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Abstract: Cultural media, film, and television works can increase the popularity of the image of tourist
destinations, thereby promoting the sustainable development of the tourism industry and obtaining
economic benefits. This study takes Chinese kung fu film and television as examples to explore the
mechanism of audience participation in the perception of tourist destinations. It further explores the
mediating effect of cultural contact. The study took the image perception of tourist destinations as the
dependent variable and audience participation as the independent variable. A total of 331 subjects
were surveyed, and a multi-layer regression model was established to test the rationality and validity
of the hypothetical theoretical model. The research results show that audience participation in martial
arts films and television tourism can directly and indirectly affect the audience’s perception of martial
arts culture. At the same time, the viewer can achieve contact with martial arts culture through film
and television, accordingly forming his or her perception of the destination. In other words, film and
television audience participation can bring more cultural contact to the audience. In turn, cultural
contact can enhance the image perception of tourist destinations and play an important intermediary
role in the process of audience participation by enhancing the perception of tourist destinations. By
confirming the variable relationship in Wushu film and television tourism, this research fills the
gap between the two aspects, which contributes to promoting the two-way interaction between
Wushu film and television works and tourism marketing and achieving the long-term sustainable
development of tourism destinations.

Keywords: Chinese Kungfu film and television works; audience participation; cultural contact;
image perception of tourist destinations; sustainable development

1. Introduction

In 2019, 14 ministries and commissions, including the State Administration of Sports,
studied and formulated the Wushu Industry Development Plan (from 2019 to 2025), or
“The Plan” for short. It states that the martial arts industry should be guided by Xi
Jinping’s thought of socialism with Chinese characteristics in the new era to promote
positive interaction between martial arts and related industries. Additionally, The Plan
inspires the integration and development of industries to carry forward the traditional
Chinese martial arts culture. It also encourages the growth of the martial arts films and
television industry and martial arts tourism to improve the martial arts industry chain
constantly. Martial arts culture can be promoted with the help of film and television media
to arouse the curiosity of more tourists, which can allow a growing number of people to
come into contact with martial arts culture. In this context, though the analysis on the
research methodology in martial arts tourism or detailed typology has rarely been made [1],
we find significance in researching Chinese martial arts culture and film and television
tourism. The material form of the cultural heritage of martial arts is not the motivation for
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tourism [2]. Therefore, martial arts culture must be appropriately conveyed to tourists to
change tourists’ perceptions emotionally.

As one of the forms of cultural tourism, film and television tourism has become an
increasing phenomenon worldwide under the impetus of the development of entertainment
and global tourism [3]. Film and television tourism can be described as a purposeful visit
by tourists to destinations depicted in movies and TV shows, including tours around
film production factories and related theme parks [4]. Film and television tourism has
been considered the driving force for the development of most tourist destinations, and
its importance as a marketing tool for tourist destinations is increasing day by day [5].
According to the survey and research conducted by Wen, viewers are mostly motivated to
travel to the country shown in a movie or TV series because they want to learn more about
the country’s diet or fashion, that is, the lifestyle described in the movie [4]. In addition,
film tourism can inspire one-third of casual tourists [6]. When the participation of tourists
through watching TV shows is more emotional, visitors are more likely to visit film and
television tourism locations [7].

The image perception of a tourist destination refers to the voluntary, multi-sensory,
mainly pictorial, qualitative, conscious, and quasi-perceptual psychological experience of
the destination. This experience overlaps or parallels other psychological experiences of
tourists, including their feelings, perceptions, mental representations, cognitive maps, des-
tination consciousness, memory, and attitudes [8]. As an important part of the construction
of destination culture, tourist destination image depends on the in-depth interpretation,
symbolization, and carrying degree of destination culture [9]. Film and television works
can spread a large amount of information to the audience’s mind, thereby stimulating the
audience’s perception of the image of tourist destinations [10]. The mechanism of how film
and television enhance the image perception of local tourist destinations is still unclear [11].
According to previous research experience, the degree of audience participation in films is
often regarded as one of the key factors affecting the development of film and television
tourism [7]. This research will deeply explore the relationship between film and television
and the image perception of tourist destinations. The authors of this research hope to pro-
mote the dissemination of film and television works further, meet the needs of local tourism
economic growth, and encourage the development of film and television industrialization.

Audience participation is considered an important component of media use and effects,
and it is a feature of active audiences who actively seek and experience media to achieve certain
expectations and needs in media and communication [7]. With the deep participation of the
audience, movie-watching can be transformed into an unforgettable and pleasant experience.
The emotional participation of the audience through watching film and television works can
help to enhance the image perception of the tourist destination of a filming location [12]. Film
and television are disseminated as a culture through their respective departments and are
shown publicly. Through this contact, the deep cultural atmosphere of the filming location gives
the public a sense of belonging [4]. Therefore, cultural contact may play an important role in the
relationship between audience participation and its image perception of tourist destinations.

In film and television tourism, the mechanism of how the audience participates in
enhancing the image perception of tourist destinations is not yet fully clear. With the
vigorous development of new media, scholars have focused on the media effects of film
and television tourism to promote the development of tourist destinations effectively. Hao
pointed out that young audiences and their destination perception involve complex infor-
mation processing; in addition, mass media cannot easily reverse the prominent negative
image [13]. At the theoretical level, audience participation affects tourists’ behavioral inten-
tions through the moderating effects of cognition and emotional image [14]. However, in
the field of cultural tourism research, research flaws exist regarding the impact of changes
in cultural contact on audience participation in enhancing the perception of the destination
image. Most scholars study the sustainable development of the tourism industry from the
environmental level, pointing out that the sustainable development in the tourism industry
must be employed to protect the environment [15]. However, there are also analyses show
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that the field of sustainable tourism research is expanding and maturing, with greater
emphasis on climate change, modeling, values, behavior, and theoretical progression the
field [16]. Therefore, on the basis of existing research, this study explore the sustainable
development of tourism from the perspective of film and television culture, and enriches
the field of sustainable tourism research. The study confirms that film and television audi-
ence engagement enhance destination image perception, and that cultural contact plays an
important mediating role between film and television audience engagement and destina-
tion image perception. It fills the research gap in Chinese martial arts films and television
tourism. Through this research, we can clarify the driving force for the development of
the tourism industry in the destination of film and television tourism and deepen the
cultural practice of the interconnection between the film and television culture and the
tourist destination. In doing so, the current research can help the industry meet the more
diverse tourism needs of visitors and stimulate tourism consumption. Whether in terms of
economic benefits, tourism motives, or cultural and social influences, film and television
tourism will be an important part of the sustainable development of tourist destinations.

2. Literature Review and Hypotheses
2.1. Literature Review

Chinese martial arts is considered by many to symbolize the strength of the Chinese
and their pride in their history. It has long been regarded as an important element of
Chinese culture and national identity [17]. The excellent Chinese martial arts culture
created by the millennium development of the Chinese is not only the permanent spiritual
wealth of the Chinese, but also the foundation of the country’s development process [18].
However, with rapidly development of Chinese economy, martial arts culture has slowly
fade out of people’s view. Now some people only focus on profit, but forget Chinese
excellent traditional culture, this kind of thinking is quite detrimental to Chinese extensive
and profound marginal culture [19].

Chinese martial arts is a good representative of Chinese traditional sports, which has
always been discussed as a main point by martial arts experts and scholars because of its
heritage in modem society. The circulating of Chinese martial arts is the specific channels
and ways of martial arts heritage [20]. Mass media is an important complement to the
traditional heritage way. TV, the Internet, books, and other mass media have a wide range
of coverage and intuitive [18]. A successful filmic production with strong national features
need to organically hybridize global–local culture in proper when it enters globally cultural
competition. On one hand, it should have local cultural identity; on the other, it should
also show a kind of universal cultural values accepted by other cultures [21]. Like any
other culture, Chinese martial art is a dynamic cultural system evolving with progressive
society toward diversification. It has a bright prospect in the future and may be widely
used and of great significance [22].

Audience participation means that the audience actively seeks experience in media
communication to meet certain expectations and needs [7]. Early research regarded audi-
ence participation as quasi-social interaction. Quasi-social interaction is considered the sim-
plification of cognitive and emotional responses, interpersonal participation, and emotional
bonds, and it is an important part of audience participation [23]. With the strengthening
of media relations, the audience not only invests time costs through long-term attention
but also emotional costs. Studies have found that audiences increase their participation
by collecting information about the film and purchasing products related to the content
of the film or actors. Audience members with high audience participation usually seek
deeper interaction with the media, thus forming an emotional attachment to the film [24].
Kim’s field survey of Korean audiences showed that emotional and behavioral participa-
tion are the driving factors that influence the film travel experience; however, cognitive
participation does not affect the film travel experience [7]. Some scholars have applied
reception theory to investigate the meaning of the audience’s to a TV travel episode in “No
Reservations” to explore the role of tourism in mediating cross-cultural relations [25]. The
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current research still has shortcomings in the study of the relationship between audience
participation and cultural contact.

Tourists’ perception of the destination image is affected by the overall impression
of the destination and is related to the expected benefits and consumption value. The
perception of the image of a tourist destination is a comprehensive impression formed
by tourists’ perceptions, emotions, viewpoints, and perspectives of the destinations [8,24].
In recent years, the formation and projection process of the image perception of tourist
destinations has always been the main focus of the analyses on specific destinations. On
the basis of a large amount of literature and the summary of the theoretical foundations of
predecessors, some scholars have put forward the landmark “cogntive-emotional” model
for tourist destination image, which divides the tourist’s perceived image into cognitive and
emotional images. Between them, the cognitive image refers to the tourist’s understanding
of the attributes of the tourist destination, while the emotional image pertains to the
feeling of the tourist toward the destination. The two images have a direct impact on the
composite image, and the cognitive evaluation will influence emotional evaluation to affect
the overall image perception indirectly [26]. At present, most of the current research starts
from the perspective of the tourist subject. In other words, existing works have examined
the tourists’ perceptions and views on tourist destinations and how this opinion affects
tourists’ behavioral intentions [27]. Studies have also shown that destination awareness
and visit motivation have a direct impact on tourists’ decision-making regarding their
travel destination [28]. In-depth research on Chinese tourists have pointed out that the
strong participation of Chinese consumers in movies and TV dramas has a significant
impact on their international travel motivation. In terms of destination image, the ranking
of the countries visited by Chinese tourists and the desire to visit when watching TV or
TV dramas are consistent [4]. The role of the management organization of destination
image is to take the movie as a functional component of destination image management
by connecting the movie audience with the travel experience provided at the destination
during the filming, shooting, and screening before the film is shown [6].

Cultural contact is a conceptual term for “the interest of the other party”, which
originates from ethnology, cultural studies, and anthropology. It refers to the situation
where two cultures influence each other, which is related to the mutual borrowing and
integration of cultural characteristics between different cultural systems, and its manifes-
tation may be the one-way or two-way transmission of ideas, customs, material objects,
etc. [29]. Film and television tourism grafts film and television plots with the tourism
resources of the filming location. The rich local brand culture will also be injected into the
film and television works. Visitors’ own culture constitutes the interaction with the external
environment. This cultural relationship not only refers to countries and ethnic groups but
also pertains to the local culture and the culture visited [30]. Numerous scholars have
conducted research on the authenticity of the experience in film and television tourism.
Tourists themselves attribute the high value to their judgment of authenticity. Tourists’
authenticity experience is often a complex result of personal history and knowledge, social
processes, manifestations, and locations [31]. The formation of the audience’s perception
of the tourist destination image may be affected by the audience’s cultural contact with
the filming location. In the process of creating attractive destination images and attracting
tourists to the destination, historical movies are limited by the audience’s existing historical
knowledge, and authenticity problems emerge for the movies and tour operators in the
relevant destinations [32]. In a cross-cultural environment, similarity makes the audience
more receptive to persuasion. Through constant contact with cultural symbols, increasing
the audience’s proximity to other cultures boosts the attractiveness of the destination [33],
thereby promoting the development of destination tourism.

The image perception of a tourist destination is a concrete manifestation of the hu-
manistic characteristics and soft power of a destination; meanwhile, the image perception
of a tourist destination reflects the overall word-of-mouth and reputation of this form of
tourism [34]. Current research has shown that the visitors’ perception of a destination’s
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image is largely based on images before and during their trip. Affected by the dissemina-
tion of film and television, the image of tourist destinations will be better “packaged” [35].
In previous studies, some scholars started from the basic principles of communication,
such as communicators, audiences, media, content, and effects, and found that the shaping
and dissemination of the image of tourist destinations is the key to the development of
destination tourism. In this process, we need to consider the tastes and needs of the tourists
as the audience [36]. From the perspective of marketing, some studies have regarded
audiences as markets or consumers, segmented audiences according to the market, and
produced programs or films with different characteristics according to various groups,
thereby enhancing audience participation and shaping the positive tourism image of the
tourist destination [37]. The above conclusion demonstrates that audience participation can
enhance the image perception of tourist destinations. Previous research has not directly
indicated that audience participation in film and television tourism affects the level of
cultural contact. However, this effect has been proven in cultural tourism. Tourist partic-
ipation can increase the degree of cultural contact in cultural tourism. Cultural contact
has a positive impact on the unforgettable travel experience of tourists and fully mediates
the relationship between tourist participation and an unforgettable travel experience [38].
However, research has shown that audience participation will directly or indirectly affect
the audience’s perception of the image of tourist destinations [14].

2.2. Research Hypothesis

The above-mentioned research focuses on examining the role of audience participation
in the field of communication or marketing in the image perception of tourist destinations.
However, it ignores the cultural contacts formed by film and television tourism as a new
form of cultural tourism. In addition, the cultural contact phenomenon of martial arts films
and television tourism is a more specific study. Martial arts culture is directly injected into
film and television works so that it can interact and come into contact with the audience.
China’s martial arts industry has formed a diversified industrial structure system. However,
only three categories meet industry standards, including the martial arts tourism industry
based on historical and cultural resources, such as Shaolin Temple, Wudang, and Emei. The
above three destinations all have corresponding film and television works for promotion.
At the same time, these film and television works have a good reputation and deep
participation from the audience. Nevertheless, the tourism effect of martial arts movies
and the mechanism of the relationship between movies and destinations remain unclear.

On the basis of the above discussion, this research proposes the following hypotheses
and models (as Figure 1):
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Hypothesis 1 (H1). A positive relationship exists between audience participation in martial arts
films and television and the image perception of tourist destinations.

Hypothesis 2 (H2). A positive relationship exists between audience participation in martial arts
films and television and cultural contact.

Hypothesis 3 (H3). A positive relationship exists between cultural contact and the image percep-
tion of tourist destinations.
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Hypothesis 4 (H4). Cultural contact has an intermediary effect between audience participation in
martial arts films and television and the perception of tourist destination image.

3. Research Method
3.1. Case Survey

This article selected Foshan, China as a case study, which is famous for Chinese Kung
Fu. Foshan, Guangdong (hereinafter referred to as Foshan) is located in the central part
of Guangdong Province and the hinterland of the Pearl River Delta. It is one of the most
economically developed regions in China. Moreover, it is in a leading position in the
economic development of Guangdong Province, and the development of its tourism is
also booming. The total number of overnight tourists in Foshan in 2019 was 19.33 million,
which was more than a 14.01% growth from 2018. Tourism revenue reached 891.86 billion
yuan in 2019, which was more than a 10.23% growth in 2018. The development of Foshan’s
tourism industry is expanding. As the main source of the China Southern School martial
arts, Foshan was awarded the title “Martial Arts City” by the National Association of
Martial Arts in 2014, thus becoming the only city officially dedicated to martial arts. In
May 2020, the Foshan Municipal People’s Government issued the Implementation Plan of
Foshan City to Accelerate the Construction of the “World Kung Fu City,” which proposed
the development of the following objectives. By 2022, the city’s martial arts population will
reach 60 million with more than 10,000 martial arts practitioners. In addition, the city will
build a kung fu center that integrates industry, performance, competition, research, and
tourism and construct a complete ecological chain of kung fu cultural tourism.

Foshan tourism is deeply influenced by Chinese martial arts culture and martial arts
films and television works. The “Huang Feihong” series, “Ip Man” series, “Bruce Lee”
series, “Cai Lifo,” and other film and television works have made Foshan famous all over
the world. Furthermore, the city has almost become home to what used to be called the
modern Chinese martial arts film. Foshan is the ancestral home of Huang Feihong, Ryazan,
Ye Wen, and film and television martial arts star Bruce Lee. The Memorial Hall of Huang
Feihong and Ye Wentang in the ancestral temple has become the most famous tourist
attractions in the city [39]. Foshan’s film and television works often involve a number of
scenic resources, such as Xiqiao Mountain; Foshan Ancestral Temple; Qinghui Garden; and
other cultural landscapes, historical landscapes, and subtropical rich natural landscapes.

At present, not much research has been conducted on the perception of Foshan’s
tourism image. Nevertheless, the following basic conclusions can be obtained. Foshan’s
overall tourism image perception among tourists depicts the area as a city with a very
historical and cultural atmosphere and Lingnan cultural atmosphere, which is not much
different from the image that people usually recognize. Tourist evaluations are positive,
while tourism satisfaction is also high [40]. Foshan’s traditional national sports tourism is
the key to breaking the bottleneck of the development of Foshan’s tourism industry. At
present, the responsible entities must tap and sort out the resources of traditional national
sports tourism. Through the historical accumulation of Foshan’s traditional national sports,
Foshan’s own unique, scarce, and non-replicable tourism industry can be formed [41].
Film and television works related to Foshan martial arts focus on the Chinese martial arts
celebrities that have emerged in Foshan’s history, including Huang Feihong, Ip Wen, Bruce
Lee, and Ryazan. Through artistic expression, the works perfectly interpret the lives of
these individuals. Moreover, these productions have played a role in spreading Chinese
martial arts culture to a large extent and promoted martial arts to be accepted and loved by
a growing number of audiences. At the same time, these film and television works also
spread and carry forward Foshan culture and Lingnan culture, thus allowing the culture of
different regions to take part in communication and integration [39].

3.2. Measurement Instrument

This research explored the influence of audience participation and cultural contact on
the image perception of tourist destinations in martial arts films and television tourism and
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whether cultural contact has an intermediary effect. Therefore, on the basis of previous
experience, this study developed a scale survey process in accordance with standardized
procedures [42]. As the survey was conducted in China, the scale was translated into Chi-
nese [43] according to the reverse translation procedure. The content validity of the items
in the scale for measuring each construct was evaluated by three scholars and two research
assistants. They needed to provide an evaluation of the content and comprehensibility of
the measurement items and then propose items that need to be re-edited and improved to
enhance their clarity, readability, and content effectiveness. The expert group also needed
to determine whether redundancy existed among the items and proposed improvements
to the quota items for each construct.

3.2.1. Audience Participation Scale

This study adopted the Audience Participation Scale developed by Kim [7] and revised
by Sood [44]. This scale is the most comprehensive tool for measuring audience partici-
pation. It comprehensively analyzes and conceptualizes previous research on audience
participation. The scale has 15 questions divided into three dimensions, namely, behavioral
participation, emotional participation, and referential mapping, using the five-level Likert
scale to measure, with 1 pertaining to “strongly disagree” and 5 meaning strongly agree.
In this study, the overall internal consistency coefficient of the scale was 0.925. The internal
consistency coefficients of the three dimensions of behavioral participation, emotional par-
ticipation, and referential mapping were 0.835, 0.859, and 0.821, respectively. In addition,
the revised structural validity of the scale was good. The fitting index of confirmatory factor
analysis was as follows: χ2/df = 2.734, RMSEA = 0.072, GFI = 0.910, NFI = 0.912, IFI = 0.943,
TLI = 0.928, and CFI = 0.942. χ2/df is the statistics of χ2 goodness-of-fit test. RMSEA: Root
Mean Square Error of Approximation; GFI: Goodness of Fit index; NFI: Normative Fit
Index; IFI is an amendment to NFI. TLI: Tucker-Lewis Index; CFI: Comparative Fit Index.

3.2.2. Tourist Destination Image Perception Scale

This study used tourist destination image perception scale developed by Baloglu
and McCleary [26]. In the major scale to measure the subjects’ perception of the tourism
destination image of Foshan, a higher score increased the likelihood of the subjects to have
a positive perception of Foshan’s tourist destination image. The scale had 14 questions,
which were divided into three dimensions: experience quality, tourist attractions, and
value environment. The five-level Likert scale was used to measure, with 1 pertaining to
“strongly disagree” and 5 representing “strongly agree.” In this study, the overall internal
consistency coefficient of the scale was 0.935, and the internal consistency coefficients
of the three dimensions of experience quality, tourist attractions, and value nvironment
were 0.899, 0.840, and 0.790, respectively. The fitting index of the confirmatory factor
analysis was as follows: χ2/df = 2.846, RMSEA = 0.075, GFI = 0.904, NFI = 0.924, IFI = 0.950,
TLI = 0.937, and CFI = 0.949.

3.2.3. Cultural Exposure Scale

This study used the cultural contact scale developed by Gnoth and Zins [45]. The
scale mainly tested the cognition of the subjects’ exposure to martial arts culture in film and
television works. A higher score entailed a strong likelihood for the subjects to recognize
cultural contacts positively. The scale had a total of 11 questions and was measured by
a five-level Likert scale, with 1 meaning “strongly disagree” and 5 denoting “strongly
agree.” In this study, the overall internal consistency coefficient of the scale was 0.924. The
fitting index of confirmatory factor analysis was as follows: χ2/df = 2.763, RMSEA = 0.073,
GFI = 0.933, NFI = 0.941, IFI = 0.961, TLI = 0.952, and CFI = 0.961.

3.3. Data Collection

Data collection took place from 30 May to 15 June 2020. This study adopted non-
probability sampling convenience sampling. It was distributed using the Internet and
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disseminated through social media platforms. The link for participants to fill out online
is https://www.wjx.cn/mobile/index.aspx (accessed on 3 March 2021). Eventually, a
total of 331 available sample data were collected. These samples came from 33 provinces,
municipalities, and autonomous regions in China except Tibet, including a small number
of samples from Ireland, Malaysia, Japan, and Singapore. As shown in Table 1, 54.7%
of the respondents were men, and 45.3% were women. Most of the respondents were
between 18–25 years old, or 56.8%, and those under 35 years old accounted for 93.1%. In
addition, 95.5% of them graduated from high school, of which 86.7% had a bachelor’s
degree or above.

Table 1. Descriptive statistics of demographic characteristics (N = 331).

Types Quantity %

Gender
Male 181 54.7
Female 150 45.3
Age
Under 18 years of age 1 0.3
18–25 188 56.8
26–35 119 36.0
36–50 16 4.8
51–60 6 1.8
Over 60 years old 1 0.3
Level of education
High school (secondary school) and below 15 4.5
Junior college 29 8.8
Undergraduate 138 41.7
Postgraduate and above 149 45.0

3.4. Data Analysis

The data were analyzed using the Social Science Statistical Package (SPSS). First, we
performed descriptive statistics on the demographic characteristics of the interviewees.
Then, we used Cronbach’s alpha to check the internal consistency of each construct. The
results showed that the reliability was at an acceptable level. Then, we performed confir-
matory factor analysis to check the aggregate validity of the questionnaire. Afterward, we
calculated the descriptive statistics of each variable and related analysis results. To test
the main effects of the model, a series of multiple regression analyses was first carried out.
Finally, we used Bootstrap to test the mediation effect. In particular, Model 6 and Model 8 of
the present study used a sample method of 5000 Bootstrap with a 95% confidence interval.

4. Results
4.1. Demographic Profile

Table 2 lists the mean, standard deviation, and correlation matrix of each main variable.
The results showed that the correlation between all variables was significant. Among
them, audience participation and tourism destination image perception were significantly
positively correlated (r = 0.68, p < 0.01), and audience participation and cultural contact
were also significantly positively correlated (r = 0.78, p < 0.01). In addition, cultural contact
was significantly positively correlated with the image perception of tourist destinations
(r = 0.77, p < 0.01). The average value of each variable was greater than 3.00, thus indicating
that the subjects as a whole had higher audience participation, cultural contact, and tourist
destination perception of film and television.

https://www.wjx.cn/mobile/index.aspx
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Table 2. Descriptive statistics and related analysis results of each study variable (N = 331).

Average Standard
Deviation

Audience
Participation Cultural Contact

Image Perception
of Tourist

Destinations

Audience participation 3.78 0.64 1
Cultural contact 3.85 0.64 0.78 ** 1

Image perception of
tourist destinations 4.00 0.56 0.68 ** 0.77 ** 1

** p < 0.01.

As mentioned above, we took into account the needs of intermediary inspections and
understand the impact of audience participation in martial arts films and television on the
image perception of tourist destinations at different levels. Hence, the dependent variable
tourist destination image perception and the independent variable audience participation
were regarded as a whole. Continuous variables were discussed regardless of dimensions.
According to the scores of the audience participation of the samples, the individuals were
divided into three groups: high, middle, and low. Moreover, the number of samples in each
group accounted for 33.3%. Subsequently, a series of multiple linear regression models
were established to perform statistical tests on the aforementioned hypotheses. The model
results are shown in Table 3.

Table 3. The impact of movie audience involvement and cultural contact on the perception of tourist
destination image.

Variables Model 1 Model 2 Model 3 Model 4

Audience
participation 0.590 *** 0.181 **

medium 0.479 *** 0.101 ***
high 0.792 *** 0.119 ***

Cultural contact 0.537 *** 0.628 ***
Gender 0.031 0.000 0.043 0.000

Age 0.020 −0.003 0.009 −0.007
Level of

education −0.051 −0.021 −0.060 −0.022

City Controlled Controlled Controlled Controlled
Sample size Controlled Controlled Controlled Controlled

R2 0.476 0.609 0.353 0.600
Note: ** p < 0.01, *** p < 0.001. The reference term of the audience participation variable in the model is “low”.

4.1.1. The Impact of the Participation of the Film and Television Audience on Cultural
Contact and the Image Perception of Tourist Destinations

To test the role of the participation of the martial arts films and television audience
on the image perception of tourist destinations, Model 1 was constructed and used as
the benchmark for subsequent modeling. Model 1 only examined the role of audience
participation with no level difference on the image perception of tourist destinations. After
controlling all control variables, a positive relationship was observed between audience
participation with no level difference and the image perception of tourist destinations. Thus,
Hypothesis 1 was supported. To gain a deeper understanding of the relationship between
the two, Model 3 divided martial arts films and television audiences into groups for further
testing. The results showed that Hypothesis 1 was still valid for the participation of martial
arts films and television audiences at different levels. Specifically, the tourist destination
perception of the moderate group was lower than that of the high group at 0.479 units,
while those in the high group had 0.792 units. Both coefficients were statistically significant.
Moreover, the coefficients rose with the increase in the participation of martial arts films
and television audiences. To test the relationship between the variables further, a multi-
level regression was performed on each variable. As shown in Table 4, the participation of
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martial arts films and television audiences had a significant positive impact on cultural
contact. Thus, Hypothesis 2 was established, and Hypothesis 1 was also further verified.

Table 4. Regression Analysis of Main Effect.

Dependent
Variable

Independent
Variable

Standardized
Factors

Standard
Error T Value p

95% Confidence
Interval Hypothesis

Lower Limit Upper Limit

Cultural
contact

Audience
participation 0.780 0.035 22.602 0.000 0.713 0.849 H2

R2 0.608 F = 510.834, p < 0.001

Image
perception of

tourist
destinations

Audience
participation 0.203 0.048 3.698 0.000 0.083 0.271 H1

Cultural
contact 0.616 0.048 11.238 0.000 0.442 0.630 H3

R2 0.615 F = 261.399, p < 0.001

4.1.2. Intermediary Inspection of Cultural Contact

Models 2 and 4 preliminarily tested the effect of cultural contact on the image percep-
tion of tourist destinations. Model 2 added the pre-dependent variable cultural contact on
the basis of Model 1. The results showed that cultural contacts had a significant impact
on the tourism destination image perception. For each additional 1 Ge score, tourism
destination image perception was raised by 0.537 units, taking into account the scale of
the assigned score. The highest score was 5 points. Therefore, the increase was large. At
the same time, the coefficient of audience participation in Model 2 was significantly lower
than that in Model 1, a decrease of 0.409 units. However, it was still statistically signifi-
cant. This outcome demonstrated that after joining the pre-dependent variable cultural
contact, the positive effect of martial arts films and television audience participation on the
image perception of tourist destinations still existed, but the effect is significantly reduced.
Hypothesis 3 was supported. Model 4 was further verified. The coefficient for audience
participation in martial arts television in the model appeared more pronounced compared
with that in Model 2. The participation of moderate and high groups of martial arts and
film and television audiences fell by 0.489 and 0.471 units, respectively. However, they
were also statistically significant. Combining the results of Models 1 to 4, the mediating
role of cultural contact was initially verified.

According to the mediating effect analysis procedure, we referred to Hayes’s Model 14
and bootstrap method to analyze the mediating effect further [46]. This method calculates
the direct effect coefficient and the indirect effect coefficient of the intermediary through
repeated re-sampling of the original sample. Moreover, it tests whether the coefficient
of the intermediary effect is significant through the confidence interval. The test results
of the present study are shown in Table 5. The results showed that the sample size was
selected at 5000. Under the 95% confidence interval, the result of the mediation test did
not contain 0 (lower limit 0.379 and upper limit 0.570), thus indicating that the mediating
effect of cultural contact was significant. In addition, the value of the mediating effect
was 0.480. After controlling for the intermediary variable cultural contact, the influence
of the pre-dependent variable, that is, audience participation in martial arts films and
television, on the result variable tourism destination image perception was still significant.
The interval (lower limit 0.083 and upper limit 0.271) did not contain 0, and the effect value
was 0.203. Therefore, cultural contact plays a mediating role in the influence of film and
television audience participation on the image perception of tourist destinations. Hence,
the result provided support for Hypothesis 4. To test the mediating effect of cultural contact
between the three dimensions of martial arts films and television audience participation
and the image perception of tourist destinations further, the three dimensions were tested
separately. The results of this examination are shown in Table 5. The mediating effect of
cultural contact between behavioral participation (lower limit 0.342, upper limit 0.492) and
emotional participation (lower limit 0.420, upper limit 0.578) on the image perception of
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tourist destinations was significant, and the mediating effect of the former (0.421) was
less than that of the latter (0.499). Moreover, behavioral participation (lower limit 0.111
and upper limit 0.266) and emotional participation (lower limit of 0.009, upper limit of
0.158) had a direct role in promoting the image perception of tourist destinations. Therefore,
cultural contact had a direct effect on the image perception of tourist destinations in
behavioral participation and emotional participation. Hence, a partial mediation effect
existed. Cultural contact had a significant mediating effect on the image perception of
tourist destinations in the referential mapping (lower limit 0.441 and upper limit 0.630),
and the effect value was 0.532. Meanwhile, the referential mapping (lower limit −0.030 and
upper limit 0.111) had a significant effect on the image perception of tourist destinations.
These outcomes revealed that no direct promotion existed. Hence, cultural contact played
a completely intermediary role in the impact of reference mapping on the perception of
tourist destinations.

Table 5. Regression Coefficients of the Mediation Model.

Variables Types Standardized
Factor

Bootstrap
Standard Error

95% Confidence Interval
Lower Limit Upper Limit

Behavioral
participation

Direct effect 0.217 0.040 0.111 0.266
Indirect effect 0.421 0.039 0.342 0.492

Emotional
participation

Direct effect 0.111 0.038 0.009 0.158
Indirect effect 0.499 0.041 0.420 0.578

Referential
mapping

Direct effect 0.057 0.036 −0.030 0.111
Indirect effect 0.532 0.048 0.441 0.630

4.2. Discussion

The results of this research show that groups with higher participation in martial
arts films and television also have a higher perception of the image of Foshan’s tourist
destination. This outcome fully shows that martial arts films indeed create a helpful image
perception of the tourist destination and verifies that audience participation directly influ-
ences their perception of the image of tourist destinations Foshan [7]. Martial arts films
will promote tourism in Foshan, which is an important means of spreading Foshan culture.
Film and television works can deepen audience participation to achieve a better image
perception effect of tourist destinations [39]. In addition, the research results show that
behavioral participation and emotional participation are better than referential mapping,
which is also consistent with previous research results [14]. According to the above content,
film and television are not only able to achieve the purpose of promoting Foshan martial
arts itself but are also able to shape the perception of the image of Foshan’s tourist destina-
tion through audience participation. Therefore, in the context of Chinese tourism and the
increasing acceptance and recognition of Chinese culture in the world, the hometowns of
martial arts, the birthplaces of martial arts, and the inheritances of martial arts as an intan-
gible cultural heritage should deeply explore the distinctive and distinguishable martial
arts culture. Such exploration can be achieved by learning from Foshan’s experience in
film and television tourism, creating a positive tourist destination image for the audience
through film and television communication, and attracting visitors to travel, which also
meets the needs of the development of film and television industry [47]. At present, the
value of martial arts is more embodied in the aspects of aesthetics, entertainment, and
fitness. The commercialization and industrialization of martial arts still need further de-
velopment. The best means to achieve films of socialization and commercialization is to
combine tourism with film. Given their numerous common or similar characteristics Film
and television tourism and cultural tourism can be combined to achieve true sustainable
development [48]. For instance, “Shaolin Temple” has promoted the local tourism industry
better by enhancing tourists’ overall image perception of “Shaolin Temple” internationally
and promoting the development of “Shaolin Temple” tourism [48]. Similarly, Foshan has
also formulated corresponding market strategies for martial arts tourism [49] by focusing
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on introducing martial arts tourism content related to “ancient” and “vulgar” themes,
such as “Huang Feihong” and “Ye Wen” as market selling points to stimulate tourism
consumption demand of related groups [42].

Audience participation in martial arts films and television can increase the audience’s
cultural contact with Foshan. Meanwhile, cultural contact can enhance the image percep-
tion of Foshan’s tourist destinations and play an important intermediary role in the process
of audience participation in enhancing the perception of Foshan’s tourist destinations.
Through the in-depth participation of the audience in film and television works, cultural
contact with Foshan martial arts has increased, which helps enhance the image perception
of Foshan’s tourist destination. This trend also shows that under the dual background
of cultural tourism and film and television tourism, audiences usually manifest different
motives and interests in experiencing and learning various cultures [50]. Contacting local
culture and getting to know the local people are the main motivations for cultural tourism
or film and television tourism [38]. At the same time, higher audience participation in the
film entails a greater degree of cultural contact, thereby creating a more “perfect” tourist
destination image. This “perfect” tourist image can often stimulate potential tourists’ travel
behavior intentions [38,43]. Martial arts films have been brought into the contact culture
phenomenon, thus making it one of the most popular types of cultural popularity. These
films have also given rise to a large group of martial arts fans. However, this group is the
most loyal among potential tourists. Thus, relevant units and departments only need a little
guidance to stimulate their tourism behavior thoroughly. Martial arts films and television
may link the eastern and western cultures as well as the ancient and modern cultures of
martial arts. Individuals would like to learn more about the birthplace of martial arts as
they become more deeply immersed in martial arts culture [40]. For example, “Shaolin
Temple” has enabled its audience to delve into both the culture of martial arts and the
pleasant scenery of Mount Song [51]. The development of martial arts films and television
has fully embodied the culture of martial arts from the beginning to the present. Moreover,
culture will never be separated from the place. Only by going deep into the actual location
can we have an in-depth understanding of the culture [52]. This perception is also at the
core of martial arts films and television tourism [42]. Audiences come into contact with
martial arts culture through martial arts films and television, and the intuitive sensory
impact of this contact influences visitors who are nostalgic for local culture. Cultural land-
scapes that are linked to martial arts are more “vivid than traditional static ones, thereby
enhancing the audience’s perception of the image of the tourist destinations of martial arts
films and television [53].

In summary, the participation of martial arts films and television audiences can en-
hance the image perception of tourist destinations. Additionally, cultural contact has an
intermediary effect between the two. Therefore, drawing on the experience of Foshan mar-
tial arts films and television tourism, other martial arts hometowns, martial arts birthplaces,
and countless places with intangible cultural heritage inheritance should give full play to
the publicity role of film and television tourism when filming related film and television
works [7]. Martial arts projects should pay attention to the integration of martial arts culture
and the shaping of the local tourism image while shooting film and television works for
publicity. At the same time, filmmakers should not blindly shoot their creations. Instead,
their production should be aimed at promoting audience participation, as these film and
television works can bring greater benefits to the locality. Moreover, the development of
tourism resources related to martial arts is sustainable for the inheritance and protection of
martial arts culture.

5. Conclusions and Implications
5.1. Conclusions

This study takes the image perception of tourist destinations as the dependent variable
and the audience participation of martial arts films and television as the independent
variable to explore the mechanism of audience participation in the image perception of
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tourist destinations in martial arts films and television tourism. It further explores the
mediating effect of cultural contact. On the basis of the Audience Participation Scale, the
Tourist Destination Image Perception Scale, and the Cultural Exposure Scale, the researchers
of the current study surveyed 331 subjects who had never been to Foshan and watched
Foshan-related martial arts films and television works. Then, a multi-layer regression
model was established to test the rationality and validity of the theoretical model.

The results show the following: (1) A positive correlation exists between Wushu film
and television audience participation and tourism destination image perception. This
participation can enhance the image perception of tourism destinations; (2) A positive
relationship exists between martial arts films and television audience participation and
cultural contact. In addition, the participation of the audience can increase audience cultural
contact; (3) A positive relationship exists between cultural contact and the image perception
of tourist destinations. Moreover, cultural contact can enhance this perception; (4) Cultural
contact has an intermediary effect between the participation of film and television audiences
and the image perception of tourist destinations. An intermediary effect also exists in
the three dimensions of behavior participation, emotional participation, and reference
mapping of film and television audience participation.

5.2. Implications

Today, as the cultural industry has become a pillar industry of the national economy,
film and television, as important cultural communication media, have made film and
television tourism an important driving force for the development of cultural and tourism
industries in various destinations. The scenery of these destinations promotes the creation
of film and television dramas. The development of attractions driven by film and television
drama is one of the models of the sustainable development of tourist destinations. Excellent
film and television works can increase the popularity and reputation of tourist destinations.
Through this recognition, tourist attractions can be given new vitality due to the influence
of film and television works and attract tourists to return.

This research reveals that the audience participation can enhance the image perception
of martial arts films and television tourism. It contributes to the sustainable development of
tourism destinations. As a communication medium, film and television productions contain
scenery and stories that stimulate viewers’ curiosity. The audience expects to seek authenticity
on the spot, which brings more tourists to the destination and promote the development
of the local tourism industry. This prospect is the premise of innovative tourism projects
and sustainable development. Besides, with the continuous innovation and development
of technology in the information age, audience participation methods are also advancing.
Various methods facilitate the in-formation dissemination of film and television works and
also allow the destination culture in the film and television works to spread farther and bring
more economic benefits to the tourist destinations. Therefore, the destination actively attracts
film and television crews to shoot in a variety of ways, guides active audience participation,
and produces excellent film and television works to stimulate tourists to visit and promote
the destination’s tourism industry and its sustainable development.

As an important basis for the survival of tourist destinations, culture is essential to the
sustainable development of destinations. The research also mentions cultural contact as
an important intermediary role. Cultural contact is an important part of the experience of
tourists. Before this contact, the local customs and culture are transmitted through film and
television works. Then, the tourists’ sense of cultural acquisition in the tourism experience
project will be one of the ways through which the cultural resources of tourist destinations
can develop continuously. Furthermore, the common drive of culture and creativity will be
an important support for the sustainable development of tourist destinations. The props
in film and television dramas are innovatively developed into tourist souvenirs, and film
and television derivatives are developed to enrich tourism products. These supplements
increase the income of the local tourism industry and promote the development of the local
economy. Therefore, the use of film and television works to spread the destination image,
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improve the quality of tourists’ cultural experience and interaction, and optimize cultural
tourism products are important channels for the sustainable development of tourism
destinations based on culture. Integrating tourism and sightseeing with film and television
shooting, cultural dissemination, and leisure and entertainment is an important reason as
well as a crucial method for the viable and healthy development of tourist destinations.

With the intensification of competition in the tourism industry, an attractive tourism
image has become a substantial part of the development strategy of tourism destinations.
The image of tourist destinations not only relies on local cultural resources and charac-
teristics but also requires a certain degree of image publicity and marketing. Culture is
updated in the continuous spread through film and television works, so that the image
of tourism destinations can continue to develop and form a sustainable link. Therefore,
both the development of tourist destinations and the power of media communication
require cultural identity and cultural contact. On this basis, film and television tourism can
promote the sustainable development of tourist destinations.

5.3. Limitations and Future Research

This research fills the gaps in the study of martial arts and film and television tourism
and confirms the relationship among the variables of film and television tourism. This
relationship has been proven to play a vital role in the development of such tourism.
However, this study still has some limitations. First, the main object of this study is the
Wushu film and television works in Foshan. No comparison of different film and television
works has been made. Hence, the conclusions of this work need to be further tested. In
addition, the article only discusses the impact of audience participation and lacks the
investigation of other variables, such as tourism experience and tourist behavior intentions.
Therefore, the conclusions must be deepened. Second, the common problems related to
the measurement error of the outcome variable and the antecedent variable in the linear
model also constitute a limitation of the study. Finally, the participants in this study are
Chinese tourists. The researchers have not fully considered the impact of the cultural
identity of different countries on the consumption intentions of local and foreign tourists.
Future research should pay more attention to the cross-cultural analysis of tourists and the
in-depth exploration of the relationship of variables in a cross-cultural environment.
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