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il FH A B T L sl 1 Al FR 11 B T A A 2 1A
TR AT . TERRIE SR, B AL AT WL e
2 AR S o iR BE S TR FH DR R B 38
WA A, A E YRR AE H AR AR, Wk H A
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TR AT A i i o0 4 O 22 17 40 BE 2s J)
A RN, LB A AR anfel g 1 L AR RE A A
R T ARAT R BRI A I, X — IR
AF TR O TR R Tl ok
JEHVR B At i vife H B M R i o M 45181, ik Ui
FORNCEMR, AR BT A,
DR R IEAT 27 MRS NS ¢ B X il Ui 1 407 2K
PR DRI SRR, 1E H 255 K
W5 L 2 B O

MICERE , A T AR R8s RO 28 Ji A
A, — S GAMARE B OC R AR i, WA IE 4
HIRE MR E; R 53 SSC A R AR 5, 4n
FEERR SUITE 5 BRI ST, XS K
I A5 F RS A4S BEAS NIE G5 oK, FLSE
WA T H A 3 — BT Sy Cnda i ke
HE g QIR oA SR B ORI A A
PR NFEIR IS 1 F B A+ S X R iE sk . Bk
MH 125 M ARA BT H AT RN N2 1 2
FEEOC R R T AR R AR g R 4 A AR
HIAT M AE S B Al AE — A HE SR Y AT SEUE R
o 340, A SO R R 2R £ T 5 PR 5% (usual
environment) , ¥4 FI 115 1 O BAREKR 2 L € H A
T2 H AN B IE A K% (dark personality ) I ANHAT R 32
PRSI SRI, AE B 2R3 (unusual environment)
MR s, HAAECZ AR, 2 5 S B
U5 F A G AAE 250 ME LA N5 IRk iR A 019
WA BB B — AAR R B 5 I A 3
FZR GE P ) AR ASE SR R AR5 56T i 3 1 41
T oRAISE I o O3 G T A A BT BEE B 53
e, U HJE K H A PRIS (Big Five personality
traits ) , D\ 5~ 4E B I 5 A A% 19 N TE S5 44, 78 Tioil
BRI R A )2 R A BT B R e 1)
TR AT X — RIS B 44 .

YT I, AW AUSEE T R A ELS SRR
[F] AR RF 6 i i 1 P SR B2 mm . A5 FHAE 3
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AT TG EOCR A JR < B — 3 o O o ) o 4 o P T
TC, ARAHIRIE F AT KR AZ IR A 475K A
PAESEHY BRI A0TSR A i 24 22
KRR, GALXTR T F A B G B BRA% , We 17 ik 357
A NBEZAT A 20 B4R B . 5,
v ARSI S TS . AR BLA BT
FEEBET HW LIRS, RET H A — AM
Rl AR SCHE T I 17 5, 8 5 AR A B
1, FF T ST A AE A 31 22 A AR 5T, A5 36 K T
AR BRI TERRIEH AT I USRI B . B =, R
JH R 8 A 3 WA Bl , A AN [ A R SO TR 95
FHAT R ARERERE ST , 48 8 HXik iy A A7 K 952
Wi 22 S , DA T8 R T 1 A9 ot 2875 2 B i T 11 47
110, BRAF ST aner fE i i H A4 355 8 P B A )
AR MR BRI A 7 R AT ELAE - h ikl A
TR iR H A3

1 CEREEIR

B

1.1 AM&4F R Ao K AAK

K i BRAE (theory of personality trait) if T
20 tH2d 30 4548, HBI 4R A Allport Fil Odbert 3 2 X
X NJAT R 22 5 L B 7 o3 2 DAL RS 45
¥, IF MG 2 R GEMESE s ) RN ) 5 250 T
fi o ZERIS A R E I (trait) & A& 1A 204 T
R, B MR EA R E HAS S SO (O BERRAE X
RIS EERIA T 7 R

NSRS i A oY BUR A0, H Az 2T
#8341 [A] 1952 B John, Costa 1 McCrae 450> B 2%
X &R TN E R A (five factor model, FFM)™ |,
MY R AFE ALY, R FK Big Five, #EILALRL, AKE 1
FEARGER B 5 PP R BT 2H B, REAE IR 55 AAS AR 1Y 25
ANHE 43508 B (agreeableness ) 2846 TP
(openness to experiences ) , 7Ma] P (extraversion) |
28 Fa 58 1 (emotional stability )V F1/ 35 1 (conscientio-

usness)™,

(EWN TN L€YY TN (S W
PRGN BRI 2 R, BRI ARFLAL 28T Al
J= . ZRITHNEFR NG RT3 0, SO~ A
i g LA ST R A RE L, 2230 P TR JE i )
MEENCHT Y HRRAE R . S PEROAY
P AR A T, SO RET o i 2l B AN
s, S PR B AN AT 1 S G TR IR SRR
M B RIS 45 O, SR A TR AR 175 28

PR B 1 AR 2B AR E M R MR B fR JE
B AR 2l REtEFRA AL mRl
E SR S N E D AN e R /A Y I
SRS FARAT TR R A555 05 A B0 3
PO S

R NARASE L A DR 3R 40 4 2 B B A R
R AR JE X AR I R G002 TR
AR HAT 5 SO 1R, AN [R5 A
e+ 24 H Z 5 2 W, 760 B2 DL Hofl
Bh, AT GEURAE BR B AT o R AR A
T BN AZSE SUCRAT 0, BRI SRR
filt AR R AR L DR, AR S AR T AR R
IR I KSR, I T B ik i
TSR AYFE R

1.2 KRAAMLGHRIHETH

TERR A0, , AT e A 5 O AT T
EERTES A I IEOR I 3P N RSy 3
A AR T e T 4 Bl 52 ) A ) B IR R LA
TE ) 50, P28 JB A AR 5T U] 222 A ) s i ) R
A LERRIEF AT AT Skt £ 32 25 3 ek, B
A AN E NS R BT R R LBl AARSS R
Sl A RSy AT 1 2 AN

Yoon Fl Grezel 38 2 BF 58 A& 4 S50 6T il Jife 1
PRHHSAT R RS TA SR A1 ) L ) 532 M) i U 4 110
H BEAARAVE AR DS, A ) R0 28 55 1 0 1E [0 52 0 i
T W B 1T, I 46 R0 Tk 1 1) 52 Ml iR i
Z 5iRlEeIia e i s, AL 80 5 I
TR BRI, 25 A8 A& AR o0 HL it i i 4 11
SEM R A ) | A AR SO X S R U T 2
55 S G T ) 52 T T s AR B X A
Pl A TE s VA e A 1 0 5 SRR
AR 0T 55 TS A AR 56l - =2 [ 8 G 2R IR S A )
PORNVATIY I G (T ' -7 <3 S 78 <
T U AR 36 Qi A7 T 1) 52 0] 5 FF SO X B O A Y
BRGSO A T 1) 5 0] 5 L N PN T A2 SE A B
BEVRN T i i SOAe” BRI R AT B s

1.3 kA48

B2 FHIE A (selfie era) BB, F1H1E 2004
A —Fliik i 5= 42 (the selfie as a tourist sight)”", £
BF 52 2 0 - (1) R AR F TR 0 M % 1L
(othering the self) 14 72 . Dinhopl 1 Gretzel & T #¢

D — B8 3Rk #0225 (neuroticism ) FEA % 4R
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PBRIE , IA e B AR R I 78 H b7 1 [
WA FRAGEEICY, AR, AR IEE B A RS
R IEEE A P P AR, A SE R Ui e S RN 5 | 4 )
BEVEREAR, < AR T H AR B (2) iR
A HARE A BIE SR . IR 8 S AR
PSRN I S o <L L R IR
SEVEG S Lyu 78 2016 4738 i 6 ife it 2 i B8
g A U RIE A FA R B2 T A BB 4 B
HF A BT B A IR AR 1 X — i
L SCHL TR A BIE R R AR Y (3) ik IE H
TR TH A Gt 2 R . iR AR TR
WAL I B BB, R T A S AR 2R ik i 1
HET R AT LLBRIES RS A R AEAR | ik i e
A 1WA (audience awareness ) , {f H AR iR I 45
SR B B 2 MOSCEE AR AR (O R AR AR 4
RO AR LAR L AR ) >k B4R, RN, AR 7 A 40
AR SRR, 38 FAS R B TSR , A
RIS R BRI RAS ) A 2 (anE 1), 308
BT BRI —3R 5, i g 2) , PL N
WY AR B, FHERGE | 22 1y S8 i 1Y B K B T
BRI Can &1 3) , MR Ve B 65, SR IF S |9
ME R, ER AR AL:, A A 2B T A
O AR i ke 2 o X b O EE B 47, BRIV Sk v ) 9 5%
By MR I S 5 AR BRI T R
AR E ™, DL LRI BRAR R B 0T R B
T

KT AAEXT BRI, A58 B4 ) 1
NHEPIE [ 20 B304 74, B 2 RS SR
NAEFRBIN T H 44T, W [ 2% (narcissism) ™ K
P95 2 (psychopathy) ®. F & % & 1k (self- objec-
tification) | 3% 7 % A #% (historionic personality) ",

E1 TEHEAEKR G S HE
Fig. 1 Apollo Temple in Side, Turkey

B i“‘i

E2 EEIH RPN DEHZ
Fig. 2 Horseshoe Bend in Arizona, USA

B3 RRMBT/R 25T LB E S
Fig. 3 SKki area in the Alps, Europe

SR, VA L WFEAAAE P TS 2 - (1) R BR TS ATl
B AAAZEARY TR A B9 2O — A
FI 411 (solo selfie) (L& 2 FIIE 3) , B/ o i A1 44
A (group selfie) (AN 1) ; 2 F2RXFA A BAFAE Y
RV, M2 T BARRERFFS (footie selfie) (A& 2)
B F AR, g iE i, A [ R A F 4
MR T RN AASAE N B2 ST a4 .
(2)EZ X AT B RS i . A ST A A7
FEAZ AR AL B0 R R ORI B H 04T
R AR EEAR AR, BN, FE R
R E A O NS BT RS KRR A
1, AT | B A at S A 1y 1 ) RS0 R 6 I
Fro U, R AEB AT, AME L AE A
P HEES R AU R A 5, B ] LA &R ARG RS
AT 0BT B TERR UG BT, WUIAS ‘B a7 Bt A6
W IREE LA EITEN R BT RIS 1 7M™ AR
BT UL bl FE R AE B T oL F A S
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RILNAS BEE 1 5 AHE AU A A N TR 75 2,
PASEE TR 2 %o M R BRI 5 5K, ) LS 4y fi
RERRIF F40

2 WRAE

2.1 ML A
2.1.1 REAMEETR

A5 K H Gosling, Rentforw Fl1 Swann 7 2003
AF- G ] 19 10 A K A fRT AR iR 2 (TIPD)
D A8 04 S A HE B B2 B P A~ 2 SCRH i
R AL o 54 RIVE N I8 T L AR 1)
P I 2R PR ST ) PN — Bk R 800k
0.60. 0.64. 0.67. 0.62 1 0.64, #H %I T Gosta #
McCrae Y 240 & F5 i 16 A 1% 1 % (NEO-PI-R) Al
John {14 44 AT AL e 22 (BFI) , HAR B AU A%
B2 S AU IR G R ik , ARG AT AT
FAEZE I8 HAR BE RIS RE IR PT 422 Rl B
2.1.2 iRl HAAT R ER

Hy Tk = iR A 0T K AT ETIRESY , A SCTERR
PR VE B HARIBEFIE Bk 4, 285D BE2E AR 3h
PLE TR SRS T, S B R KU 74075 K A 4544
P, SR TR R 3 8 2 1) 7 =00 B A7 K R4
AT T RS . K VR R T A SU etk
e AR R 2 ] Rl A VA 2l i i A 1) i i
RBAXS G GRIRATHE A B 2 TR e W% F 40
FF—AN) , iRF 1414 PR /R AR A 1R 20~39 %7 2 [1]
MR o TERIBANGS RAT IR BRI, - UL
EHLT R FH B8 & O e iy o7 =X, 38 % k) 4
103 43, SEBR I 87 443, SIBR N AEAFF R B4 , Fe e
BG4S 750y, o, et 51 A (1 68%) , 55
P24 N (132%) S FIAFEI% 32 %

S B R Ui A0 SR AR, (Bl ki s Ay
73k P A, TR Rl A L B s (1) f AR
o TRIE HAAT R IR LRI 5 ok T
S0 A AT (R4 i o0 AR IR BTy
A NTER K o (2) BAHf IR, BPaefikiiE B 40
TR AL MR LE AR 7 3525 ] 5~7 S5 BUAURRAE” L (3)
ZEIUEI . A BB R AT ISRk A H0FE K A
BN H O T34 5 s BRI H AT oK. it
ER SRS VY RS EISNIOE 3 e S & N = e
SN PN E B &) i S e e N

A%, T Likert 5 85 5 £ 27743 (1 £RdE
WANEE, S R AR R

22 HARFLHIKE

AR VA G2 AR AE 20~39 %, HLiT 1240 H
PR R T AR AR AR AR AR iE . T
F A S o3 =2 A A0 R AT 200 FH R Be T HIL el TR i ik
FFIERE ML A W] RE T 200 & R e AR % A
TR T AU Ab B 2 A7 1% B it Ui 2 B LA AT 0%
L F a2 T B AR B R KB &, AiER
BR[O T Rt B

() 530 2ok () 45 2 P 21 15 G4 A 1, T 2017 4F
6 H AR 5T N 52 LA B 2 i —1~ 30 Ay
Jite Y A P AT T, B T — e 2R S IR R B
P 0 R A) . IE U A T 2017 45 9 A iR 7.
RRUEREA O REALYE: P98 B R T RS Wt
T BA B A T4 (1) b e b 5%, 67 T3k K AL f v
AR ARSI A G (2) dH AL 2 %,
BTV HN L3, 43 AR 3% [ PR RN B i 4k 02
P 7 U B3 400 A R U 435 Rl e A % 326 e e T
25 [ 45 1 AE RS 265 AT A Th A6 AT 08 A iR D (A5
FEA 1 AT B 44 B3R A B iR AR IR B | R
B [P 36 hisE  T  ATi E I0 FR S AE AT 12 H
A R AR IR R SRR 1245 g R iR
Ui AR E AR . QQ AR A I A

AW IA 551 A i T I GHEE, Bk
HI 124 A RSEA TR 94009 109 AR B R ik i
AR AL AT AR 67 N, LU )45 A SR e
M9 N, B Ja DS 200 4 366 1 o Hor, 2Pk
66.7% , F 1 33.3% . 1nl WSO HE A Pl b 9k S T
Lyu ¢ T 2ot o0 B S AR e B rp 401, I8 e i
F A0 IR E AL S AR 2518, i Souza %5 A 1t
% Instagram I 54 A DA E 9 AR RS &
B, AR N ot E A S gein s, H
o SR A IR 67% e Lotk I S
AR BT 1) 2ot e+ 6

3 WMRER

3.1 kiE B IE REMG AT

A 80 T ) 38 75 0y, 00 4R U0 385 4%,
PR A0 55 AN R Tl 7 SR e o #E Bk
W5 R 8 AL 2 H g i, Horpr, Bdz i 5i R
P, P R 5T A A T R 7

e, L AR A S R E Y
S () AROE DA TR A B T A I P 2k 25 i
W F AT K A LI 30 4%, N B A S AT 3F
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OrEEIMIE ) 9 A%, HAT B 364 4 SCH— Y LI
A, BZ M 44 T A RO LA X DL L R T
I oK fa7, AN e dse A5 44 i D7 F A7 E A — IR
B BB ALMRHL (3075 08 R 30 B R AR 2
AL E ARG, ILA5 28 S B B,
12 78 B2 B 5 R 22 A0 2 X R A T A 26
Xof HeHp 8 2% A I et J0 1 BAIE 12K Sl ) A 3R
Ja  BREIE 3 26, 0 LB WTIE , fil 44 i I AR |
HIJER A se . AR N A RUE, g —4
NG (1 AR B2 R AP 44 1 2R ) X 28 /A
TREAT B EI2E . SR s, = 7 20 1~
TR A AR R AT & B IRSRER, M
BINIR T I FAT R R0 fh i 3%

M DL EARSE BT A A | 1 A
M2 S AE 3 AT AR A A1 K 4548 . X HE
PAFESCHR® I 2R T IR 9N e A B, il i F A K /Y 3
AR S B R TS JE I, DL R A A2 T
PR SRR R BB . iR A AR 2R E
TR ARS HER RIS iRFE R A O 55
AR 0 A 6 A R 24, T A 40 RGBSR A Feid
2 A R AR IR SRR G TE L R S P
RGNS . AT INREILE 1

32 iAW EREERNEMIRE BRAZZELIEIE
A SCHR S Hinkin YR B S AS (N=366) ,
Bl AL T 53 S FRE AR, S1(N=183) Fll S2(N=
183) o Horr, ST TARZE M T34, S2 I T4k
PERF 007, A () A 5 2505
3.2.1 HEERTF T
ASCE 3k SPSS 24.0, A S —A>FFEA S1, %

i A 1175 R A0 A Y 20 NI T R R R
F 53 Hr. 81 Bartlett 3R JE £ 5 (°=951.57, df=91,
2 <0.01) &2 KMO £ 55 (KMO=0.88 ) , & B 8130 2 [i1]
A REAAAEVRAE D i A I 40 b . T2, X i
FIAT BT, 18 F oK 5 22 0 T A TR i
B PREURRIEAR KT 1 R, B M B 28 S A7 g R
F0.40 . [ 7 G fa /N T 0.50 (ORI, e 455 14 4
R 3 A R B e R IE T TR . (SR T
R FTA T 89 4H ¢ & 20 Cronbach’ o > 0.7 , I AH
%> 0.3, B IET H A > 0.5, Ui R B A KA
M5 B AR E 1, B R —8E Il 722
] Y 2 SR FRAH AT 0.45~0.57 Z2 1], HAE 0.01 /K
R SR T SRS TR 2,
322 BRuEtERE oy

AR I MPLUS 7.0 %55 AN FREAR S2 14T
I UEE R F o, 85BN, =160.32, df=74, 1/
df=2.17 ,RMSEA=0.08,, CFI=0.92, TLI=0.90 , SRMR=
0.065,p <0.01, = [H F 25 k15 1 B 347 P&
B RERLE AR At =TS
5 (CR) 4391124 0.93,0.94 F10.92, - 14725 554l M
H# (AVE) 7514 0.70.0.76 .0.80 , K T [H] 15 R KA
T0.43~0.61 Z 8] , AVE {H A9~V 5 i34 K 45 R 5[]
PG R AL, IR A RIETT R BA R E
FEFIAKEE o U P70 i R - 2k L 2.

3.3 AMEHF BTk E B A0E LG h

ALK AR 5 A4k BE i B R H A2
0 IR A AT K 0 3 SRR 3 0 R4 2 AR n]
(stepwise regression) , LA 7% £ 2 A5 SO0 il A
R Az, [BIHE5 R LR 3,

K1 REEREROEE

Tab.1 Dimensions of desired travel selfie benefits

ISE JZUK1 Level 1 JZUK2 Level 2 JZIK3 Level 3

Content TR LS Emotional experience 37N Self-presentation #1452 1 Social bonding
P WTERR TR H FHEL s i S NI EF)
Inner demand Inner feeling Express oneself Interact with others
HMERI EEL] Lk S AEEE] EAEEi
Performance Taking selfies Editing selfies Sharing selfies
WHCHIA Wk BRI 1 [ Gt AL AR AT AR (5 55)
Platform Tourism attractions App Social media (eg. WeChat)
iR Bl A TE [ EHEICUN (el
Travel story Create the story Tell the story Spread the story
(RN Y RiLHT gt NS AT IS
Key points Attractions Oneself Oneself connected with attractions and others
wain Bz, R AE AR FRAL T & B AR ) Ty HHE A
Narrative I want to take selfies right now, right here! I want to be more unique. How do I look?See where I am!

TA R R



=T $E3385 2018FH12H

Tourism Tribune  Vol. 33 No. 12, 2018

R2 RFEEREROEFSH

Tab. 2 Factor analysis of desired travel selfie benefits

[HFFIBI Factors and items

TRRIEN T-20 4T EFA Loadings

YoUFM:H 43 #T CFA Loadings

115 BAKEE Emotional experience

TR E AN T BN RAF I

Keeping good memories

il SR EP RS b Y NS E 2

Experience beautiful things

EE (SN E=RYSuEe N Yl dSe I B
Choosing background with fewer tourists

iR F A B S AR i R AR

Focus on uniqueness of tourism scenery
HIAMAEIC S A C BRI 2L

Recoding travel routes

40 R BERHL 2 AR R 5

Capturing unforgettable experience

2.BH 7R Self-presentation

5 OGTE A SR L, G AR A B
Concerning self-image more than background
FUCTE FIAAM AR PR k) 215

Prefer to show exaggerate face expression
EUTIR Rric s H TR 9.0

Prefer to recording feeling while traveling

FIARS , 2R R R A AT R
Try to present the best of self with scenery background
FUCHI I B SRR AR 1 4R 1

Prefer editing travel selfies with App

3.4t £ %1 Social bonding

A RRAR S s 1 LIS T A AR R
Show one’s travel to famous attractions

e 1 FA N AR ) B RS PR UL

Travel selfies usually contain significant landscape
JRUF FAAI S 5 R S FE R AR A B R
Sharing selfies and gaining likes improve one’s social

relation with friends and relatives
454E4R Eigenvalue

FHE#TEE Variance explained (%)
{5 Z# Cronbach’a

0.76

0.74

0.69

0.68

0.64

3.12
22.30
0.83

0.94
0.80
0.75
0.68
0.81
0.98
0.71 0.91
0.67 0.77
0.66 0.95
0.63 0.94
0.62 0.78
0.82 0.92
0.76 0.86
0.59 0.90
2.62 233
18.75 16.65
0.74 0.74

TR R EF T FATE. IWERRFoMAEARA S1(N=183) , Bif it B F A7 A A % S2(N=183) .

A STV NE (DN i & S IONEWN i S | L B €
XF AT BRI TR SR 1R, W25 A v
B0 R0 5 A1 ) PR 378 7 SR S AE 1) S0, 1
LERSE PRI TR 2 5 1 [ PR AR 0 TP X A 2
SRR IR [0 5 R oM ikl A A7 KA
3ANHERERI IO W, PRI 4.
3.3.1  AMHFBORIT A AR AR R A S

ENPE G0 TR R B A7 15 IR 30 75 5K

=7

SR M, 15 4 Fe e e R g . B
ANTKRGESR A R (A BRI R Y, X
e RAIE SR A AL 2 5 A Femy O i 5 7R
SRR I Y 2, T ARG s, e
AT, BN R AR S 5 PR R 3l 49 R A
e AL DL i 9 A T e T I ARAT R 1 A
5, HETA ] RESRAT G R AR RS . 29Tk
AP A B A S i = o e P RS S TR T
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Tab. 3 Results for stepwise regression analysis

- B Aebrififb REL bRt R 5L
e H 22 Unstandardized coefficients  Standardized coefficients ¢ I E Sig.
DV v TESlg
B Std. Error Beta

i AR 55 B M Agreeableness 0.201 0.043 0.264 4.665 0.000
Emotional experience 22 45 #4: Openness to experiences 0.152 0.040 0.201 3819 0.000
1% 4% %E P Emotional stability -0.124 0.044 -0.159 -2.796 0.005
EEi9E%N A A1 Extroversion 0.166 0.034 0.244 4.892 0.000
Self-presentation f 4575 M Emotional stability -0.193 0.044 -0.218 ~4360  0.000
AR s A1t Extroversion 0.139 0.035 0.200 3.924 0.000
Social bonding ZEWFFHCE Openness to experiences  0.105 0.043 0.124 2439 0015

FOR ROR £ S s N=366.

F4 KEAEIHREBAE RO
Tab. 4 The effect of Big—Five personality traits on desired travel selfie benefits

Jig i F1FA5 5K Desired travel selfie benefits

KA Big-Five J2U 1 Level 1 J2UK2 Level 2 JZU3 Level 3
% B4 56; Emotional experience H & JE/R Self-presentation #2354 Social bonding
BLAME: (Agreeableness ) + O O
2288 FF 7 (Openness to experiences ) + O +
At (Extraversion ) 0 + .
15458 M (Emotional stability ) - - O
R3¢ (Conscientiousness ) O O O

FA R EHHE, L P+RATEAH R, - LT a¥nm, 0 ATEHh,

HFE TR 244 L [0, & 2050 1 B0 ik Ui
H OB IR T SR A B AL o 5 2 e MR X1 Jk
RIS = A B M RS o T 4 R I AN RRUE )
N 2 5 sl AT 5 5y 5% 3] 52 - it i =5 0 1) 38
KL BIECAHA T . BN, 1B 45 A FeE I ATE FA
H ) I IR IR T SR e 2
332 NASFEBUNIRIE F 40 A TR T5 2K 520
ik AR A B R T R 2 w5 Ah M G
ke e o AR AR T AN HE 5
PRI A0 A A TR R B A% o 3l a2 ) 3R A S
ik, AR BN T R 3 B BT X4k 5 A B i 9 P
VHE  WFFE 45 5 R 5 A ) P i A PR T T ik 1)
H IR ER TR, 5ASCIF R 5 R —2. B8R
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Dimensions of Desired Travel Selfie Benefits Explained by Personality Traits

YIN Zhangxin'?, XIA Zancai'
(1. College of Tourism, Hunan Normal University, Changsha 410081, China;
2. Business School, Hunan First Normal College, Changsha 410205, China)

Abstract: Taking travel selfies has become a ritualistic practice among tourists in recent years. Travel
selfies are characterized by tourists taking photos of themselves with mobile devices, such as
smartphones or webcams, especially for sharing via online social media. Therefore, they are a good
way for tourists to generate, convey, and share their travel experiences and memories. Taking and
sharing travel selfies has received attention from the academic and business sectors alike. Previous
research has been mainly based on dark personality traits and concluded that persons with narcissistic
personalities tend to take selfies. These studies ignored specific contexts; therefore, their conclusions do
not match tourism scenarios. Tourists cannot be judged by the normal values of being in a usual
environment or familiar circumstance because they are in a so- called “unusual environment” and
unfamiliar circumstances. Tourists’ selfie- taking behavior should not be analyzed by only a single
dimension of personality traits, such as narcissism; it can also be explored by a personality trait theory
with multiple dimensions. The purpose of this study is to use a mixed-methods approach to explore the
concept of travel selfie benefits sought by tourists to enable a better understanding about travel selfie-
taking behavior and the effects of personality traits on the desired benefits based on the “Big Five”
personality traits theory. An open-ended questionnaire survey was used to produce a pool of items,
which was followed by a multistage development study. Thus, a 20-item initial scale of desired travel
selfie benefits was developed. An empirical evaluation of the developed instrument was undertaken
using a 5-point Likert scale to measure the desired travel selfie benefits. Exploration factor analysis was
conducted to identify the instrument” s dimensions, followed by confirmatory factor analysis to verify
the structure of these dimensions. Stepwise regression was conducted to study the effect of personality
traits on the desired travel selfie benefits. The study sample comprised Chinese travelers aged between
20 and 39 years who had shared their travel selfies on online social media in the last 12 months. This
age group is believed to be more willing to take and share travel selfies. The results show that: (1)
emotional experience, self-presentation, and social bonding are three dimensions of desired travel selfie
benefits; (2) agreeableness and openness to experiences have a positive effect on emotional experience
while emotional stability has a negative effect; (3) extroversion is positive for self-presentation while
emotional stability is negative; (4) extroversion and openness to experiences have a positive effect on
social bonding; and (5) conscientiousness has no effect on three dimensions. These results suggest that
the desired travel selfie benefits instrument is a multidimensional construct including dimensions from
internal experience to external social relationship pursuits. Tourists with different personal traits tend to
seek different travel selfie benefits, which results in the diversity of travel selfie behavior. This study
suggests different management implications to help tourism practitioners successfully promote their
destinations by providing opportunities for selfie-taking and -sharing.

Keywords: travel selfie; Big Five personality traits; gaze; self-presentation; social media
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