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This book is divided into 5 special topics,a total of 14 chapters.

(1) The basic problems and basic theories of tourism consumer behavior. This section is
discussed in Chapter 1 and Chapter 2 of this book.including the theoretical definition of the basic
concepts of tourism products, tourism consumption, tourism consumers and tourism consumer
behavior, and the theoretical sources and research methods of tourism consumer behavior, the
development history of tourism consumer behavior research to do a general,overall introduction.

(2) The impact of individual psychological factors on tourism consumer behavior. This section
is discussed in Chapter 3, Chapter 4, Chapter 5,Chapter 6 and Chapter 7 of this book. By explaining
the internal psychological factors such as motivation, perception, learning, attitude and personality,
the influence of these factors on tourism consumer behavior is analyzed.

(3) The impact of external environmental factors on tourism consumer behavior. In addition to
the impact of individual psychological factors,tourism consumer behavior is also affected by many
environmental factors. This section is discussed in Chapter 8., Chapter 9 and Chapter 10 of this
book. It mainly analyzes the impact of social group,social culture,and marketing mixed factors on
tourism consumer behavior.

(4) Tourism consumer tourism decision-making process. This section includes chapter 11 of



travel decision-making,chapter 12 of travel experience and chapter 13 of post-purchase behavior of
tourism consumer.

(5) The comparison of tourism consumer behavior, This section is discussed in Chapter 14 of
this book, which provides a comparative analysis of consumer behavior across different age, cross-

gender and cross-cultural contexts.
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