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HiAE R F5 (place) , Bz LAY 2 MK b 7 7 A B i 2
55 AR (attachment , BCPEFEAR BN ) S HESHEZR A ik
UiE B A MR PR PR AT R BT AR B A b
— 1) T A PR SCAS 2 T 5 L W A
FSLRIX AL HARYIAR (A3 TR AL 2T AN SCR SO &
AN H T I 4 LR R T B LS 2AE NS
23 [R5 2R S HOE i 2 ), M 7 2k T AR F
He—2S Iy A5 G E SRS Y, AR
X e — M 7 7= A ) T 4 (image ) A& HGT L 7 F5A 1)
{5 7% (beliefs) . Wi &5 (ideas) . EN 4 (impressions ) 5 1
3t (perceptions ) (Y FEARF BN ; 28 5 N AN B 32
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254 W 7715 1 (place emotion ) /& Hh i Ui B 4 3
= 4 (tourist destination image) F1 }b J5 4K 7% (place
attachment) , [RIGAHF T SCHRIR LSS . LA HLE FE
ST AR (1) A 0 i S B A AR T 4 3 T
J7 1 R )R Ui H B4 Hb 5% £ 45278 (tourist destination
choice model constructed on the base of place
emotion, NIREFRGFFABIRL") RAARLS FRALIR , F
& I H B B R ) 2 o T BB HE SR,
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MR PRI 22 IR TR B A B IR EE R 1k i 1)
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H o E AT IR AR Z , DN T ff i 2 A TR RA TR
S PSR () DR - B H ) b 0 R 5 F 5 ) A2
M 356 4580 2 R 2R (48 oy 3, sl o PR SRS AR 42
TR PE R A5 SR eAh, i % 1 Chttp:
//www.cnki.net, 2015-12-31) 577 5 B AR AR 55 F-
£ (http://g.wanfangdata.com.cn, 2015-12-31) 174>
SCAE R EER B O B R MR R RN i i b
P&, kB8 E R Ui B 0 M BRI ) TR PR
M R 2R R R (2 61.76% ) , 1 A5 750 2 #4) BT 5% (24
17.65% ) i A 4 J& 25 ]

1.2 ki B 69 Wit BAL AL BT AR L

WA SR 2= R a2 PSR H ST R
HOBIFSE 5320 43R “ SIEUE 3 X (positivism) ™ F1“ ff B
F X (interpretivism) ", Z2 8028 M ny ik i H 1) Hb
e A AR R RS I T S0E 3 e Y 5 4k, B
T 1V TG 2 2 A e T 1) A 98 HE B R 43 B i 4%
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[ A1 Ui H B M 1 PRAR R SR AF ST 10 A S 2 AR
TP RIRE , LT R

(1) LA K S B 98 X0 52 19 i B 326 5 452 A2
(disaggregate preference model) £ 1%~ 3 LA 538 7
A, FERHEE W 7E LA BA 52 4P i 25 2 ik
Uie B M () 47 e 4860, 170 52 e i i %) 1] A
P 2 0] A MEAELEY (compensatory model) \FE %R
£ # #I (noncompensatory model) A1 5 Rk AE Y
(nested model) LA HHS

(2) I TR (choice sets) BITSHE & (AR 7 7
PRI, s i 2 AR i H 1) b BE R 3 ok 7R rp 2
D £ B rg B BB O AR
R NATF AR, R R R O 5
B [8) R4 5 AR () 45 5 5 FE ol SR ot B v, T X
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Bt A5 5, PO S e R L R AR

(3) AL TEHELE () A BEIE 22 UGO8
Tre GAHLG B2 5T E B 2 S 32, 2
Ji i B Y sE 45 14 3 R 2R (push factor) 322 Myl
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FEW, AR SCHFSE A AL 5 | b 5 1 A 2 5
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(DFERRE H p3h 25 507 AR R
T 1 2 T it %) b 2 G % W 15 | 3 6k b 7 AR 7R 1Y)
M J5 4 #i (place dependence) F1 H 5 A [] (place
identity ) Y] EAG 535 1 [m] B SZ 00205 i e H A0 bR
RS 5 My RS 5 f 2 TR AR OGP ik Ui H 1 b
BN R 5 7 A i 2 TEARDG, st
= % (landscape image) . R it 7= % (merchandise
image) . Ik 55 (service image) . ¥ /& &= % (affective
image) 5E™, iR H AV HLIY WL 5| 7 SR 4 R R
TREE S 5 M7 A TR] Ml 7 (S R A by RN B A
W E I M YOG AR 5 Wi 2 XU H A% Hb Y B 5 B
SREN, X i H A B A A AR R

(2) AR 3 S ICIZ A T i SR 53
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1 1 1 326 43 0] 5 90 25 9 A0 ) iR 9 ) P 5
Ja AR DGR s i 2 R e H B4 b R T 1 1) R
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SE IR e 2 W R 0 h iy 220 2 B vy e EL A
BTN H RS, XS0 B B B2 W52
A ] RE SRR AT IO 5 0y iR H Y il
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BWCR HZ R ESN S S S5 L5k, IF ok
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AR A Ui B 0 b PR R A AT 9T 3 5
2 WRFE
2.1 RGBT A A R A 2 A
2.1.1 i H L E R S |

TERRIE H S 2 WA NOT R B0, A LS %
Gartner YR H YR S OCHOT R 4B, A
iR UiE H O B 4 i A (cognitive) | R
(atffective ) 5 & 5l (conative ) %5 3 A L CHC A B4
TCEAM . INAES ARG & 5X RN EH R
i VAN BN 5 B SR kUi H ) Hb A3 1Y
AL R IR ISR BT s B R —3)
BICER, WEEAE NN B A 5 A PP e PR
— ik H A HL, B S R R R B R AN B
PR TENE RO BTN

EHRE H W B R IE Ry, A LS H
Baloglu Il Mecleary*" 5 Beerli Fll Martin*" ft H 4] )
JikiiE H I ZIE iR, Baloglu Fl Mcleary 327k
FEAMAS R U B Y A 5E 5 U 2% 9 D 2R A2 BARE
TR s LUERT 2 XTI A 25 B R G B 5
SAFMULE A Y i B R BTN AR iR i B
% . Beerli fll Martin tA 4 , TA Hl B 4 (cognitive
image) . 15 /& = 4 (atffective image) Fl ¥ [k & 4
(overall image) J& 4 BRI H 1 b 5 5 10 240 1o
£ ikliE B i 3 5 8 sz 2SN 5 B IR AT
EBWEE A NH R s, {5 Bk IR &R 4w S
FEVT R BRI R 4R (5 B R H T4 OB RGE (it

TR B BCR AR IR B IR R
R AR IE B 0 HEA TR A 30 F TR B s > A A
FETAE a0 ZH Bl sl A N RHE S
FE A g R i H b g A AR
2.1.2 M MRS RS

b 7 AR AR 3 B PR AR T R 5 AR (place
identity ) 5 b J5 K #i (place dependence )™, HbJ7 K
L B SR IAEE 5.0 BB J2 1 S, AL
M 7 SEAREREE Ry 37 s 6] S8 AT R 0 Sl R R
FE R R AR BRI H AR R A, 15 23T Ji
T MR, B BAR A2 ] AR A5 24
PRAE Lo B2 T % b 5 7 A2 DA ) S H & J% , 23 TE
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U P b Ty 2N T I A A S A AT 5 AR AR by AR AR Y
HBITR SMHIE KR

(1) Hammit 55 /) b 5 HRARTE AR B IA Sl , A1k
55U 7 R IR OG 2R )2 U AT 28 7R K S b ) A
& 2% (familiarity ) | U5 J& J&% (belongingness ) . TA [ &%
(identity) . & #5i /& (dependence) 5 R K % [ J&%
(rootedness) , A X T 1 7 I 1% 45 )2 OO A —
T8 MR A I 235 e e B B R M DU e, b s
WA MITRAEIE W E IR e R T L &R o

(2) 2G5 L 2 I b 7 AN USRSy | iy
T I B — 5 1, W28 1 L 7 SR (sense of
place) LB, LM 5 OC &R (B 7 B —Hh
TN [F]— 7 AR e et BT AR SR A A, A
Xof 1l 1 I e 4 i) DA — T BRIV R DD BN TR
1 R T8 ] B AR T — B Y R o 2R ) S
M EBR:FT SR PRIE (theory of reasoned action) )17 3
(action) .1 B4R (target) .75 5K % (context) FHY
[i1] (time ) 4 4 /22 2 R U Wb 5 A 5 b )y ) 22
S, 4 by A T RS b I R
AMRLE RIS PREE J5 7 A2 1 — R0 AT A 5 Qs b Jr
R —FPAT Sy, b5 A B 205 Sl b 1Y, b s )
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Tie 72 % F e — R ik Vi B %) i I JER Y 3% 5 S Lk
PRUCR R 3 H T2 8 2 FE U ik Ui H %) Hb ik
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(2) 5 R AR T R T e R W T RE 18,
HR A AN (R 5% 38 B B 98 A JoiT ) 2880 RN 235 SR AT e 22
5, AR XS % Hammit 55 522 5 5L R E A

AR R H A AR TS AR O A, 2R
TR LA R D IRAFAE LRI A5 R R . I W
WFFERET Y A A B AR AT 2R R TR R A
AR UL, AR SCLL )5 R b 7 B B — 5
AR — i J7 A — 3l J7 R Y e 56 A 2 Bl
R A 3t 7 1 A O AR 5 SR, A
B A R AL SRR ST, b IRZME R R
SRS SRR T LARIE

() TEWF R B iy i 220 R b, ik i H A9 3B A
28N NP N Y SRR EN R R A S EL
ESEENESL (SR RIF-S0) IS NUE D¢ i)
T MRAR BRI 18, R MU 7 A — 20 R T AR A D
DA, B SR HIRR ™ s AN, i % 0 likdie H A4
M 81 TN -5 S S5 B P T PO RS i3 5, B
LTI IS

3.2 Rk B H b AR A E M

HR YRI5 A A ) ) St B e 5 28 A 4
AR R HERE SR | A SCEEAA Y 3 T 1 5 17 IR ) ik
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3.3 kiR E b AR A A2 P B

AR 1l i i B A b PR JE 5 AN A

T S L [R]EAE F  U 2K it i B A e AR N

B, PR Wt i H b x4~ 5 2 BT B 1) 22 52
PR 5] )

PR 2 AR B I S| RS ERT T, &
il H b EREE @ SN A G B S Rl fRLk
38, UiE R X H b= A RIS

AR 3 i R iU BB M IR R S
SR, JF 5 A S SRR 2y R AR R R
FH 22 0385 2% = A A R Ui B A TR Ui T
SRR IE S AL ; [RIES , R Ui H A B PR N 5
¥ SRR | MR A S B MRS 5 2 R L[]
YR (i i dite B B b s A — e B ) b JE

R A GFR PR IE UG B2 T inRraith

®1 HRBBTERE

Tab.1 Definition of research model variables

SRR AR
Basic concept Included variables
JiteliE H i Hh 5 R PR B P SIS B ARG S SRR ik H 0 s | SRR S A KB
Tourist destination image =4 JiFsIHL
Hh AR L ot - . .
iR b ARt A IR b OB A A

Place attachment
. [ kel B s B A ik B IR R R iR T E 0 M I A ST R A E s B ST R T E Y ke
e B iyt et

Tourist destination choice

FATMAMME Jifkliz B B0 se BT kil B A9 REE L HE ifkilE H B e BT IR ikiE B B ol AR

Ui 3 Jikiliy H ARSI BT B TR
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ki SNOE R PSS NS Wi Da pEL & SAIDI EPs)
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e H R RSN bR

AP IR 8.« U B S TR A ik A A M A £ ANk %
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Diagram of tourist destination choice model constructed on the base of place emotion
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T R S D B 5 SR U2 RN Wi T A% ™ A — 2 A
JEE B 77 AR

AR 14 T 2 R TR T AR 3 8 M 7 AR RO i
A3t TN R, -5 MO A R SE R A ik — 2200
JE IR Ui 2 X R U7 1 A 2t 8 A At 7 (K 7R )
it 20RE AT RE E S Ul i MR e iR U 0 3 i U
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4 HMRLBLSERE
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OB A R AR | A/ DL R iR U Y AR R
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FRL AR H A H— 0 58 ik iy 3 X 03
NI TE T T8 5 22N SRR L — i 2 K A B iR i H
(19 3P DX UL 94 Sy 8 AR 2L 1 220 W A 2 e 22
AR BT I e H 1 s AR 2H e 2 B AT e A 0
AR N AR T A% 3 DA S0 307 3% 3 — 1 % P
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5 AR — T 2 X il e 4 ™ A B TR A R A
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[, S WA AR Al SRR SR S s R AL
WIFE R = (1) 6 IR A S P A AR ik A A% B )3l
PR AR AU (Y B A2 A i 5 (2) BESRIE AR SCHER
HRE Y 5ot A B Y 3 3t Y5 55 (3) SR A SO R S 1Y
L e R A BROR A E H TU RB R RFE i
e F A ) e B PR AT 5 (4) B IE A SO RS 1Y
P e 2 0T i I T A 7 1 R A R AR R T
LMERR KR

TERFFE LR B4 S B 5 1T , 2 7 e Wi iy F
M E & (D RIEASCEM BRI IR C RS
I ARAP R LASRKCHE A0 A S iR A i Je
ShAF T, W R F Y b h A Y 5
T IS ) KR AR R | SR A e PR e A Y
TR 11 il 22 B LRI IS5 . (2) i e
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IR T P B i i B RS BB I T 3 B T
2, BER IR H A OO B (3) AR I 27 115
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A Study on the Tourist Destination Choice Model Constructed on
the Base of Place Emotion
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Abstract:Most of the researches about the construction of tourism destination model take the
microeconomics, cognitive psychology and marketing as the fundamental theories, and rarely explore
the tourists' decision-making behavior of tourism destination choice from the perspective of emotion
connection between individual and place. This paper took tourist destination choice as the core
concepts of research, combined with the concept of tourism destination image and place attachment
about place emotion, put forward the path variables and logic framework of model construction
according to the foundations theories and the results of research literature review. Finally, the purpose
of this paper was to propose the tourist destination choice model constructed on the base of place
emotion(The following was call “research model”) and it’ s process steps. The major research
conclusions showed that the process steps of research model were summarized as fllows: (1) the
tourists perceive the attraction of tourist destination; (2) the tourists form the environment cognitive
image for tourist destination; (3) the tourists form the sense of place for tourist destination and the
tourism motivation to carry out tourism activities; (4) the tourists gather and integrate the information
of tourist destination; (5) the tourists form the place familiarity and conative image for tourist
destination; (6) the tourists form the place identity and visit behavior intention for tourist destination;(7)
the tourists form or deepen the choice preference for tourist destination; (8) the tourists set up intention
group for tourist destination and evaluation criteria of tourism destination choice;(9) the tourists
evaluate the potential tourist destinations in the intention group; (10) potential tourist destinations are
divided into three groups called yearning group, consideration group and ignore group by the tourists;
(11) potential tourist destinations are once more divided into selection group and ignore group by the
tourists, and the tourists will confirm the ultimate tourist destination group to visit; (12) the tourists visit
the ultimate tourist destination to carry out tourism activities; (13) the tourists evaluate the decision
making behavior of tourism destination choice; (14) the tourists will not go again the tourist destination
where they went before, or form the place dependence for tourist destination; (15) the tourists will form
or deepen the place attachment for tourist destination, and vist again the tourist destination where they
went before. The research results of this paper have the creative value of coss research for tourism
destination choice, can be used as the reference to do the further exploration of the decision-making
process of tourists' destination choice for the tourism industry operators, and have reference value for
the market strategy planning of tourism destination.

Keywords: tourist destination choice model;place emotion; tourist destination image;place attachment;

model construction
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