hEEEFERYTE

ZHONGQINGNIAN JINGJIXUEJIA WENKU

el 1 M3 R A %
HiF R0 S HFREME RO
LA o

AL/ & .

LUYOU MUDIDI XINGXIANG DUI YOUKE TUIJIAN YIYUAN
ZHIFU YIYUAN DE YINGXIANG
YI HANGZHOU WEILI

@%?Fﬂahﬂjmiﬁ:

onomic Science Pr



o,

f+li!ilt

B HE R
ﬂ!-l'?'ﬂ AR R AL




FHELFFRLA

ik H B RN E
& A &

25 R F R A



EEEESE (CIP) XiE

Hed H 8 iE ST R EE . RS
LAFLM A6/ Stk E . —JUT. SRl iR,
2010. 9

(PEERTEZRIE)

ISBN 978 -7 -5058 ~9662 -8

I. Ok 0.0 0. Ol -BR - B
IV. DF590

o B R A B 43 4R CIP 3BT (2010) 57 134541 5

HEHE: ®iGn
TAER . TEE
kit RANE
BAR%%E: B X

RiEBMNE R REEEERR.
XEAEERZME: L6l
tHitE E
SPFRFEHBAEE R, KT FieBIESHE
fhhb: AETHB X EREF 285 #i4: 100142
ERARAEIE. 88191217 &ATERHLIE: 88191540
IX—X];{_:]J:: WWW. €sp. com. cn
TR . esp@ esp. com. cn
[ AR B ENRI T N
880 x 1230 32 FF 10 Eig¢ 260000 =
2010 4F9 A4 1 AR 2010 4E9 B4 1 Y ERRI
ISBN 978 ~7 ~5058 - 9662 -8 Effi: 24.00 75
(EBHIMENREE, &itfhFiAHKk)

(R E BEH®R)



f%—‘

HRER T WAL FMRTEHIR, FRAIMESF, K+28
AR T o KA B ZE L E AR T,
AL R AT H S Rk — AR

AREE L ZRNE - DREEELT N B LA E, LREFT
RFWE-NIRBEERL VW E IR E, F—, BEA "L
2%k, @H “EK 2E, FEE—-, RFH, 4R “ALE",
RAFXE TN TERE—, —VHEAXET s, AW
AWEBE, RERE, REAFFHRM LB, X&, AR LT
THEHLEALTHRA, ER-ATWRIHNE K,

KEWAEE, BAARAEE LN, REEZEA 10 £H D
WEELEVHELERT, BRTREAAFNEEER L, 28
HHEELZRMRC, FHETUERERELEHR F kN £
MY, FERBEEEFTRFAERNET AR IR,

WEEY, AENIRTHERE - REBEAARE, AL
EWERFEIN, AREHREBHTRT, SRIONER G £
R%, BAALE, #2F, ET%N, EXFEACAS AN
HiER, REBRRETRNARGFZLS R, HRNE, HEHH
&Y 8 CHTRRAE, #AT%%MEQ%%EWE

FaMith, RAZAT EAEEEE L HAT

. ANEE, %%Eﬁ%ﬁkmﬁﬂ%, %%ﬁ%k%%

zE%% KRZFFIA, THNEH, BB, MHEEZ,
1 -



RiFE BB HERERE. INEENEmR: DM AE

XNEW, RETHptsRE, AEHFHE,

ZLRE, REFTE, ARELEEEFCHNA, TihRit
TR, ARTERFARES, BALYFE, S THEAFERE, REZ
FRHEET, HRERHAT, AAFTRAFES,

=, AARHE, £hRE, ARARTIANCEEET RBFEH
ROHH, CEREARBEEFNRNFTREN GBI AN
BB, EMAFERECWERSESD, EEEOHY, EEIA
R SFER HIT,

BRALEE LB LS XY, HETURERE:

—  METHRECELREERARTEAETHIN LB,
TER, REWT. BEBAEARKBFETL, BEETopMkits
TEEOHRELE, LR HAXERRE SRR EITEITE, ¥
HABIHFREFAA TR FENTE

ZVEHREY, ARAEB L EAEEE, BHF. H2FNR
ZHBHpEHFHAR, UEMRMERBEENMEEZFEFELD
WHE, AR TBEATHHARZAR, EZR LEHNTHXHAR
Bl, EEBRENANBOTRBEENRTBEZ R ITEEERBETHE
i

FEHVINE, ZUTHORETEERAEFSZRPRELNRK
R, SARANEBBFWELWHZENS LA L4, #0602E MM
MAFWES—REAEFALRFNE R, ARAEE LHFE
EEHEL, BULFREE I NN ERLEFOHR, LEXH
BRHRUNERFFLNAZNUAERA, F2FEFHRER,

PAHAEH LW LT FA R X R —KGFH, LR KFEETELE
#H.HRE ., PAEBWANSE ., RAEE, EH(—-E&8A
FHRBEHR, $MEFHTRE CWAR . THRIKE,

Bz, HRA LI HE I XU XE BB ATHE L #4
B, HEL R XHAR N AL UEEFAFAHE LR, LRI
2.



3

h, HIATTREHE LR BAEERES. REE, AL
AW EEUEHAELERSET, —E2H&ERK, BF, £HE,
wERE,

TR
2010 45 A 13 B FHrk FELBRE



W =

EHRELRELEOESR, BENTALIRRRENRE,
BERBAFAEEE NN, FERRATESNHER, HiREH
Wity KBS REETERER. MASVHEETANER, #E
FRFEERTE, CEFERPNERMHER/ T HRE. REULH
HEER, HKEENRBERABETH BB HALLHAHFR
o AFEUKBENRBEATINE, BF “REEHAPE
SHRB/AFESATHER” UR “REENRFEZ RN E—
R/ FHEETHER WEBEE, AREUEHRAREMT
EERE, RETAFARNBRAMENRLOELEE, SFEH
SPSS11.5, AMOS7.0 % % # 4 it # #F 24 & 34 15 % 8 & Fr ik 17
AEHIE, HERRAATRE, UWHFRREE WD EEE T
HE. FHRE, RERE, INBEHYHURBLHINE/E
B E/ ARMELHE, AHE, RETRAINERN B W,
AHWEEARTE R T

(1) BB EUETF N T &, ARBEINAP RN A £
o, RRRR, BRSAXEN, RKEXR, 2F 50425k W
., RESEANEE, BNATRAK., BAXIHMET B4
MG, AFRBLMT, #H— S RIRFENADE N L4
BEXah¥mBEZPRERE, LF, B, KERE, BAEA
XEW, RETHEIBHEE, ENXBEWTHERRNYH;
MRBERE, BFEGHLRERE, WHTHEIHREEE, ENSHE
AT LF R A BN, (B R R R S

(2) A THRFENHATIZEERENHE, THERTHE

.1 -



W BRI EREEE XM EEABE: DM 5

EtEmyatEl. RdFRLIA, BR. KRER. BR5AX
U, RERE, ZFEHRRRE, WY AEXHEEHAEEY
RAMER, AT HEEHHLEN AR BER,;, EIAVREEF,
RERE, ZHFEHRRE, WARBEEETE, XAERAHEE
WA MBEER, ERNERX=NEERLHE. Al ESHEE
ER, AAERNREYHE, RACNHBERRE, ITERY
REMAABMATO, AAHREER; THRRESR, BHEA
XEA. REXNEERR, XHERARFHREER, LH8K,
RHEA, BAEAXRN, AEMBEZR, XAEEW LA
KEBRAL WA FRATO, AL HHER.

(3) #MTHRFEN R Z A EL T TNE, FRENE.
KA ENE R R BREFELN, SHEHANKEE AT R
REH2HHRNE, FRME, ARNMEFRBBRIEER, K
BER, GHREHLQERARZIHE. FRNEFEEFN A @
Wi EFERHEREASGARNERLENG AV HER; BHRK
MNERNEHDENRAER, THANE, ARNEEALEN
B MARER, BRASAXER., Wi, AESHRINE, &
ROME, AARMES T EF W RIAEA,

(4) AT HLANME, FREANE, ARNEEHFE., THE.
HHEER, INERZEANERXR, REABLIMEABRIETHR
Wl FERMESHERROABRAXR, EARIELRNESY
WE, ARBRANERZENX R, ARELA, HXNE. A
R EA#HE, RERR, XAREHAEFNRBER, HTH
BAREOWZHER, TEENENIEEAEENRAEER, &
THBEARAWEHER, HRERE, INBRREULFAEEE N
2

(5) AT#HAME, FRNERARNEAKRBEL L L%
EE#E. THE, #EERRINERIEAREAATNMER, U
W ARG RIER N EEREENRBEEBEEAHEREZ
. 2.



w =

B EAER, KREIMTREEN R EZEEERLIH XN
B, FRNE. ARNEMSBREHRE. THE, #EER. XAE
BHRESHER, FERA, #XMEERRNESR, BHEAX
ER, RBEXE, ZFEHCKE. WY, ABEHE. THE.
HEER, AINERZEARA TN RER,; BROMBEEER, &K
WS, BRASAXEYN, REFELR, 2 S54SR, WH. A
HE#E. THEZHEI M RER; ARANEAKRRER,
BAGAXEUN, EF5HLEAE. W, AESHE. THE,
RERR, INERZHAEE TN ERER, RIFEWRTRER
IRABALHZNE, HRME. ARMEXHE, FHE, #EE
B, XABRERFEENENTHER, THBIEECTALENY
WA A, BAEET, REXE, SFSHARE. B
HEER, INERWNEARMXRAEEETO, ARLKREHER,
B, KRBRAE, AASAXER., AEXNHEER, XA ERY
RBEMEXRAHAEMAFZETO, KIAHBBHEA,

(6) kBTHE, FTHEARZEER, XHERZHHH N
fER. AARRIETHENREER ., XHERHARANRHANE
A, THEAEEER. INERARFN A mmEM. i,
FHRAANFRABEFEERL, LA ERNYHRAHFENH HE
K, R#t—FUAHREGTHEEZANTEANEE ., BE 21
B, BEER, AAERGEELTHE, BEAPRA L oHEXMER
BRE., INERA A,

(7) @M THEEADEITFHAURBERAARSE, BEX
BEFFMAINE, BRERME, ARNE, HE, FTHE. #E
EERIANERHEHN. OTEWNFINREFMAEREZENERR
%, HHBRAME RN TH, EFHKRKEE MBI ER
HME, HE. THEROTAEERNYNER, AFRKBEENE
#®.oME L BN HERE, B RMAE. BER$E. HiES
REEABHEE, M TEAFNREMELTENDHHER, o

.3



PR BRI R HFERERR. TEEHABE: LIRMN R

RER, FENGFHRNZRSAHINME, HE, THEFELEE
BH; BEBNHEF S LME, FAME. ARME. *
BAFRREHERRFLEZY N, BERLYZ R LH
BEFERERY; BEXMRENZRALARERF L LEH;
BEEMMEGRENZR LA ME. ARNME, HEREE
BEFAELREYH; NEHBIANZRAH A HEFLEH
® o

AFRFREAGEATRFE T HFEE UL LER, WHES
RBEEHHEREA O FEREN. RE, HHTHFRFHT
B, FRUTEEHREN



Abstract

With the rapid development of tourism industries nowadays, more
and more researchers have paid attention to tourist behaviors, The rec-
ommendation and consumption behaviors of tourists will have positive
effect to tourism destinations development. And the factors which affect
tourist behaviors not only include tourism destination image, but also in-
clude perceived value and satisfaction/dissatisfaction. According to prior
research, it needed to do further research on the effect of tourism desti-
nation image on tourist behaviors in-depth. From the tourism destination
image perspective, this study proposed a series of hypotheses and two
competitive theoretical models based on summarized progesses and insuf-
ficiencies of previous researches. Following the logical ways of “tourism
destination image — satisfaction/dissatisfaction — behaviors intentions”
and “tourism destination image— perceived value—satisfaction/dissatis-

faction— behaviors intentions” , and multi-statistical softwares such as

b

SPSS11.5 & AMOS7.0 were used to analysis datum which acquired
through questionnaires, then tested the theoretical models. The purpose
of this research is to explore the direct effects of image factors on satis-
faction/ dissatisfaction & behavior intentions and the effects of image fac-
tors on satisfaction/dissatisfaction & behavior intentions through per-
ceived value. The main findings were as follows:

(1) The research divided tourism destination image into seven im-

age factors including bite & sup, nature & culture attractions, recrea-
.1 -
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tion, tourism transport, economics and social development, shopping,
atmosphere by exploring factor method, and the seven image dimensions
from different angles reflect destination image characteristics. The re-
search divided the seven image dimension into motivator factors and hy-
giene factors in-depth, and bite & sup, recreation, nature & culture at-
tractions, atmosphere are motivator factors which can inspire tourists’ be-
haviers, but tounism transport, economics & social development, shop-
ping are hygiene factors which can’t inspire tourists’ behaviors but they
are indispensability in tourism.

(2) The direct effects of image factors on satisfaction, dissatisfac-
tion and behavior intentions were analyzed. The seven factors include
bite & sup, recreation, nature & culture attractions, tourism transport,
economic & social development, shopping and atmosphere, which had
positive effect on satisfaction and negative effect to dissatisfaction. Three
factors including tourism transport, economic & social development,
shopping had negative effect on recommendation intention and willing-
ness to pay, and three image factors also had indirect effect on intention
to recommend and willingness 1o pay more by passing satisfaction, dis-
satisfaction, and the whole correlation coefficient tend to become zero,
which embodied hygiene effects. But four image factors including recrea-
tion, nature & culture attractions, atmospheres had direct positive effect
directly, and the whole correlation coefficient of bite & sup, recreation,
nature & culture attractions, atmosphere with intention to recommend
and willingness to pay more were positive, which embodied motivation
effects.

(3) The research analyzed the relationships between image factors
and social value, emotion value and epistemic value, and result showed
not all of image factors had positive effect on perceived value. Tourism

transport, economic & social development has negative effect on social
.2 .
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value and emotion value, and economic & social development also had
negative effect on epistemic value. Bite & sup had positive effect on
emotion value, but hadn’t significant effect on social value and epistemic
value, and all the other image factors had positive effect on social value,
emotion value and epistemic value.

(4) The relationships of social value, emotion value, epistemic
value with satisfaction, dissatisfaction, intention to recommend and will-
ingness to pay more were analyzed. Although some researches analyzed
the relationship between social value, emotion value to satisfaction, dis-
satisfaction and behaviors, the relationship between epistemic value and
behaviors were not tested. The reseatch analyzed the relationship of so-
cial value, emotion value, epistemic value with satisfaction, dissatisfac-
tion, intention to recommend and willingness to pay more, and found so-
cial value and epistemic value had positive effect on satisfaction, inten-
tion to recommend and willingness to pay more and have negative effect
on dissatisfaction. What more, emotion value only had positive effect on
satisfaction, and had negative effect on dissatisfaction, but had no signif-
icant effect on intention to recommend and willingness to pay more.

(5) The mediation effects of social value, emotion value and epi-
stemic value between image factors with satisfaction/ dissatisfaction and
behavior intentions were analyzed. The mediation effects of perceived val-
ue between tourism destination image and tourists’ behavior intentions
hadn’t been proved in previous researches. The study analyzed the seven
dimensions of tourism destination image indirect affect satisfaction, dis-
satisfaction, intention to recommend and willingness to pay more through
social value, emotion value and epistemic value. It was found social val-
ue was a mediation factor between recreation, nature & culture attrac-
tions , tourism transport, economic and social development, shopping at-
mosphere with satisfaction, dissatisfaction, intention to recommend and

.3
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willingness to pay. Emotion value played the mediation role between bite
& sup, recreation, nature & culture attractions, tourism transport, eco-
nomic & social development, shopping, atmosphere with satisfaction and
dissatisfaction. Epistemic value played the mediation role between rec-
reation, nature & culture aitractions, economic & social development,
shopping, atmosphere with satisfaction, dissatisfaction, intention to rec-
ommend, willingness to pay more. The image factors not only had indi-
rect effect on satisfaction, dissatisfaction, intention to recommend and
willingness to pay more, but some factors also had direct effect on these
dependent variables. Moreover, the whole correlation coefficient of three
hygiene factors with intention to recommend and willingness to pay more
tend to become zero, which embodied hygiene effects, and the whole
correlation coefficient of motivation factors with intention to recommend
and willingness to pay more were positive, which embodied motivation
effects.

(6) The effects of satisfaction, dissatisfaction on intention to rec-
ommend and willingness to pay more were compared. 1t was proved that
satisfaction had significant and positive effect on intention to recommend
and willingness to pay more, and it was found dissatisfaction had signifi-
cant and negative effect on intention to recommend and willingness to pay
more. Besides, the effect of dissatisfaction on intention to recommend
and willingness to pay more was less weak than satisfaction, which
means satisfaction and dissatisfaction were two different dimensions. If
tourisis feel dissatisfaction, intention to recommend and willingness to
pay more will be declined, but its effect was less weak than satisfaction
effect.

(7) The effect of tourists’ demography characteristics and times to
Hangzhou, stay days in Hangzhou on social value, emotion value, epi-

stemic value, satisfaction, dissatisfaction, recommendation intention and
o4 -
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willingness to pay more were analyzed. As there are many factors influc-
ing the mediator and dependent variables, in order to exclude interfer-
ence by other factors and cobserve how tourism destination image affects
tourists’ perceived value, satisfaction, dissatisfaction and behavior inten-
tions, the research took tourists’ age, gender, income, education, occu-
pation, times to Hangzhou, stay dyas in Hangzhou and way of out travel-
ling as control variables, and analyzed thesed variables’ effect on the
mediator variables and the dependent varibles. The result showed that,
the difference of tourists’ age had significant effect on social value, satis-
faction and dissatisfaction. The difference of tourists’ income had signifi-
cant effect on social value, emotion value, epistemic value, satisfaction,
dissatisfaction and intention to recommend. The difference of tourists’ oc-
cupation had significant effect on social value. The difference of times to
Hangzhou of tourists had significant effect on willingness to pay
more. The difference of stay days of tourists had significant effect on so-
cial value, emotion value, satisfaction and intention to recommend. The
difference way of out travelling of tourists had significant effect on dissat-
isfaction,

The results of this study not only enriched tourism destination image
theory, but also had managerial implications for destination develop-
ment. Finally, the limitation of this study and some directons for future

research were discussed.
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