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Fig.1 The research theoretical model
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Tab.1 Confirmatory factor analysis results

B[S TR PSS

< MZJATHE
e w % WEEE RE o odF THERR
. et ECE
Code Factor Cronbach’s Factor tvalue
. C.R. AVE
Alpha loading
NHEF— iR H L5 FTE (TDBQ) 0.953 0.9134 0.6786
Factor 1
TDBQI U B BAR SO A4 0.804 -
The old town of Fenghuang has the unique folk culture.
TDBQ2 RUB A3 U B AR 58 35 0.844 21.718
The old town of Fenghuang has perfect reception facilities.
TDBQ3 SRV 30 T A R iy, P A i 0.818 22.519
The old town of Fenghuang’s health degree is high, and the
environment clean and tidy.
TDBQ4 SRRy SR P P 185 3l = 7 2% AT 0.845 21.666
The old town of Fenghuang has colorful and attractive tourism
activities.
TDBQS USRI 55 N SR TS 4 A A ) e 55 0.807 22.376
The old town of Fenghuang’s service personnel provided quality
and reliable service.
ARTZ ki E B A (TDBY) 0.915 0.8916  0.6613
Factor 2
TDBV1 U i i 5 2 0.814 -
The price of the old town of Fenghuang is reasonable.
TDBV2 SRR, LR TRAEM R, AR 2 0.823 23.916
To visit the old town of Fenghuang, I get more than I spend the
money.
TDBV3 TEIX AL, RUB O — iR e A % 0.834 22.519
Within this price range, the old town of Fenghuang is a good choice.
TDBV4 AR B ok RUBL i e S 4 A TR 0.778 21.666
Overall, I think the visition to the old town of Fenghuang is worth.
TDBV5 B AT H A B IRV 7 , SRR B JRUBL Sl 2 (B A5 A 0.816 22.376
Compared with other old towns, the old town of Fenghuang is more
attractive to me.
ANT= iR H B ah L (TDBL) 0.952 0.8916  0.6336
Factor 3
TDBLI Feoxos RUBL y JRAR MR A 0.729 -
I am very attached to he old town of Fenghuang.
TDBL2 FRARLE A S R 3 0.831 21.296
I like to visit he old town of Fenghuang.
TDBL3 AR AT 3ok, XU SO0t 36 BAT B e 51 g 0.836 21.399

Compared with other old towns, the old town of Fenghuang is more

attractive to me.
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gx1
(SN .
N N . | N7 il H.
o % ¥ mi oqndb CTHRR
Code Factor Factor tvalue Lo JiZEA
. C.R. AVE
loading
TDBL4 T JE ROk RUBL itk e 0.804 19.949
I would like to come to visit the old town of Fenghuang again.
TDBL5 Fe oot F AL 22 RUE ikl 0.775 19.666
I would recommend others to visit the old town of Fenghuang.
ART ki H L MIE 4 (TDBL) 0.8912  0.6213
Factor 4
TDBII SRR ARG 5 Ak 0.764 -
The old town of Fenghuang is quiet suitable for my personality.
TDBI2 AR 2 KU iy , AT A T2 AR S5 3 0.785 25.522
If T go to visit the old town of Fenghuang, my friends will envy me
very well.
TDBI3 SRUEH IRAIE 2 AR A NIEZAR—3L 0.831 26.050
The image of the old town of Fenghuang is consistent with my
personality image.
DBI4 SR SR AR S5 TR S A XU 0.802 26.503
To visit the old town of Fenghuang can reflect my personality style.
DBI5 ZMURUEE RN TERBAR AR 0.757 22.801
People visit the old town of Fenghuang is similar with me.
AT ki E M 4 (TDBA) 0.9057  0.6584
Factor 5
TDBAI R k2 AR 0.760 -
The old town of Fenghuang is famous.
TDBA2 HPARFRIFIN , T A F A KU I 0.759 17.074
When I want to travel, the first think of is the old town of Fenghuang.
TDBA3 FRAEAR A AR 15 KU dak 0.864 17.857
I have heard the old town of Fenghuang long before.
TDBA4 T Z A, FAAS RUS oA 1 — 28 1 fi 0.868 16.796
Before travel, I know something about the old town of Fenghuang.
TDBAS FRAEAR Pt 12 362 XU S5 A i R 5 0.799 16.427
I can quickly recall the sign and the logo of the old town of
Fenghuang.
ABRFIN ki E Kb (TDBE) 0.8839  0.6558
Factor 6
TDBEI VRS HEA 388, 2k JRUBA oy it i S I L3R #5220 R T 35 0.774 -
Compared with other old towns, the visit to the old town of
Fenghuang is more comfortable.
TDBE2 BRIV A vy St BT R RV AR ) fRale 1 3l , FRATI AR 2 e ofe JRUEL 0.822 22.432
it it
Even if in other old towns also can carry out the same tourism
activities, I still will choose to visit the old town of Fenghuang.
TDBE3 SIS A vy S AR RUL Ay — A AR A, Rt B ke SRS i 0.812 21.140
it
Even if there are other old towns and the features is the same as the
old town of Fenghuang ,I also would like to visit the old town of
Fenghuang.
TDBE4 BRIV FC Aty AT (4, FRATH SR E A5 ok KUy St e S BT 80 0.830 19.743

Even if there are other old towns to choose from, I still feel the visit
to the old town of Fenghuang is more sensible.

X’/df=2,059; RMR=0.076 ; GF1=0.887 ; AGF1=0.854 ; NF1=0.903 ; IF1=0.911 ; CF1=0.920 ; RMSEA=0.053
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Tab.2 Hypothesis testing results
. . beifEfeisie Rm B 8k B A 3 S
ik e . o
) Standardized path He ) Hypothesis is supported
Hypo-thesis Path
coefficient C.R. or not

HI it H 0 bt R4 B — i H I AN 0.162 3.091 0.02 prs
TDBA—TDBV yes

H2 I 10 b ot R4 E —> R L 1)t R A 0.157 2.975 0.04 S
TDBA—TDBL yes

H3 I %) b it RS G2 — it Ui 1 174 b it R (L 0.421 6.729 ook =
TDBI—TDBV yes

H4 i B b I G — itk B 10 b R 0.506 8.954 ok s
TDBI—TDBL yes

H5 Jitite I )bt RS et — i ) et AN (T 0.225 4262 ik 2
TDBQ—TDBV yes

H6 I 1 114 b it RS ek — e T 1 1740t R B 0.244 4597 ok =
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H7 Jite g B 1 b it R 1 — it e 11 bt it L % 7 0.299 5.249 ok 2
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H8 T 0 bt R DA — T i 1 R 0.421 7.130 ok 2
TDBL—TDBE yes

x’/df=1.843 ;RMR=0.043 ; GFI=0.907 ; AGFI=0.900; NFI=0.951; IFI=0.971 ; CFI=0.977 ; RMSEA=0.047,

JE R p<0.001
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A Study about the Driving Factor Model of Tourism Destination Brand Equity:
A Case Study of Fenghuang

XU Chunxiao',MO Liping®
(1. Tourism College, Hunan Normal University, Changsha 410081,China;
2. Municipal Commission of Development and Reform, Zhuzhou 410021, China)

Abstract: Tourist destination brand equity is an increasingly pertinent topic, with considerable
significance attached to its research. Researchers use mature theories and methods from the brand
research field, combined with tourism destination brand features to conduct deep and systematic
research and form a series of results. Based on existing research results, we analyse the relationship
between tourist destination brand equity, tourism destination brand awareness, tourism destination
brand image, tourism destination brand quality, tourism destination brand value and tourism destination
brand loyalty and construct a tourism destination brand equity structure model.

Fenghuang in Hunan Province, China is taken as a case study. We obtained considerable data from
a domestic tourist questionnaire, using SPSS15.0 and AMOS7.0 software for data analysis. Results
show that: tourism destination brand awareness, tourism destination brand image, and tourism
destination brand quality have significant influence on tourism destination brand equity through
tourism destination brand value and tourism destination brand loyalty. Tourism destination brand equity
is confirmed as a second order model of driving factors.

In detail, tourist destination brand image is the primary indirect antecedent variable of tourist
destination brand equity, and has a significant positive impact on tourism destination brand value and
tourism destination brand loyalty. Tourist destination brand loyalty has the largest correlation with
tourism destination brand equity. The research conclusions provided managerial insights: first, the need
to comprehensively understand the driving factors of tourist destination brand equity, and to increase
tourism destination brand equity. Specifically, tourism destinations can invite celebrity endorsements
and advertising in mainstream media to attract tourists. Through promotions such as event marketing
they can also boost the visibility and reputation of the tourism destination in the public mind. Second,
the need to focus on the outstanding tourist destination brand equity core elements and to emphasize
improving the tourism destination brand image. This is achieved by marketing segmentation for tourists
to receive the same image, thus positioning and shaping the appropriate purpose of brand image. It is
necessary to promise or to imply to the tourists that visiting the destination will help them to achieve or
produce strong self-image, thereby enhancing the tourists’ self-esteem and sense of belonging. Third,
the need to carefully construct the key points of the tourist destination brand equity and to strengthen the
tourism destination brand loyalty. This includes, increasing investment in infrastructure improvements
and the tourism environment, constructing competitive tourism products, and increasing attractive
tourist activities, to continuously improve the quality of the tourism destination. Moreover, this includes
strengthening the quality of service staff training and improving staff skills and service consciousness so
staff members take the initiative to provide quality services to tourists. This strengthens tourist approval
and perceived destination image, and increases tourism destination brand equity.

This paper has some limitations. First, the study sample was relatively concentrated. Second,
Fenghuang has tourism development specifics. Third, the obtained data are cross-sectional, belonging
to the category of static study. These may greatly influence the study conclusions. We hope this
research encourages future studies on tourism destination brand equity and tourism destination
construction: both are particularly important to the development of Chinese tourism.

Keywords: tourism destination; brand equity; driving factor model
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