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Abstract : With the development of internet technology, many application tools based on the internet have RSS

become popular. In addition, the media used by tourists has been abundant and diversified. Through internet,
more and more tourists acquire tourism information, make tourism plans, purchase tourism services and exchange
their experiences. The network channels such as official websites, micro-blogs, and e-commerce platforms of
tourism destinations construct a network interface for tourists to communicate with the destinations. The PR
information diffused by these network interfaces may greatly affect tourist perceptions of the destination image. _
Based on desk research and interviews of tourists, this research defines the characteristics of tourism destination FXTT
network interface as 3 factors: information value, friendly interface and interactive interface. This research aimed X MR
to investigate the internet users such that all the survey questionnaires were all carried out through the internet.

We issued the questionnaire on a famous Chinese internet investigation/information? platform

(http://www.sojump.com). By snowball sampling, we sent the?web link to the frequent?tourism web surfers

through our Sina microblog, Tencent microblog, and other tourism online communities (such as

http://www.8264.com) and invited the members to fill in and forward to their friends. A total of 653 questionnaires

were obtained over a three-month period. After eliminating incomplete and non-valid responses, 422

questionnaires remained for analysis in this study, with an acceptable effective rate of 65 percent. To explore the

effect of tourism destination network interface on tourist experience and brand image, this research constructed a
structural equation model (SEM) for characteristics of tourism destination network interface, tourist experience,

and tourism destination brand image. We used AMOS17.0 software to estimate the model, test the fit index, path
coefficient and T-value. The results suggest that the 3 factors of tourism destination network interface affect the
destination brand image through functional experience and emotional experience, but the effect of information

value on emotional experience is not significant. As a result, compared to the traditional environment, there are

more factors of tourism destination affecting tourists’ conceptions to tourism destinations within an internet

context and the mechanism of image building is more complex. Based on these findings, this paper proposes some
strategic suggestions for tourism destinations to optimize their network interfaces, improve tourist experiences,

and enhance the destination brand image. The tourism destination marketers should (1) choose a suitable

network interface and promote proper information to enhance the attractiveness of the interface; (2) have a clear

mind on the positioning of the brand image through the internet and make sure the brand image is built

consistently by different network platforms; (3) improve design technology of the network interface to enhance

the appearance of network interface, optimize the content expression and to increase the tourists’ stickiness; (4)
strengthen the interaction of the network interface to help tourists to understand internet information and to

communicate with each other. These initiatives will be of great help for improving the destination brand image.
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