277

2018 8

)

1002 -2031(2018) 08 —0095 - 09

(DOl

10. 13239/j. bjsshkxy. cswt. 180811

) F590.3 (

) (1982—)

) 2018 -01-10
) 2018 -03 -12

0950



§ »2018 8

11-13
1.
20 70
1971
14
1998
(
»
“ » 15
1975
16 .
17 -18

24

21

22-23
°




§ »2018 8

o
2.
A A)
o
31
o
33
36
o
37
o
36-37 39
o
o
N

4 24 28 40
o
113
25-26
°
3
°
43
°
) S o
27 -32
44
°
°
) S 3:
°
3.
N N
« ” I
34 «
o
35
°
«
°
N N
38
°
o
“ ”

41

»

.97 .



§ »2018

45

1 .
1
1.
5A
2014 2015
5
2017
434
2.

113

~QQ

2010

110

[

2017
550
79.5% -

3 31
546

« 08 -



§ »2018

8

46

[43 »

48

[43

49

113

0.8

25

47

6
3
KMO
0.8-0.95
SPSS17.0  AMOS17 21.0
SPSS17.0
; AMOS

1.
( CR) o
0.8 0.6
o SPSS17.0
0.857 —-0.938
0.8642 —0.9419 o
o t
50
51-52
0.5 P
( AVE) 0.5 AVE
53
1 0.727 -0.949
t 16.973 —23.956
0.001 t t
. AVE 0.6691 - 0. 8029
54
0.85 .
55 . 2
0. 682
2.
(x) . (df) .
SEA) . ( CFI) .
(IFI)  Tucker — Lewis (TLI)  *7%,
5 0.08
0.9,




(

»2018 8

.748

0.9234

0.6691

0.922

.796

. 855

.903

. 864

L7127

.797

0.9351

0.7832

0.933

.920

.926

. 891

L7192

0.9419

0.8029

0.938

.922

.949

.913

.796

0.8642

0.681

0.857

. 760

912

3.722

0.908

. 818

2.961

1.091

.5287% 7

. 885

3.942

0. 866

57477

562"

. 896

3.350

1.120

.5667 "

.6827%

L6157 %

. 825

X’ =380.184 df =113 y*/df =3.364(
0.08) CFI.IFI.TLI

5) RMSEA  0.074(
0.9
3.

(HI

23. 4% ( H1)

42.7% (H3) ;

69.5% ( H2) .

H3) ;

Lk ok

p<.001.

35.1% ( H6) .

0.351)

(0.297 x0.351)

41.6% ( H4) ;

29.7% ( HS) :

0.38

0. 146( 0.416 x

0.531,

+100




{ 12018 8

3
t P
H1 - 0.234 0.058 4.019 * % %
H2 - 0.695 0.069 10.125 * Kk *
H3 - > 0.427 0.048 8.823 * * *
H4 - 0.416 0.057 7.265 * K ok
H5 -> 0.297 0.043 6.871 * K Kk
H6 - > 0.351 0.056 6.258 * Kk K*
2.
3.722) . . o
0.297 A

[Abstract] This essay analyzes the influence of tourism
city image emotional connection and destination attitude on
travel intention of potential tourists based on the theory of Cogni-
tive — Affective — Attitude — Behavior through collecting data

from Xiamen with the methods of Structural Equation Model.
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The results show that emotional connection has positive effect on

travel intention and tourism city image also has positive effect

on travel intention. However the indirect effect of tourism city

image on travel intention through self — destination connection is

superior to its direct effect

and the direct effect of emotional

connection on travel intention is nearly twice as the direct effect

of city image. Accordingly it is important of emotional connec—

tion in choosing destination.

[Key words]

tourism city image; emotional connection;

destination attitude; travel intention
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