposed in this study

H3: TWOM will positively affect PGI.

D. Travel Safety

Travel safety (TS) is the personal safety in the course of
passenger travel and property security and personal
information security at the time of payment. Song Haoyuan and
others define tourism security as the basic condition for the
normal operation of the tourism industry. The security needs of
tourists come from the hidden dangers of information security
in the existing online tourism market and personal and property
security during tourism. The hidden dangers of personal and
property security exist in the process of tourists' tourism, such
as publishing false tourist evaluation and false discount for
tourism product marketing [13].

Zhuang Zehui, Yuan Mingxia, Fan Weisheng and Zheng
Guokai think that there is a problem of property payment in
tourism. Because of the many links involved, the relatively
unclear responsibilities, and the failure to form a unified
industry standard, many consumers are hard to protect their
rights and interests when purchasing tourism and products
through online tourism websites. At the same time, consumer
tourism security also includes personal privacy, travel, property
and other security issues [14]. Research of Yang Qingin and
Xie Chaowu points out that safety demand is the basic demand
for tourists to travel, and it is difficult for tourist destinations
without safety guarantee to obtain the basis for sustainable
growth [15].

At present, there are relatively few empirical researches on
consumer tourism security, especially on the tourism security
under the personalized group. Based on the relevant experience
at home and abroad, this paper makes an investigation and
Analysis on it, and probes into the future trend and new mode,
and puts forward the hypothesis 4:

H4: TS will have a positive effect on PGI.
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Based on the empirical research of the above scholars, the
tourism industry is growing day by day, combined with the
characteristics of young groups: social interaction needs, high
acceptability to new things, the pursuit of consumption
freedom and consumption experience to meet their
personalized needs, the innovation of the traditional tourism
business model, the development of new economic tourism
products, and the enrichment of future tourism products and
services. In this paper, the four single factors of personalized
service, group service, tourist word-of-mouth and tourism
security are integrated with the research model of personalized
group intention, the established research model is shown in
"Fig. 1".

Ill.  RESEARCH METHODS

The research subject of this paper is the intention of
individual tourism groups. The research methods mainly adopt
the methods of literature collection and questionnaire survey.
The research scope is Guangdong Province, and the research
object is the people who have tourism plans in the future. The
sampling method is convenient sampling. The questionnaire is
distributed on the wechat social platform, and the respondents
are asked to fill in the questionnaire in the form of forwarding
links. Therefore, the respondents are basically in the place all
the cities of Guangdong belong to. Most of the questionnaires
are based on Likert five point scale method and NPs scale, with
reference to the relevant literature of group tourism, and are
finally modified and improved in combination with this study,
including 3 questions of personalized service [16], [17], 9
questions of group service [16][18], 3 questions of tourism
safety [19], and 1 question of tourist word-of-mouth [17].
According to the results of reliability analysis of 39 samples in
the pretest, Cronbach's Alpha value of all variables was greater
than 0.7, and formal questionnaire was issued after confirming

Personalized
Service
(PS)

Groups Service
(GS)

_ H3
Tourist

Word-of-Mouth
(TWM) H4

Travel Safe
(TS)

Fig. 1. Research framework.
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the reliability. In this study, a total of 447 formal
questionnaires were collected. After eliminating invalid data,
the percentage of effective questionnaires was 91%. Most of
the respondents were 261 college students, of which the
proportion of men and women were 35.14% and 64.86%
respectively.

IV. DATA ANALYSIS

A. Reliability and Validity

According to "Table I", reliability and validity analysis
results show that Cronbach's alpha > 0.7, item total
correlation > 0.5, kmo > 0.5, factor loading > 0.7, composite
reliability (CR) > 0.8, ave > 0.5 for personalized services (PS),
tourism security (TS), group services (GS), and personalized
group willingness (PGI). The factor load of the four variables is
between 0.779 and 0.979, which meets the standard of the
standardization coefficient between 0.50 and 0.95. Because CR
value is more than 0.80 and AVE value is more than 0.50, the
reliability is high. It indicates that each variable has high
internal consistency and good convergence validity.

According to the correlation analysis results in "Table 11",
Pearson's correlation coefficient and significance level indicate
the correlation degree among all aspects in this study. Although
correlation analysis can't prove the causal relationship between
variables, it can see the close degree of correlation between
variables. The values of personalized service (PS), tourism
security (TS), group service (GS) and personalized group
intention (PGI) are all between 0.122-0.400, and the variables
have low and medium correlation, respectively, and all show
significant positive correlation. It shows that the more perfect
the personalized service (PS) and the group service (GS) are,
the more secure the tourism security (TS) is, and the higher the
consumers' personalized group intention (PGI) is.

Personalized
Group Intention
(PGI)
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TABLE I. RELIABILITY AND VALIDITY
Internal Reliability Convergent Validity
Construct and Item Cronbach’s Item—tot_al KMO Factpr CR AVE
Alpha correlation loading
line personalization 0.716 0.917
PS personality proposition sitford in service 0.849 0.792 0697 0.879 0.9097 0.7708
personalized matching of members of the 0652 0.836
group
personal safety 0.951 0.979
TS payment security 0.971 0.930 0.777 0.970 0.9814 0.9461
personal information security 0.931 0.969
the accuracy of the spelling information 0.776 0.895
provision of various booking services 0.827 0.888
meet like-minded travelers 0.726 0.888
24-hour customer service 0.790 0.880
easy communication with the slicing staff 0.854 0.869
GS recommended travel routes cost-effective 0.954 0.842 0.945 0.866 0.962 0.7379
understand each user's specific needs 0.829 0.834
properly address customer-reflected service 0851 0825
issues ) )
prowdg 'travel routes that match the value 0861 0779
proposition of the traveler
{J&rsonallzed travel services, possibilities to 0773 0.959
personalized group travel service, willing to
PGI try the possibility 0.928 0.905 0.720 0.952 0.9541 0.8739
personalized custom group tour services,
willing to try the possibility 0.888 0.892
Metrics = 0.70 =0.50 =0.50 = 0.70 =0.80 =0.50
TABLE II. DISCRIMINANT VALIDITY
Variable PS GS PGI
PS 1
TS 0.546**
GS 0.517** 0.697** 1
PGI 0.366** 0.122* 0.248** 1
% Note : *p<0.05; **p<0.01
TABLE Il RESULT OF HYPOTHESES TESTS
Model B8 T R Adjust R? F -value p-value Result
(1)PS —PGl 0.366*** 7.921 0.134 0.132 62.748 0.000 H1 is supported
(2)GS —PGlI 0.248*** 5.148 0.061 0.059 26.506 0.000 H2 is supported
TWOM -
(—3>)PGI © 0.312%** 6.610 0.097 0.095 43.693 0.000 H3 is supported
(4)TS —PGI 0.122* 2.468 0.015 0.012 6.091 0.000 H4 is supported

B. Regression Analysis

According to the model in "Table 111" above, personalized
service (PS) has a significant positive impact on personalized
group willingness (PGI) (f = 0.366, t =7.921, P < 0.001), and
the adjusted mode is explained as 13.2%, F value is 62.748 (P
= 0.000), indicating that the more comprehensive the
personalized service (PS), the higher the personalized group
intention (PGI). Similarly, tourism security (TS), group service
(GS) and tourist word-of-mouth (TWOM) have significant
positive effects on personalized group intention (PGI).
Therefore, H1, H2, H3 and H4 are assumed to be valid. That is
to say, when the more comprehensive the personalized service
(PS), the higher the tourism safety (TS), the more perfect the
group service (GS) and the better the tourists' word-of-mouth
(TWOM), the higher the personalized group intention (PGI) of
the tourism users.

a *p<0.05 ; **p<0.01 ; ***p<0.001

V. RECOMMENDATIONS

According to the research and analysis results of survey
data, consumers will consider the four aspects of personalized
service, group service, tourist word-of-mouth and tourism
safety when choosing personalized group tourism. The more
comprehensive the personalized services and group services
are, the more intention they are to meet the individual needs of
consumers and make them feel satisfied and happy; The better
tourist word-of-mouth, the more positive impression they can
give consumers, and the stronger their desire for this demand;
At the same time, consumers pay more attention to the safety
of personalized group tourism. The higher the safety of tourists,
the higher is the intention of group tourism.
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A. Innovative Personalized Service to Meet the Individual
Needs of Consumers

For the personalized tourism consumption, the
personalized service is more reflected in the line personalized,
service personalized and group line & service independent
choice personalized. At present, the personalized groups in
China are relatively single, and the response of travel agencies
is relatively slow. Therefore, when providing personalized
services, it is more necessary to innovate personalized services
and improve the consumers' pursuit of freedom of choice and
personalization in the process of travel. When tourism services
and products have a certain degree of autonomy, selectivity,
diversity, and more in line with the personalized needs of
consumers, the stronger the intention of consumers to group,
and then improve the market share of tourism.

B. Focusing on Visitor Reputation and Creating a Better
Consumer Experience

Because there is a general phenomenon of information
asymmetry in the tourism industry, most people don't know
much about the information of scenic spots and tourism
services, and tourism services are intangible, consumers can't
actually touch the products or services, so they will choose to
search relevant comments through the Internet. Therefore, it is
not difficult to find that when consumers choose and make
decisions on tourism related services, tourists' word-of-mouth
will influence their choices to a certain extent, and will also
have a certain impact on some aspects of enterprise services. If
the tourists are satisfied with the tourism experience, they will
increase a positive reputation and customer loyalty. Therefore,
when doing personalized group service, it is necessary to pay
attention to the word-of-mouth of tourists and create a better
consumer experience. In the application of tourists' word-of-
mouth, it is also necessary to build richer services, more
detailed information, and clearer pictures to impress
consumers and stimulate their demand for consumption.

C. Paying Attention to the Safety of the Tourism Process and
Giving Tourists a Sense of Trust

The essential concern of consumers for tourism
consumption is security, including personal security, payment
security and personal information security and so on. If it is
difficult to ensure the safety of consumers in the process of
tourism consumption, it will greatly reduce the sense of
experience of consumers, and even lose the trust of consumers,
leading to the loss of potential consumers. Therefore, in order
to encourage consumers to use personalized group tourism
services, it is necessary to use various methods to improve the
safety, pay attention to the safety of tourists in the process of
tourism consumption and tourism, and give them a sense of
trust.

D. Innovative Mosaic Model, to Provide a Comprehensive
Group Service, and to Standardize the "Group Tour™"

With the development of tourism, the change of tourists'
consumption mode and the maturity of travel experience,
"group tour" has gradually become a new form of tourists'
travel. However, at this stage, consumers of "group tour" must
complete all tourism activities in strict accordance with the
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prescribed routes, time and activities. Tourists are in a passive
position in the whole process of tourism. There is no choice,
tourism experience and satisfaction are low, and "“group
tourism™ is rampant, there are many disorderly "group” and
"tour" industry chaos. At the same time, the traditional group
following model can't meet the needs of the new generation of
young people. Therefore, consumers' demand for "group tour"
is constantly decreasing. However, if consumers are the
leading role in the "group tour", and the members and routes of
the group are selected independently to meet the personalized
and social interaction needs of consumers, then it is necessary
to innovate the mode of group tour, provide comprehensive
group service, enhance flexibility and personalization, and
meet the needs of consumers; at the same time, standardize the
"group tour" and promote the sound development of the
"group tour" behavior.

VI. CONCLUSION

It is found that in order to improve consumers' individual
willingness to travel, attention should be paid to the evaluation
and word-of-mouth of tourism users, the innovation of
personalized customized services, the satisfaction of
consumers' spiritual needs and individual choices, the
provision of comprehensive services and the safety of users in
tourism consumption, which will affect their intention to spend.
In order to promote consumers' desire for consumption,
tourism market personnel should develop more products and
services that meet consumers' needs, create better consumer
experience and give tourists a stronger sense of trust.
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