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An Empirical Research of the Benefits of Tourism and
Entertainment Industrial Convergence Development in Domestic

Megacities: A Case Study of Shanghai Beijing and Guangzhou
WANG Xifang
( Tourism Institute Shanghai Normal University Shanghai 200233 China)

Abstract: Promoting the convergence development of tourism and entertainment industries has
congenital advantages and obvious disadvantages in domestic megacities. Comparative empirical studies
of industrial convergence development benefits can provide ideas for making policies for its further
development and provide the basis for enhancing the benefits. Taking Shanghai Beijing and
Guangzhou as examples this paper build an evaluation index system of 3 1-evel indicators and 12
2-evel indicators by using Entropy method to calculate their convergence development benefit score
from ecological social and economic benefit dimensions. The results of the empirical study show that
Shanghai’ s benefits of convergence development is not only ahead of the other two cities but also gets
significant improvement in 2014 relative to 2009. On the contrary Beijing and Guangzhou are on the
decline during these 5 years with a huge contrast to the flourishing tourism and entertainment markets.
The paper ended with some countermeasures for industry development to promote convergence
development on the basis of high quality and good benefits from policy innovation service platform
capital backing city brand product content as well as demand guide aspects.

Key words:  domestic megacities; tourism industry; entertainment industry; convergence development

benefit; Entropy
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ATPB-based Study on the Influential Factors of Behavior

Intention of Tourism Volunteer Service
ZHOU Yuan™  MEI Qiang
( School of Management Jiangsu University Zhenjiang 212013 China)

Abstract:  Tn order to reveal the factors and its formation mechanism of volunteers’ willingness to
take part in tourism volunteer service this paper applied the theory of planned behavior by adding
personality trait as a new variable to build a model of tourism-volunteer-service behavioral intention
took 239 samples and made a structural equation model test. It was found: (1) tourism promotion
attitude personal norms convenience and open and responsible personalities have positive impact on
volunteer service behavior intention; (2) self-improvement attitude social pressure self-efficacy and
affinity personality have no significant impact on volunteer service behavior intention.

Key words: tourism volunteer service; behavioral willing; the theory of planned behavior
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