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L HEHE

TR IR — AN O BRI 0 R R A J3 A 00 7 A B RO 15 28 (Awverl], 1982) o Klein 45 (1998) fig i
CEORT — 1R A RS SCITE B AT I 5T TR, 4 T 2 R RO TR 2 T R G IR R AR Y
ZEH BOAEE TR R E FE 507 A 0 U BN 2%, B4 5 i 38 E e E PR i Sk

Klein 55 (1998) & B, {2 T e — D Bl &, i N 4E 1 . P Bos S &8s . P RUsHE
HY 007 S PR = Can v T 2 ) B A2 ont A7 30 ) 7 R FR A SR B RO 15 26 (Ang 45,2004 ) 3 5B JE T
[l Z [A] R 2255 3 S B A7 S 53 A7 S T 5 12 9 ( Ang 45,2004 ; Klein , 2002 ; Klein 45,1998 ) . Klein (2002 ) F
IR 13X — WL, 4R T P O A B T ™ — RO SR R o ] FRR H AR 1787 “ e i H
AT FN FAE IR H AT =AM I £ T4 2 WO W A R R SR AR B T A E AT 3 A AT (Riefler &
Diamantopoulos ,2007 ; 3 B 45 ,2014)

STV R O TE T B A RO N i ) SE ke SR B 52 ( Riefler & Diamantopoulos , 2007 5 55 2 £ 45,
2014) o M A TSR —FPEF XRS5 Y BT JR% , 28 2 300 o0 ok 17 30k 2 [ 52 10 7 ot 55 A5 1 e L
LTI, S EOE SR 10 AR T 9% 25 R 2 b 07 ) 5 ) 7 00 S T, K — 250 A9 B KR SR
BE5E 10 %45 ( Ettenson & Klein 2005 ; Klein, 2002 ; Klein % 1998 ; Lee & Lee,2013) . {f 51 B0 & . 1 78 4
BT B W SE 22 0], SRS i R B T i PR B /AR T (SR B 55,2014 ) |, 33k BB T 28 35 1E T
5 B 5357 A RO 2 T BEAS S I S ] 7 i, AEL At b %ok 32 17 o B8 A IS 25 DAL gL it ( Funk 45
2009 ; Klein 2002 ; Klein 25,1998 ; Maher & Mady,2010) ,

| 5 e 1 o () B (s, 2015 4R it I 72 b X P [l GDP 12545 STk R 10% o e 7 2 — b 4 3ok i =
B B (PRI R A5, 2016) o SR, 4R F A 2 25 TR0 T 2 0 R T . 1) 1) 52 W) 8 F 5 A0 XU B A
2014 4F & AR 1« T R BEFEAE" A AU, T 25 3H P8 S0 BT 38 i AL BRAG A 430 T A A JEL, 5 R AP E & A
TV AR AL N IR R ACTE N, 345 11 e B R VO B R ARG Bl . B A X — R A,
H I 2 b T R DU M R T A A DI o 90 Eh R VY S AR, Eh i A 2 3 T A b R AT AT O b
RPGIRF . T3 A ARG, B2 fdt 2014 47 b Ih e 7 S i it 1Y) v [ e 2 B ek 80 T34, ok P4 I jik i
24 80 ACTE AR . et ,2012 4 H A SEA) By 5 | b BN RO H A B s ZUHOE , 250K
UKAEZ ke H 2 I s (ARG AL 5 ) 9 4k e, X PEARFE IS H SCHlolt, kR 205 B A i, hE 2 1
LYoy R R BT o PRAaE 10 By S A v (R i 25 6k HOR i — 9% T30 ,2012 48 11 A rh [EE % 6k H ik il
NIK IR EL BRI 44% |, H ARV 5632 4 2 T RERE L 2011 4F HAR KRR . iR BUG 8 WANEE | [R5 2 [R] 1)
MhIER | T8 B WO , X AT R [ G2 A iR 1L 67 T 15 R 28 3 B R Vi DR SR AR A 4 52 ma 7 A S B X
CHEA T i SEUE AR 3 (382 B4 ,2016)

TR, R b O B AP AT f T R (55 R g, o [ 25k HOMR Y A0 R BB s o X SR B,
A e AT HAth PR 2R feff v 2 6 H A 7 A T TR I8, LI TR JEROGT R U . 1) 1 5 il 8 o £ TR J% . HAR I 28
AR H B HIE R (Lonely Planet, 2015 ) 5 [EZJE 4 ( FutureBrand ,2014 ) J2& #2520 K R

2. HWHIES:

H B I G248 AT B 15 & ARTE FEN G Y S (Kotler %5 ,1993) 434G 5 |9 IR 55
Tt | BELRS AN 5 R S 4R B2 (oK 55,2015 ) . HIHE RO FERT IS, B AT TS ( ERAE &
19,2007) o SIS AR S 5 1 B S (Hoyer & Maclnnis, 2010) o3&tk H 1B
SR 73 AT H B9 52 5 1 R B I 4 (Agapito 45,2013 ; Martin 45,2008 ; Qu 25,2011 ; 5K 7 g £
F,2011) , AESEIRER TINVATH IR 5158 H B HIE S Z [ 0C & (Lin 45,2007 ) , DL K25 %5 1F 2%
DR i) e [R] 52 e ( Agapito 45,2013 ; Gartner, 1993 ; Whang 45 ,2016)
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Lin 55 (2017 ) &5 T H B 9 I 42 515 18 H 1 1B S0 % B 0 H w47 % S Ve, TR A 56 T 7
SRCORFEIZETIAYG H A (FSRA H BIHL R B H R R AR Z ] AR E AL R R e . ST R R,
AT E A HIE G52 i Ik H A i 52, W8 L [R]2 me Be A (0 % 42, B4R H 9 % 4 S 252 i e % 1 |
(R A o SRTAT, DA H P 52 515 8% I HE 22 00 S5 B2 F AR 10 B /9 b T & 1 E %) b R 3 788 [l
ZIRPEARF . BARTTF X A 2R B 4 H, 15 8% E Y G0 A B 1 #5052 0 AS 58255 6T & 1
H L, R VE FAHLHD SRR 0 5 %t A I, T B G i 42515 8 B A b TE G2 0952 i A B 25, A0 B Y
Hu T G X5 AR H A HUE R0 52 A 2% . Gartner (1993) 48 i, A1 H B HITE S 15 8% H (19 b IE 5 1 2 50
H BT G025 JZ P SR (R BAT S HR s5 HE 4 T SRR 36 5 Agapito 45 (2013 ) 3 ik [A) 45 1 A SCUE A9 125, 36
WET Gartner(1993) (X0 &5, B - D0 H (4 1P G aof v A28 55 Ik 5 A b G2 ()52 w230 H i B % (HE
1] TR TH R E i 1] ) s Whang 55 (2016 ) feff 1 5] 45 98 A 325 , 43 31 T 1) v 90t 25 55 R 5 S0 e 2 a4 7 4
A JF R T I B3 1 B I e R 1 85 SO IS . RS & B0, A B B I s i i 12k B I O 52, W & 3L )
R B P S [R5 B S 4 550k B 0 Gt — 2B R m i i m . SR, R R FH AL
AR E R % Z AR 22 5 o BRI & 6 TP B, DA B A HUE G0 B4R B /B 2200 53 i A
2 IR IER E A M G X il Ui 5 1) S Tt A 5 T AR W R, AR B

SR, L ARBIFG A A AR RS8R 52 Rl e 2 BE Lt o AR SCOG I 2 38 X 5 B A b 0 155 J8% (15
BEH IS ) | 3R B R IR T 2 3 %% H 09 b A0 GAENE (b IE 42 ) 7 B35 Wil g — 25 52
SR U 1) 7 3k B [ R R

3. HEEL

I G S48 AR W A B R 015 & 5 ENA A ER (Kotler & Gertner,2002) , (5 BUIE (25 i
S SR SELEE (Fetscherin, 2010 ;Martin & Eroglu,1993) o 5 H BB R, FE T AL, {1
6t ERIE LA P71 N E RIS 515 IR E ZKIE 4 (Li 48,2014 Roth & Diamantopoulos, 2009 ; Wang
4 2012) .

INHE ZOE G216 T P X A E R 5 & (Li 45,2014 o FLRROAITSE 20T AN 1 5008 G0 1H 2
SRR 520 ( Peterson & Jolibert, 1995 ), A Ay 11 9% 285 % — 1 [5G 4 B AR DA 01532 mil b/ el AT 0T >k
2 [ B 77 BB ( Verlegh & Steenkamp,1999) 34/ ( Houbl, 1996 ) 75 )& ( Darling & Puetz,2002 ) F1 1y 3L &
] (A—%7 FhEHE,2013) 45 FF R Z R )5 R0 ( Roth & Romeo 1992 ; F i (45,2007 )

15 1R Y G2 S 8 T B 3 X A 1 R 15 ek S (L 45,2014 ) o I JLAR, 228 AT 1T 4R OG0 T IA 0 [
FICG 5155 IR G G0 % 7 i W S PSR I L[R2 i . Wang 45 (2012) tA Dk, I 5O0E 4 5 1% gk
FICGZIEARIN . W9, N E GE G515 8% ] G208 G X501 2 5 W) 3K 58 1) A AN ) B9 52 i), 17 &5 38 ok 7™
s G (]2 e 2 3 WA SR ), 5 kS T S 2 e g 2 B W SR B m) . Li 55(2014) 1Ak, 4K
TR AT RV SE 5 AR50 W SE ], R S8 G2 5515 IR ) ST G X6 1 2 3 107 A PPAY 5 W S 38 [ 114 52 il 2
ANV FFE I, 1R GRTE G R i % 25 W) I 3 1) 1) 5 T 52 B B 447 i B 22 5 2800 7 OB 2 i h A fE R . B
PRI, NS M SR SR AR B G S, A0 [ 2 0E G2 5% 28000 7™ 1 G2 10 5% i 2 52 BB AR ™  E B 1 58 4
HRAVE T 5 A 24 T 23 A A 06 g SIS 2 B g S s 1% IR R 42 4 B 2R 50 7= i JE 4L . Costa
452016 ) $ FKIE L8050 N E KB & 55 IRE ZIE L MR I3 — P N i E 8 4508 5 1
S E FIE S LSS NAHRI E I L P . B8 &8, N ERIE R 515 R E KIS0 4
At VP S MR RN ] 4, EL 3R S0 PR 7 it 200 (AR il (S IR 7 i (E BB ) AN TR] T 5

LEAORE B SRR 2R TE i I E A 5 B8 B P S IE ST U0, 43 R 2R B 1 T 52 06 1 21 34 il
WF LA 3 e D SR RS, LA % R SR G2 X % 2 7 5 W SR 58 (4 B 1) ( Zeugner-Roth & Zabkar 2015 ; 3§
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55,2015 ) o B ABISEAE H I G245 6 5 G 00 58 ST 58 0080, $R 28 W1 X 9 2 i e A 3t B 4 ke
REIEFER W A EOTTEAE L B T HBHIE R, BSO8R RIRE R0 11 2% 5 ik iy F A 0E £% P 5K (Elliot 55,
2011 ;Zhang 55,2016 ; 5K M A, 2011) o T4, 11 9% 0 54> H A O T 8 (I I L B2 40) 2
SR TH S R E AR A GARE ZOE R ) 7 ISR 2

—BEREMEMRRIE

F T RS IR E BB S I LI, A5 S5 A ABC S BEAR R (the ABC model of attitudes) , ABC Z5
Y (Solomon , 2015 ) #4813 111 #% AYIAKRN AFIEANAT o (CREm) ) Z IR SC 2R o AR AR T 9% 5 0 It — 2 B %)
ZIFREA NG & TERGRTE I 9B RZAS B R . 170 (R W) 248 T8 9% 8 62 A B X R R MU 7 80
R A B PRTT S o Solomon (2015 ) 41 H 2 RN K AR 2111 2 8 HEAT AN [R] S AL A TR SR (Ao > R A
RV 280 I, A A AT () Z AR R DG &

PREE T J2 I NG AT R (REI)) o ARt 2] )2 AR BT 9% 5 0 SRS SR 2 i BE A A, A
B i ($8 9 255 ,2015) (MSKIRAS (TRIRAE 2015 ) FIF-HL(WEANSE ,2008) 45, 1596, IH v &) 2 A8 4R 15
BT A CXF A2 1E 7 Z M IA s R, At/ W 25 0P 45 A 83 0 T T LA XT84 25 T R i ik sz
(B s, /b T8 A O e B RN AL T 22 (AT M) .

A NZL N AT R AF IR RS AR BRI 2 5 R BT 5 (8 A A BE 8K, iy Sk ki 5 H
FH A (4555 ,2012) o T B8 — TP R IF A B OR8> 28 18 U7 58 B SR B LF , T2 78 X0 2% 45 1 T 3R AX
HAA R T GAF) B0 T BUSGH JeR (F7o0) | TR SE SRS 2 5 AT AN 5 852 (1§26

RIS JZ G AT I RIS JZ GBI 2T 2 5 W 3K =2 SR B 7 it (A AR oK ot 5 £0T0 55 ) I (5K 4L
2 5k 4i,2010) ARADIREBGE, M2 UE A C B9 S0 T W SE P . I SE Akt it s T 2% — JF IR 4t
BAFGIET AN T e AR Ry Fe s bttt gk g b 2 — iR 18 OUHE A i 53 i s (%) , AT
AT SR 5K (1128 , Z S5 A TE BOZ @t A (e RS TH O %) .

R BRI DR — Bl A AR (982 55 ,2015) , JEF ABC Z5EERIRL (Solomon , 2015 ) , H 2 & Y 1
SO AN 5472 B ) 2 [A] 0 26 FR FE L A MR T (X, 2012) o Y4T85 AR R F H 09 Hb e PR PRI, B
96, IH B 22 UK H Y #IE 4 (Lonely Planet,2015 ) 5\ K1 E 5 4 (FutureBrand , 2014 ) W54~ J7 T £ 57 4
O 258 B B I AT SR 5 At/ It 25 PPAN X 26 H (L, I8 BG5S 85 1 H 1 b A0 17 /86 (15 /8% H 14
W4 ) s BeJm At/ Wit ) F1E4% B O sy B a2 (L BERIE R ) o PR AR SCR R A i

H, 188 H B9 HIE SO B 508 42 5 S5 ik i 2 1) 2 18] 19 OC Rt th A A T

2 TR R HUE R AAS B B9 G5 iR 0] 22 [R] A9 5C Z /AR o

ﬁiﬂhf%?(ﬁ%%‘ﬁixﬂﬁ%%anﬂ’b&ﬁ%%ﬂ’]ﬁ’ﬂﬂ(Rleﬂer & Diamantopoulos, 2007 ; ZF U1 B2 5,
2014) o M PE TSR —FPEFXRR A S8 Y BT 155 JR%, 28 38 B A 0 ke T8 77 30k 2 [ 2 110 7 it 5 A HE e L
ZAHCHIASEE , B0 LB AR T 2% TR B 1] 52 e I 3K 2 1), 31X — 2518 © A5 B R i SEUEAIF T 1Y S8
(Ettenson & Klein,2005 ; Klein 2002 ; Klein %,1998 ;Lee & Lee,2013) . 2#F 1 —FF8 1, H v F B EE ®
EHE SR W) S 1] 3K R B M AN IR 7 A AT A VR T (SR B 45,2014 ) | 3X B T 9 X I [
AU 2 T REAN BE T I SO A 32 7 i, AELYS 2l 0 X A2 [ 7 it ) 3P AR A0 25 AL T 4L il ( Funk 45,
2009 ; Klein,2002 ;Klein 45,1998 ; Maher & Mady,2010) , Jif JiF f& — Fh 4R 50K 1 55 2 i 72 S B = (3083 B 4%,
2016) AR, A AT S SEEAG I 1 1F 9% 5 R R J 25 1 10 97 1) 52 ) ( 8 R 45, 2016) o HE T E
TG | P ARSI | AR SCHE - [ 5 2 [8] e A 9 57 | T 9l 3 R, 300V 9% 3 2 0 Tl i e %) 2 1) o

Mo PRI AR SCHR A i
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AL IR e 5o

Hy i 20 O 010 B2 0 S B ik T 2 1) o

TEHE— YT B RS R v, T 9% 5 3 Wl AT 280 AL P 98 19175 /24 (Wharton & Lau,2001) . Westbrook
(1980 ) K547 [ oy oAy T T JE 5 B T IV SR S o T TR JEORE AT R A D B 1 A AR 5 A Sl VR T 5 i 15 Sk
A1 o0 B T SRR (2 s S5, 2011 ) o SRTAT, RER 0 F 58 Lo B 1 T T 155 RO 24 2 D 3R 14
SR, B HT T O R IO B SR AR AR DA WS E [R]85 IR . A A B 4k (2011) Ji 3 X
e FEL T 55 4 s ) S IE ) A S B, L TR AR RN A g TR i A S 4 I 1] 52 R 5 870 TR SR AT O R e A 2
P8 i 520 5 T TR A JROGHA7 h  1e] ) S i i T B TR R 51 R B RS SR T, AR DR 23 b K H AR
A S TR A A A BEL L AN T F T3 2 A BRI AR o AR SCHEDN, 1 B b 7 i B ) S D - H AR LUK
AMH H B2 5 (Lonely Planet, 2015 ) 58 5¢E 4 ( FutureBrand,, 2014 ) fif  [# Jiz 70 % H AR O A2 1E I 2K,
Hc b i R I/ B G ) i 8 HH B ik Y A58 1) ) L i) 322 Wi o 7 1 1 JR56 (Ol 2 T ) X e 2 1 85
TR T A B4 B ) AR o DRI, AR SCHR A R AR

H, - 175 /8% H 04 1 G 08 H S5 ik T T 1) B0 2 D i 40 2 RO

OB U AT TSRS 1 IR T IR D TR SR TR A AR LG AR, — LB SE N, I T - T 1 R
JEAHE ST ) (Watson 55 ,1988) 3 53 —LERFFE AU, & JE M HHK &R 19 (Reich & Zautra,2002) . i1 2 ¥ 1k
T PP e A A A I TP SR i 1 RO 15 X PR SR S R S AR T AR DA IR R R I R, 2
TR (2015 ) $i5 i ZERR A A PSR b IE 1A 28-S B TR AR T RE A S BLA s E AN TR B R SR 9 B, I
TET V%5 B T SR AR AR RS S B AN — e o AN ads , T8 23 A 1 eyl ) v 1 JR -5 97 i 15 /R mT e [ BsF 52
HARUF IR o SR, — A T AR PR P4 [ B « 7 T 17 o 73 2 1) 599 L IV 195 JEOKS R 90 6 17 99 I 1) S22 451
WFE A B, T 9 WO 2 W 55 9 2 38 25 RV 91 38 W S 38 1) (9 1E 18] S ] ( Kaeeni & Heidarzadeh,2014) . R
2, T P TR A TR AR 2 55 1 B 8 1 % ) 1 JR 25 1 o T 2% 38 M e 2 1) A AE TR0 52 7 o R K BUA
IR F LI, PR, AR S 0T R

H - 7 2 B R H i I 52 5 1 S5 T 06 1) =2 T ) 5 2 07 1) iR PR

2 L  ASSCH R U AR L B G R 2 BORO H 358 B 1 A 1) B S M B A AL 17 o

INIE RS * TR BT
B34k,
+ - H B e R 1)
%514y

BRS5 it
NGB HTE S HRBGR
BELAS

Bl EXREK.BHMR KRR RS 8RR
TE N ST 42 A H B9 I SR 2 08 =M T D — Bk, DA 08 S iR B8O (5t D st/ SR AR
A>—BrF i ( Fetscherin, 2010 ; Martin & Eroglu,1993) 5 IA H #3112 G240 58 00514 e 55 1t | FELAS: 40 450 1 > — B fg T (
FHAGAE 2015 ) s W R BORAL RS — BEROR U ROE A TR RO = A — Bk i (Klein 55,1998 ;Klein ,2002)
GORBR IR A2 il

2|
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= MRF*E

L gt

S PRER I B B TN BRI B8] S, A SR B H AV R IFTE N G RIS 1 B, e 4&iA
TEZIE G O H B HIER I H AT G 0% B8 BRI R ) A S BN o, A
5 SRRV A ORI A SRR TR 9 SO TR BRAS S B Z A, HoAb ] 15
KM 7 Mm%, 1 FoR B aARE" T Fon waRE .

*1 6] 5 [ 44 T« 18 T3 % LSRR
kT — By [52) 751 [52) 51 P 75 )3T Y5
PO1 HA R =R
B PO2 HAMBUATE
PO3 H AR 2 5 E bR 55
PO4 e E bR 55, 25 B H AR A28 B A b
ECI H AL Rk
‘ 2 EC2 H AR 235 i J ikt
e BG3 ALK F 5 o gy
HCI EENJIEELYN
i st/ 34k HC2 H A TIOR3 10 3 A
HC3 H A F 5 0y I s sofast
TE1 H A 1 Tl Ak K5
A TE2 H A BB AR KK 15
TE3 H A BB K ik
ATI H A A2 7 L isthk
- AT2 HAH R Z1E
AT3 EENUNE PR e
AT4 HAHREZREER
FAL HAMKRAEGFEZ%
FA2 H A 45 R it F
IR 55 15 it FA3 H AT R 22 18435 Fie
W%‘; E;ﬁﬂﬁ FA4 H A B LA R 55 36 PR, 2015
- FAS H A28 B 55
BA1 X HATRWEAR Iy
FH A BA2 FE H A et F 0 N B e 4 e A5 B AR e
BA3 H AR B R85 T AE K
ATI1 HABA S EXE
| AT2 H A LA RIS 45U
AT3 H A AR AT
ADII X H AR A AR
5% H g4 ADI2 X H AR N eAx i) Qu %5 (2011)
ADI3 25 HAR il it 2 4 N HURA 1)
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20
4

AL IR e 5o

— By — B4 T (] 35 [P 20T PN 25 [ A Y
GAl Foxt H A EEiA¢
— O GA2 EAEWH A
GA3 5 HASTRE , o BZ BSR4t 23 )
WA [l L F T AR .
UERE | WeRE | wa HXT FL AR E T RS R
WA3 KRR R B A BRAS R A A
EAl HAEZER b
ZUE EA2 R B A5 i B AT 5 S sk iy Jr =X, e H A gk 1
EA3 Eh—H RSk, hE G H AT
PI1 FXT L H iR WEAR B8R
P2 4o B iRl
HH R R i A ) PI3 A Bk H ikiie Whang 45,2016
pPl4 AT ] RE 23k H kT
PI5 i BRI YA BTE R

BORPR R AR B

(7] 35 H 4 1) J00 3 U5 F AT SCHK, IR AR 98 SEBR i L R AT TR . IR EAT T R B 4
B, 25 Ay et 5 s e 8 200 55 BF 58 A=, 3 G 5 18 18 T 3Ok LA R) 3 AT 08 0, N 25 R S E Y
) I0, Jf b 6 0 B A [ 30T 5 55 — A8 0, SR F B0 4 04 07 =X, 980 A B 20 20 37 TE 3 Sl B S5 i 90 1) 9 9%
T 2 P 2 R AR LA B A 1), i — 2 58 3% [ 3 A0 4 I, (0 G B O T O 2 15 B — AR B 0, o 1] A5 4
AL AU B R ) = A BB, N R AT R BT A b A A 30 S A R, AR 1
Firs

2. WdlEdicsE

ARSCLIAT i 358 M e 2 Dy el TE AT 980 Hh SR 30 14030 9% 28 0 9 4 X G b AT (R A e R A R A 4
AU 9 Z 50 A T4 (R RO R FE PR AT AL ARAS I BRARA AT B IR AT 4E55 ) , DL #R [ PRl
RAURESE o LATE 38 Wi R B A 1R 18 2 D 81, ey 32 iR AT A 7 3 98 28 ¥ a0 Ik LT3 7 13 1, 3K 5 S50 9
BRI T HEBA A BEGR , oA IR A s S5 i e 52 1) 1) 9 2 3 L R U TR ol T B i) o AR N B v 28 T B L
fiE CEICA TP PEE S/ MU MRS RIS AFLY . R AT 2016 4F 4 HJFAG,2016 4 6 HZ55T, P
=AA ST R 301 0y BEAERIE IR 2 iR

r2 TEARYHAE
Wi H n NI HAaH(%)

Bk 155 51.5

eI
eI 4k 146 48.5
17 % XU 13 4.3
18 ~28 % 121 40.2
29 ~40 % 93 30.9

s
41 ~48 & 39 12.9
49 ~55 % 24 8.0
56 & KU 11 3.7
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= S N A% )
LT 32 10.6
KAg LR 75 24.9
HERE REEAF 113 371.5
fifi -+ 73 24.3
it 8 2.7
2000 JELLF 69 22.9
2000 ~4999 It 100 33.2
A 5000 ~9999 ¢ 93 30.9
17 ~2J57C 28 9.3
2 il b 11 3.7
2000 JCLLF 66 21.9
2000 ~4999 It 107 35.5
YRR AR T AR 32 5000 ~9999 86 28.6
17 ~2 77T 25 8.3
2 ikl b 17 5.7

BFORR IR : A SO

3. Gt thnik

ARSCHERI DR BB SR A%, 365 16 AT, Horb  IVRTE ZOE R (5 1A —Brdg i) R H e
GO P —Br A T ) FE 9% B0 G =A>—Br ) Jy Bt m (i 1R ) o e/ 34 K J7 R At
B4 (PLS-SEM ) 740 P AZ J A S5 A BB IR LA 34+ ( Hair 45,2014) o A SCfd AT SmartPLS v. 3. 2. 6 HfF kAT
Wit o FEE 1 s SRR IR H A HOE R -5 SR 5 1 B R A Sk Pt 2, O BT A A T
Wi . MR Hair 55 (2014) fUEETE o =0. 05 /9 R EMEKCF R, A5 e/ 0. 10 1 R? i, B/ MR AR B
N 124 Ao ARSCHIARUREAS R 301 A4 3l L 2OK

M HHE S

1. Al

(SRS . Hulland (1999 ) FEL, [A) 15 Y K- 28 /a7 K T 0. 7 A BRIl MK F- o 48 3Ciz F SmartPLS
v. 3,206 B IR AT RO A3 B A B 6 TR RIB 47 B> IR 3 (POL, PO2  PO3 [ PO4 (HC1  HC2,
HC3) , 5 F“IAH HiHIE 4 i\~ [0) 35 (AT1 AT2 [FA1 FA2 BA2 ATMI1 ATM2 (ATM3) , I 3R 7] 35 ()
2t /NF 0.7 BRI PEZK S o 24 B FfeG GL B, Hair 55 (2014 ) FESCAY b 31 5 75 2 - QO 4N 2 () 35 1)
R 2 far /N T 0. 4, D) LB B3 2 1) 10 5 ) 4n SR () 302 4 Rl 2R far £ 0. 4 ~ 0.7 22 Ji] , AT DL 2% 3 B 3% ]
v NI J 322 1) 300 J 00 A TR 174~ 25 78 S A OB (AVE) 35 m 2 K 1 0.5 B9 BRI /K F, B4 845 BE (CR)
B2 T 0.7 (0 BRI A, TN 55 32 10 350 5 sz 22 D) £ B A2 TR) 300 AR 4 12 Ak B 07 3, A ST B PO
P02 .PO3 .PO4 HCI HC2 .HC3 ,AT2 .FA1 ATMI ATM2 ATM3;{#8 ATI FA2 BA2, 730 %43 ) 0] 10
FHTHER , 15 BV ECE 4387 BT AR 1T 5 ) 300, 932 B SmartPLS v. 3. 2. 6 A4 IEFT (5 BE A 58 5 I SR G
95, R 3 ps,
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AL TE o 5o

%3 FERR WS EKRT

F4 T (] 25 -HIE (bRt ) Pl -~ 48 Cronbach’s CR AVE

ECI 5.00(1.37) 0. 849

EC2 4.62(1.51) 0.727

5 EC3 4.80(1.41 0.819
U\%I](IBCE](I%; )ﬁ/% TEI 4.65(1. 42; 0.773 0-900 0.924 0-669

TE2 5.06(1.33) 0.859

TE3 5.10(1.40) 0.872

ATI 3.76(1.38) 0. 643

AT2 4.92(1.38) 0. 741

AT3 4.74(1.49) 0. 769

FAI 4.94(1.24) 0. 684

; T FA2 5.05(1.19) 0.791
M (Efgll?ﬁ/% FA3 4.81(1.36) 0.775 0-906 0922 0544

FA4 4.78(1.30) 0.794

BAI 4.58(1.28) 0.725

BA2 4.24(1.34) 0. 690

BA3 5.20(1.41) 0.747

ATDI1 4.21(1.49) 0. 950
i (E f&ﬂ;ﬁﬁ % ATDI2 4.18(1.44) 0.939 0.937 0. 960 0.888

ATDI3 4.24(1.50) 0.938

GAl 4.71(1.52) 0.837

GA2 4.54(1.61) 0.852

GA3 4.48(1.63) 0.827

WAl 4.99(1.50) 0.888
ﬁﬁi%%n WA2 5.31(1.49) 0.783 0.947 0.955 0.702

WA3 5.17(1.56) 0.847

EAl 4.63(1.53) 0. 853

EA2 4.42(1.48) 0. 860

EA3 4.55(1.49) 0. 790

TII 3.92(1.60) 0.823

TI2 4.11(1.69) 0.863
tﬂﬁzﬁgﬁﬁm TI3 3.69(1.62) 0. 930 0.926 0. 945 0. 774

T4 3.84(1.64) 0.927

TIS 3.91(1.57) 0. 850

7 : CCI; Cognitive Country Image (IAZFNEFIE4L) ; CDI: Cognitive Destination Image (IAH H 1#IIE 42 ) ; ADI; Affective Desti-
nation Image (1% /& H IS4 ) ; TA : Tourist Animosity (1§# % &) ; OTI: Outhound Travel Intention ( H} 35 ik 7 2 7] )
BORRIE A SO R

W 3 iR, AT Cronbach’ s o 55 CR YR T 0.7 1FR 1K - ( Bagozzi & Yi,1988) 3% F2 i 3%

A RIFHERE,
(2) &R, QWS 3k 3 Pis, £ I AVE KT 0.5 B BR &I K F (Bagozzi & Yi,
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1988) , X F W FAT RUFHOEGE . QXU W3k 4 s, B TE 19 AVE fF 5 iEX R TE S
FCAbAL T FRIAR O R B (Fornell & Larcker, 1981) , iX R WHFRA KA XNRUL .

x4 X 3 E R
i) IWHEZEE S INATH R IE 4 TR H R I 4 STV L R e i A )
INHERIES 0. 818
INFTE B 5 0. 647 0.737
TR E Y 4 0.474 0.573 0.942
-850 -0.081 -0. 068 -0.130 0. 838
HH BRI ) 0. 042 0.114 0. 357 -0.286 0. 880

TE XL AR R & A T AVE (9°F-J7 HUE, A BB b T 22 ] 9 R DG 225
ORI A SO R A

(3) Bl Rl 22 50 B o A SCS % BeA A (2015) (A 7 ik b AT [R) IR 22 0 o 56—, O T ik il
7] — {7380 5 X G LS [ i S ) [ 90 2 P AT, A S 4 22 g TT ) 000 300 v 35 530 P A s 1 03 ol
FEI A ORI R AR SCRF I > B 1] B 0 150 F AR (8 BIR 3h3 ™ 38 e 33k 2654 31l 4 ) S ) 0
TARHEERARLE B 2 [ ARF G AOREAS o 55— AR SCR T PIAN 7 12 0 8008 BEA T A 86 - 35— 7 16 /& Harman 4 52
DRI Sk, BRIV X 2 S A i ) 000 30 R A P R P DR 20 A, O 2R R e & 22 i 014 5 — A TR 1 O 2 i R Rl
50% , 2 WA P A 22 B2 K . SPSS 18. 0 BAF 3 A B 45 R R W1, 28 — AN 7 1 7 22/ B R Oy 28.83% , /N T
50% , 15 RS A0 1 1) 58 O 26 7 T 2232 AT FBL 2 PR o 50 iy vk I A 6 T 22 ) PR O R 8, An SR A T =2 )
HRREORT 0.9, KW F P w 22K 4 nIH H T Z 18] R AHSC R B KA 8 0. 647, /T 0. 9, R BIA
SCAAI R 2 TAR A o bl LA b R AR SC R B () Y5 22 [P R T

(4) ZHEILANAGE: . MR Hair 55 (2014) B9 I ASCE I LU AP IR G50 2 B Le ik 58— 25 (il
77 ZE M IH 5 (Variance Inflation Factor, VIF) JE47 Z FE L MRS , (2R VIF KT 5, R U L2 H L 7] i
BT BRI ITESR R M Z B VIF S 8 o 171, R R 2 [0 i) Z LA ", 5 0,
AR ] Bootstrapping filiA: 5000 Uk, & SLFTAT A1 AMTALE I 7E o =0. 05 i B E KT &, LU EW
ALK AR Z 8] 1 2 B AN 8, A I O B

i, MKt Hair 55 (2014 ) g s, fifre/ ) —3fe 25 M 7 ARAR T O TG AL IR B R A UL P

2. AR

(1) AR R B B VERE R . RS Hair 55 (2014) B9, A SCR ] Bootstrapping i 5000 ¢, 7521 A4
PR B B AR AT 5 IR SRR S 45 AR, iR 5 s

x5 SRR RERBNEEERRE
SE PRI AR BRRE t{E p1H R 0 25
INAEZIE 42— 15 & H I 4 0.187 3.279 0. 001 3
ANATH MY S~ 8 H B 5 0. 445 7.627 0. 000 B
5 1% H I G— 1 SR 0 1] 0.327 5.050 0. 000 e
e 2 T — Hh R I 1) -0.244 3. 663 0. 000 e

BiH] : Bootstrapping i 5000 YC, K 45 B WURAL S, W EMEKF « =0. 05
BORMR U A SO B

UNEE S PR e 2 wAe ol 2 i 0 ) B2 W) R AR TR AR 0k L MR L 535 HE
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(2) R A2 B ARG B6 o AS ST 1] Sobel #5556 ( Sobel, 1982) | Aroian # 6 ( Aroian, 1947 ) FiI Goodman #% 56
(Goodman , 1960 ) #E17rh A 850N K 5, 45 - AN5% 6 B .

%6 A R T
N P . w Sobel £ 16 Aroi o IS Good o IS o e
HmC R GE | Eegg g | obel B | Avoan 18 Goodman B | g o e
fy = {i f = fi f = (i

CCI»ADI 3.279 - - B

CCI—ADI—OTI 2.750 2.713* 2.789 nE
ADI—OTI 5. 050
CDI—ADI 7.627 ) B

CDI—-ADI—OTI 4.211™ 4,186 ™ 4,236 BE
ADI—OTI 5.050

1 CCLANHIE ZIE 4 ; CDI A B B 52 s ADL B I H i B JE 42 5 OTL: SR ik Wi i 1l " 7R p {H <0.05; ™ FR p H
<0.01; ™ #57% p i <0. 005
BERER IR A ST R 3

W 6 R INHITE B 42 (CCT) SiAA H A e 42 (CDT) 3 i i/ 22 e R H B e & (ADID) [a]4%
S R A ) (OTI) ks Hy SR H, B3I 50

(3) Vo R B o 7 2 TSR VI I ) M PR R R S i D A2 1) 42 Ay o WP ) g A TR, AR SO T 7™ il 1
PRI TT EEAS IR I 15 20 (Hair 45,2014 ) o ARHE Hair 25 (2014) #E772 (977 12 , A SmartPLS v3. 2. 6 1 F
A LA B RO A A i A R G G 0 B AR i, LG S5 i U A58 16 g PR B 54 3 RS A T AR S
R LAY 2 SO, 1 2% 0 SN 5 RN AL T D A AR e, AP SRR U AR 1 O PR AR A R R AR R AR SOu
WA AT S 280G 0, R A AT SO R DX S| R R o [ I, AR S A B4t ] Y52 i 22 ) 2 5 22
H LR EAGLIG: , e IR [] 50 i 22 [ R 5 72 o () ) 22 B R AR PE R R ™ B ARG Hair 25 (2014) BRI, A3
K] Bootstrapping i 5000 ¥, 13 F AL 0T S BRI AE R, WK 7 s .

®7 R T i)
SE PR AR ETEE {8 pfa K2 I
AT RN T — L AR R A ) -0.045 0.770 0. 441 PNTE
15 % E 0 H Y 52— BRI ) 0.330 5.173 0. 000 e
U7 25 T e — HH SRR T 75 1) -0.222 3.382 0. 001 [T

Bil] : Bootstrapping il 5000 U, K40 2 A WU KL S , . #5 PE7KF « =0. 05
GORBRIR AR A B

UNZET B, S RN AS 2, BV T 2 WO N I A i 5 5 iR 90 . 1) 2 T 5 2R 4 7 1] 30 5 4
A B Hy BEA 1R o

(4) SRV A S, a3 8 B, 19 2% H AY b B SR8 Y 358 Ik 307 3 1) A9 B B% 0 (0. 330) 5 T i % 0
( -0.222) flis H, 13205055,

%8 BRI
S Ry s 12 S i p Y
17518 H B Y 52— H 3 i iF 7 ) 0.330 5.173 0. 000 B3
MR = ISR N -0.222 3. 382 0. 001 nE
VE 38k (Bootstrapping) iR 5000 Y, Ko B 208 MUK B, B 5 MK T o = 0. 05 3 A = FTHERON + 7]
o

BORBRIR : A A
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(5) ff R . 6 Hair 45(2014) AL, YBFSEIE 90447 0, 25 R T 0. 20, BLIIRIRL A By
(R ) o AEAR SO RR I S5 RS v | S8l U T 1) WA R 14 O 22 (R? D) Oy 0. 205, 155 It B I 19 3 4
(¥ R {9 0. 350 INRE ZIE L8 R {H 2 0. 418, = KT 0. 20 A BRI 7K -, 3ok 2 WAL RL 14 ffe e )
ﬁﬁ} o

. Ev5itie

1. e Tk

(1) F£F ABC Z5 AR (Solomon ,2015) , A SCHR R T E 5 H A9 M 42 i H BT il Ve 2 1) Z (M) A 56 3R, &
B NHTE A HIE G5 DA S8 42 4538 3 v A A8 B 1 U8 B A s T 42 1) 22 52 i o B iR e A 1) . [ B 44 T
VAL A Y R i 2 25 6 AR 1) 2 T 17 % S R R T H A s i) B A % 42 (Lonely Planet,2015) 5 E 5
JE4: (FutureBrand 2014 ), 3X 5ASCHZ5R AR A0 AR BT ABC BERMEREFRIEL S
FI 11 i G2 38 SURIFSE SIS 07, 35— 25 JE 1 1% 8% E 9 B 4 14 J L

(2) A SCHRR T 1 R H M TE 5 1590 9 28 S5O Hh B At a0 8 1) 9 e [R5 ), O 2 B, 1 J8% I ) b T 9 %
HH B8 it Y A ) ) L 1) 2 0 5 i 2 IR T Hh B e i R 1) 1 B S, (LR R R R Ui R R X I R E
14 T 52 55 B O 1) =2 [R] 56 2R 1 67 [l 5 VE R |2 0 Reich & Zautra(2002) 48 HY, 244N ARLLF &5 16 )
RSN, B0Y 1 116 BT 0 R4 b T i M R K, L 3 0 Al i B s ——— I T ¥ J A T 19 A
SERMERR M P A A TR S TR S5 Mk Rk 2" SR RS APPE kK A & AT I CHRG A RN
s BTl 2R A ), 7R L 68% A BRI AT e N B M Bl AR A IR R A1 R 2. PT UL , H RE ii UE  OR
FHAE—F g rh B S R B R ST R o o, 4 55 1 4 5 B P 1) 2016 41 9 A Hiil , v H 3
AR SE W DG R A R B IEH R RIS, nT L, B B b I 23 5 AR A0 5 R 0 e
WIFIERRARR S AL 5 R AT B8 B0 2 R 1 S B A M T G X S R it I R ) A9 S8 FRON AN B . b
WEEEHE— 2 E 5 T E BRI E ST, I R8BS 1 7 6 B4 48 1 B 4 B A B (R v A
H A PAAT 7 T 8%, (R e 00 5 6D H B 20 R AR =7 o

2. BRI R

(1) 15 B A H T G206 Hh e e Vi 2 1) () B2 i it o 66T M, R R B0 1) 0 1) Vi 5 A B A DL L 22 R
P SR I, 7 s A ) L 1 155 JER R Ve 4 B, 591 % U 2% i 0 ) A7 SRRy | AT 72 57 45 0t 2% 1) 175 SRR BB 485 ( d” Haw-
teserre 2015 ) , A7 R[] T4 JBr AT HIMERS RS (191 & SRR S RIS 3 S 4L S WA I 3 sh AL 4% HLxd
2% A %) T TS R, DA T SRR 5 0 5 DRI 2%, MRt 24 i 25 119 9 A I A2 5 4t v b/ Bt 1] ) % 2 18] ( Bosangit
2 2015) ,

(2) T8 B3 Xt B A it Ui At Py 5 e 250 B, BRI T B 3 e i B I b DA A, SO VR T B X %
FT F8 b BT 7 [ 2 BB AN . LT b, SBRT L e D A B3 10 AR TR A4 T 3 3k LA 85 45 181 B 0 2% 1) 1F T
IR — BB INAE RIE 4 . BUF RS 8 R R B RN A A U, T R T & TR 2 0r 4R
A N BRAETE Ko 85 MR B IS 4 o BURT R4S B 11 RR A T4t B I R e 5 | 4 ( Dy sk dse ik L A
SRINOE TR 6255 B AL 1B, KT 0a8 I 55 it (185 LI A1 AR AR IRt 55 ) |, B AR A1 i 2% A B
Jite Ve ) BELRS (9 2 UE AT 2% s ife 2 N\ B 28 PR B AN B = IR0 DA /K55

(3) lie 7 R A ) S ) SR R AR 1 o 0, SURT AR IR A BER S 0 )RR A 7 A ] SR BRCA T X S ke B A A
FE i 225 R ) B TS T < 35— | BORF R SR R A T AR AE [ S0 B 2 A 78 A0 AL G B, v 3 o 3 | I B
AN TSRS S B RO PR AR AR J2 SCURR B AL 3 S m , LA Ak AR iR I H 1 HOE 42 5 B OB £ 09 1F
SR, 11 55 4/ e 2% 110 K 25 1 £ T B2 ) (2R L 2012) AR T ZE G 56 & IR A 30, A [ B0R 5 e it
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JRy ATSE A A B i B CTE R UE SR Vi B R U B A EOCROR A i R TR W . A =, BE X
PRI R AL HEAT TR T DR SR IS T T ks SRR i Ui e B 1] S AR A A A XA e € s W o E AR ¢ 5
W, AR 75| B 22 (i M SR TR P A1 L9 Bl , DT RS P B RAR ARG &7 ol 90 2 ) TS o H T T 2% 1) 67 T2 o ( 55 2
£4,2016)

3. RS AR R

H AR SO 1) 8 A R B, DTG 12 2 ) 1 JRe B K -, LB T T 1 JR% -5 00 T v JRR A i R T 3K
] RES B B TR H B IR G245 i Ui T 1) =2 ) 5 % B9 97 18] 395 4 S 2.3 (Reich & Zautra,
2002) o VR AIBIE T S I ik , 20 U T T -5 07 T 15 SO T 21 38 T i PR S 1) 58 A

SE Ak :

[1] Agapito D,Valle P O D,Mendes J D C. The Cognitive-Affective-Conative Model of Destination Image: A Confirmatory Analy-
sis[ J]. Journal of Travel & Tourism Marketing,2013,30,(5) :471 —481.

[2] Ang S H,Jung K,Kau A K, et al. Animosity towards Economic Giants: What the Little Guys Think[ J ]. Journal of Consumer
Marketing,2004 ,21,(3) :190 —207.

[3] Aroian L A. The Probability Function of the Product of Two Normally Distributed Variables[ J]. The Annals of Mathematical
Statistics, 1947 ,18,(2) :265 - 271.

[4] Averill J. Anger and Aggression: An Essay on Emotion[ M]. New York :Springer-Verlag,1982.

[5] Bagozzi R P,Yi Y. On the Evaluation of Structural Equation Models[ J ]. Journal of the Academy of Marketing Science,1988 ,
16,(1) .74 - 94.

[6] Bosangit C,Hibbert S,Mccabe S. If T was Going to Die I Should at Least be Having Fun:Travel Blogs, Meaning and Tourist
Experience[ J]. Annals of Tourism Research,2015,(55) ;1 —4.

[7] Costa C,Carneiro J,Goldszmidt R. A Contingent Approach to Country-of-Origin Effects on Foreign Products Evaluation ; Inter-
action of Facets of Country Image with Product Classes[ J]. International Business Review,2016,25,(5) ;1066 —1075.

[8] D’ Hauteserre A M. Affect Theory and the Attractivity of Destinations[ J]. Annals of Tourism Research,2015,(55) ;77 —89.

[9] Darling J R,Puetz J E. Analysis of Changes in Consumer Attitudes toward the Products of England, France , Germany and the
USA,1975—2000( J]. European Business Review,2002,14,(3) :170 —183.

[10] Elliot S, Papadopoulos N,Kim S S. An Integrative Model of Place Image : Exploring Relationships between Destination , Prod-
uct,and Country Image[ J]. Journal of Travel Research,2011,50,(5) :520 —534.

[11] Ettenson R,Klein J G. The Fallout from French Nuclear Testing in the South Pacific[ J]. International Marketing Review,
2005,22,(2) :199 —224.

[12] Fetscherin M. The Determinants and Measurement of a Country Brand : The Country Brand Strength Index[ J]. International
Marketing Review,2010,27, (4) :466 —479.

[13] Fornell C,Larcker D F. Evaluating Structural Equation Models with Unobservable Variables and Measurement Error|[ J].
Journal of Marketing Research,1981,18,(1) ;39 -50.

[14] Funk C A, Arthurs J D, Trevifio L J,et al. Consumer Animosity in the Global Value Chain:The Effect of International Pro-
duction Shifts on Willingness to Purchase Hybrid Products[ J]. Journal of International Business Studies,2010,41,(4) ;639 —651.

[15] FutureBrand. Country Brand Index 2014 — 15[ R]. London ; FutureBrand ,2014.

[16] Gartner W C. Image Formation Process[ J]. Journal of Travel & Tourism Marketing,1993,2,(2 -3) ;191 -216.

[17] Goodman L A. On the Exact Variance of Products[ J]. Journal of the American Statistical Association,1960,55,(292):
708 —713.

[18] Hair Jr J F,Hult G T M, Ringle C,et al. A Primer on Partial Least Squares Structural Equation Modeling ( PLS — SEM )
[M]. Los Angeles:Sage Publications,2014.

155



W—Fi% EKHRHIE SRR

[19] Haubl G. A Cross-National Investigation of the Effects of Country of Origin and Brand Name on the Evaluation of a New Car
[J]. International Marketing Review,1996,13,(5) :76 - 97.

[20] Hoyer W,Maclnnis D. Consumer Behavior(3E) [ M ]. Boston ; Cengage Learning,2010.

[21] Hulland J. Use of Partial Least Squares ( PLS) in Strategic Management Research:A Review of Four Recent Studies[ J].
Strategic Management Journal ,1999,20,(2) :195 —204.

[22] Kaeeni A A,Heidarzadeh. Exploring the Moderating Effect of Consumer Animosity and Ethnocentrism on Process of Accep-
ting Foreign Products among Islamic Countries| J ]. International Journal of Research In Social Sciences,2014,3,(5) ;112 —131.

[23] Klein J G,Ettenson R, Morris M D. The Animosity Model of Foreign Product Purchase: An Empirical Test in the People’s
Republic of China[ J]. Journal of Marketing,1998,62, (1) :89 —100.

[24] Klein J G. Us Versus Them,or Us Versus Everyone? Delineating Consumer Aversion to Foreign Goods[ J]. Journal of Inter-
national Business Studies,2002,33,(2) :345 —363.

[25] Kotler P,Gertner D. Country as Brand, Product and Beyond: A Place Marketing and Brand Management Perspective[ ] ].
Brand Management,2002,9,(4 -5) ;249 -261.

[26] Kotler P,Haider D H,Rein I. Marketing Places ; Attracting Investment[ J ]. Industry, and Tourism to Cities, States, and Na-
tions| M]. New York:The Free Press,1993.

[27] Lee R,Lee K T. The Longitudinal Effects of a Two-Dimensional Consumer Animosity[ J]. Journal of Consumer Marketing,
2013,30,(3) ;273 -282.

[28] Li Dong-jin, Wang Cheng-lu,Jiang Ying,et al. The Asymmetric Influence of Cognitive and Affective Country Image on Ra-
tional and Experiential Purchases[ J]. European Journal of Marketing,2014,48,(11/12) ;2153 -2175.

[29] Lin C H,Morais D B, Kerstetter D L, et al. Examining the Role of Cognitive and Affective Image in Predicting Choice Across
Natural , Developed ,and Theme — Park Destinations[ J]. Journal of Travel Research,2007,46,(4) :183 —194.

[30] Lonely Planet. Lonely Planet’ s Best in Travel 2016 M ]. Tennessee ; Lonely Planet,2015.

[31] Maher A A,Mady S. Animosity, Subjective Norms ,and Anticipated Emotions During an International Crisis[ J]. International
Marketing Review,2010,27,(6) :630 - 651.

[32] Martin H S,Bosque I R D. Exploring the Cognitive-Affective Nature of Destination Image and the Role of Psychological Fac-
tors in Its Formation[ J ]. Tourism Management,2008,29,(2) ;263 —277.

[33] Martin I M, Eroglu S. Measuring a Multi-Dimensional Construct ; Country Image[ J . Journal of Business Research,1993,28,
(3).:191 -210.

[34] Peterson R A, Jolibert A J. A Meta-Analysis of Country-of-Origin Effects[ J]. Journal of International Business Studies,
1995,26,(4) :883 -900.

[35] Qu H,Kim L H,Im H H. A Model of Destination Branding: Integrating the Concepts of the Branding and Destination Image
[J]. Tourism Management,2011,32,(3) ;465 —476.

[36] Reich J] W,Zautra A J. Arousal and the Relationship Between Positive and Negative Affect; An Analysis of the Data of Tto,
Cacioppo,and Lang (1998) [ J]. Motivation and Emotion,2002,26,(3) :209 —222.

[37] Riefler P, Diamantopoulos A. Consumer Animosity; A Literature Review and a Reconsideration of Its Measurement[ J . Inter-
national Marketing Review,2007,24,(1) .87 —119.

[38] Roth K P, Diamantopoulos A. Advancing the Country Image Construct[ J]. Journal of Business Research,2009,62,(7):
726 —740.

[39] Roth M S,Romeo J B. Matching Product Categeory and Country Image Perceptions: A Framework for Managing Country-Of-
Origin Effects[ J]. Journal of International Business Studies,1992,23,(3) ;477 —497.

[40] Sobel M E. Asymptotic Confidence Intervals for Indirect Effects in Structural Equation Models[ J]. Sociological Methodology,
1982, (13) :290 - 312.

156



ﬂi'7fr 32 2017 4 45 4 1]

[417 Solomon M R. Consumer Behavior; Buying, Having, and Being (11E) [ M]. New Jersey : Pearson Education,2015.

[42] Verlegh P W J,Steenkamp ] B E M. A Review and Meta-Analysis of Country-of-Origin Research[J]. Journal of Economic
Psychology,1999,20, (5) :521 — 546.

[43] Wang Cheng-lu, Li Dong-jin,Barnes B R, et al. Country Image, Product Image and Consumer Purchase Intention: Evidence
from an Emerging Economy[ J]. International Business Review,2012,21,(6) :1041 - 1051.

[44] Watson D, Clark L A, Tellegen A. Development and Validation of Brief Measures of Positive and Negative Affect ;the PANAS
Scales[ J]. Journal of Personality & Social Psychology,1988,54,(6) :1063 — 1070.

[45] Westhrook R A. Intrapersonal Affective Influences on Consumer Satisfaction with Products[ J]. Journal of Consumer Re-
search,1980,7, (1) :49 —54.

[46] Whang H, Yong S, Ko E. Pop Culture, Destination Images , and Visit Intentions: Theory and Research on Travel Motivations
of Chinese and Russian Tourists[ J]. Journal of Business Research,2016,69,(2) :631 - 641.

[47] Wharton P W, Lau L. Interactions Between Positive and Negative Affect in Consumer Behavior; How Consumers Respond to
Mixed Emotional Experiences[ J]. Advances in Consumer Research,2001, (28) :387.

[48] Zeugner-Roth K P,Zabkar V. Bridging the Gap between Country and Destination Image ; Assessing Common Facets and Their
Predictive Validity[ J]. Journal of Business Research,2015,68,(9) :1844 —1853.

[49] Zhang J,Wu B, Morrison A M, et al. How Country Image Affects Tourists Destination Evaluations: A Moderated Mediation
Approach[ J]. Journal of Hospitality & Tourism Research,2016,(3) :1 —27.

(50 At pe s, pfS gk 3 91 SOt I XU AT A il s [ J ). i BRL 22 2011, (2).

[S1] S AL, B ULl i, T 2835 B . A FRANRE 9 iRk B B —— A X 3 AMF Hh B ik e th 4 i SR 98 [0 ). L st ik
JiF=# 11,2016, (2).

[52] S, A B R 2. M 2 B BOET ST IR S U B AR e B[ T ] Lol - ARl 22 95F 545 31,2014, (6)

[53] Sz Brzs, OV AF. T 23 ORISR (156 H ik s o [ 0. Jb s« ikl 11,2015, (1)

[54] sty BR =, R . AL DCASRESL T 98 5 14 i LS S —— A AR 58 54 VR T S 2 ma AL A 5 [ 0] K
M EHITIS,2015,(3).

[55] XSV.. 22 o5 A 5l B B DG % AR 2R A BT s rp AR [ ] it O BB, 2012, (5).

[56] ke, AR, X F;. ARAN ARE 7 it 2k 2t et 4 R 118 D7 St A T 58— DURRRE K Wk K ke A [ 0] . 4
B2 ,2012, (1).

[57] 2#h, i KE. LM BALS —— T MBS 2 A M L], PR R R 4l (B2 , 2015,
(3).

[58] Bk, HA S AEAE) 5 i fl AL i B AR TR [T ]

[59] PRk, %, 3. 52 A RN LA T AR A 7R 2k 3K 3
PFi,2015,(9).

[60] FiFE, ERAE 2. G J5U™ E s BB i 5 3K %‘ﬁﬂ@ﬂ%ﬁ?ﬁﬁﬁ[]]. KL T BT, 2007, (6) .

[61] ERKAE, 5. P95 W MIE S LA ST Rk (1], B AbE S 58 81,2007, (12).

[62] A7—%7, INEDHE. B 5 20 RIRIP™ it ity R G X051 9% 2 25 B85 ) S ) 1) A FH LRl ——JE T ag g i i 5 dle [0 . b

ZUTEEEL2013,(1).

[63] WA B, 0. A AT S 5t RS 7 A i R 0 B o R B A S AT ST [T ] R SRS AR R
2008,(6).

[64] KLLE2, ikak. O @PEE NG fUH NS SRCR RV M T]. Jbat B4, 2010, (2).

[65] 5kZHME, 25F0°F-. BETE4 5 B WHIE 4 &y S [ A S T ae[ )] JURT JiRiea= 11,2011, (9) .

[66 ] FKiHli , Bk , B LT R AMA T 89 H B9 QA8 R — ok AR [ Bl % A9 SEUERT 5 [T ] st ik ilie s 1,
2015,(3).

ﬂ% S FDEAFSE 2012, (10).
J < LA V4R 181 1 T 2R 3R FLARIFSE [T ] db st 7 B

157



W—Fi% EKHRHIE SRR

Country, Destination Image and Outbound Travel Intention
YANG Yi-weng', SUN Guo-hui’, TAO Xiao-bo'
(1. School of Economics and Management, North China University of Technology, Beijing, 100144, China;
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Abstract;: According to a report issued by Pew Research Center in October 2016,86% of Chinese voiced a
negative emotion of Japan. However,based on a report from China Tourism Academy and Ctrip Company , Japan was
the third popular outbound destination of Chinese tourists. Further, data from Japan National Tourism Organization
(JNTO) showed that Chinese outhound tourists reached a high record of 3 million person-trips during the first half
of 2016 (ranked No. 1) ,increasing by 41% compared with last year.

Why Chinese tourists are still traveling to Japan even though they express a negative emotion (animosity) to-
ward Japan? This paper proposes that Japan’ s outstanding destination image ( Lonely Planet,2015) and country
image (FutureBrand,2014) is likely to induce positive emotion toward Japan,which might be more powerful than
negative emotion in accounting for Chinese tourists’ travel intention. Accordingly,it is necessary to empirically ex-
amine the effects of both positive and negative emotion simultaneously.

In addition, how does consumers’ emotion toward a given foreign country emerge and evolve? Concerning this
question , existing studies have not sufficiently explored and built a theoretical basis. What’ s more , few researches
have explored the interactive effect of positive and negative emotion on consumers’ destination choice decisions.

Solomon (2015) put forward the ABC Model of Attitudes which emphasizes the interrelationships among af-
fect,behavior and cognition. Affect describes how a consumer feels about an attitude object. Behavior refers to his/
her intentions to take action about it. Cognition is what he/she believes to be true about the attitude and object.
When making an outbound travel decision, most consumers are highly-involved, which is labeled as the Standard
Learning Hierarchy by Solomon (2015). This hierarchy assumes that a consumer is highly involved when he/she
makes a consumption decision. Thereby, he/she will be motivated to seek out a lot of information, carefully evaluate
and compare alternatives,and come to a thoughtful decision. The process above can be summed up as “cognition—
affect—behavior” . Based on the ABC Model of Attitudes,this paper developed a hypothesized model of destination
image , country image and tourist animosity on outbound travel intention.

To test the hypotheses, this paper collected data through questionnaire-based survey within a sample of 301
consumers who had outbound travel experiences or were planning to travel abroad, especially to Japan. This paper
conducted data analysis with partial least squares structural equation modeling ( PLS-SEM) , as well as analyses of
moderating and mediating effects. The results reveal that when making outbound travel decisions: (1) destination
image and country image indirectly impact outbound travel intention through the mediating effect of affective desti-
nation image; (2) the positive influence of affective destination on outhound travel intention is stronger than tourist
animosity’ negative influence on outbound travel intention;(3) surprisingly,tourist animosity’ s moderating effect on
the relationship between affective destination image and outbound travel intention is not significant. This unexpected
finding may emerge with regard to the low pressure for Chinese consumers to make outbound travel decisions,as well
as the low arousal level of Chinese consumers’ animosity toward Japan at present (Reich & Zautra,2002).

To sum up,the present research shed more light on further extending the applications of the ABC Model of At-
titude in the multidisciplinary research field of destination image and country image, further clarifying the formation
mechanism of affective destination image, as well as further enriching international tourism marketing research. In
addition , the present research could provide a good theory to explain a contradictory phenomenon in today’ s interna-
tional tourism market ( most Chinese have negative emotion toward Japan,but at the same time , more and more Chi-
nese tourists choose to visit Japan). Moreover, the present research could also provide managerial implications for
governments’ , tourism administrative departments’ and travel agencies’ tourism marketing strategies in a cross-na-
tional context. Finally, this paper recommends future research to further explore the interactive effect of positive and
negative emotion on consumers’ destination choice decisions using experimental design method.

Key Words : couniry image ; destination image ; consumer animosity ; outbound travel
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