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Abstract

With the development of Chinese tourism industry and maturity of tourism
market, tourist’s attitude is beening changed from just purchasing the travel products
to focusing on high-quality tourism experience. As the subjective perception of
tourists in destination and most important stage of the tourism experience, tourism
on-site experience has a direct impact on tourist’s satisfaction and loyalty. In some
sense, researching on tourism on-site experience and influencing factors has a very
important significance on building destination brand, developing tourism product and
obtaining high quality tourism experience for tourist.

This paper is primarily concerned with the tourist on-site experience and
discusses influencing factors based on the Interbehavioral Field, Situational theory
and S-O-R theory. The study has a series of innovation: (1) integrating a variety of
basic theories and exploring the influencing factors, such as authenticity, situation,
past experience, etc.(2) confirming the effect of existential authenticity on tourism
on-site experience.(3) describing the model of on-site experience, past tourism
experience and emotion to reveal the interaction among them.(4) comparing
perception of influencing factors between group tourists and independent tourists.

This paper draws the following conclusions.(1) tourism emotion has effect on
tourism on-site experience and is related to stimulus objects, contact media, situation
and interactional history.(2) The authenticity affects learning experience and hedonism
experience of group tourist and affects escaping experience and hedonism experience
of independent tourist.(3)Tourism on-site experience has a significant impact on
individual emotions and memories of past experience, which verifies the on-site
experience interaction. (4)Formal tourism mediums significantly impacts on tourism
on-site experience and emotion of group tourists rather than independent
tourists.(5)The recognition of informal tourism mediums of independent tourists is
significantly higher than that of group tourists.(6)By employing T-Test approach to
analyze the differences among tourist emotion, authenticity and situational elements,

the result proves different tourists have various perception on these factors.(7) Three



demographic indicators (gender, age and income) significantly affecting tourism
on-site experience and perception of influencing factors are verified in this paper.

In a word, this paper demonstrates a series of conclusions by researching on
tourism on-site influencing factors and perceived distinction, which explores the
impact mechanism of various factors on tourism on-site experience from the
theoretical level and provides effective recommends for tourism enterprises and

tourists from a practical view.

Key words: Tourism on-site experience; Influencing factors; Interaction; Perceived

distinction
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