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Internet Celebrity Personality of Cultural Heritage Tourism Destination

Scale Development and Empirical Validation
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Abstract: Driven by the proliferation of social media and their ever-expanding of influence, influencer marketing has
emerged as a critical factor in tourism destination promotion. However, theoretical research in this area has yet to
establish systematic analytical frameworks. Taking the Palace Museum as a case study, this paper explores the brand
personality of cultural heritage tourism destinations in the context of Internet celebrity, with a specific focus on
conceptualizing and measuring the Internet celebrity personality of these destinations. Through a scale development
process,a combination of qualitative and quantitative methods is used to develop and test Internet celebrity personality
scale for cultural heritage tourism destinations, which includes five dimensions: professionalism, interaction,
attractiveness , motivation, and credibility. The measurement tool for Internet celebrity personality of cultural heritage
tourism destinations developed in this paper contributes to advancing theoretical frameworks of tourism destination brand
personality and Internet celebrity phenomenon,while also offering actionable insights for exploring scientific management
practices in personalized marketing of tourism destination.
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Table 4 Internet celebrity personality scale for cultural heritage tourism destinations
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