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Research on Young Women’s Tourism Behavior Influenced by Online We Media
—Based on the Investigation and Analysis of Henan Province
JIANG Mei—hua LIANG Jing—jing
( Zhengzhou University Zhengzhou 450001 China)

Abstract: With the rapid development of the Internet more and more young women become users of the In—
ternet. Young women's tourism behavior under the influence of we media shows some new features: more travel
demand is generated due to the stimulation of online information; choice of travel partners is not limited by ge—
ographical restrictions; and the choice of tourism mode is more diverse. In addition we media also reshapes
young women’s tourism process of searching for tourism information making travel decisions and sharing expe—
rience reflecting the constant influence of we media. The authenticity of information from we media platform
is the basis of all trust relations. For this purpose young women should play an active role in we media travel
information sharing in the construction of virtuous cycle of we media travel information based on the various
functions of this platform and in the positive interaction between the development of online we media and
young women’s tourism behavior.
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