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Abstract

Tourism consumption intention is of great significance for improving regional tourism efficiency and
promoting regional economic development. Taking Chongqing, a famous tourist city, as the research
case, this study constructs a framework of “destination image - perceived value and identity - tourism
consumption intention” based on the SOR theory, introduces tourism experience as a moderating var-
iable, and tests the hypotheses using structural equation modeling. The results show that:(1) Perceived
value, place identity, and cultural identity all exert significant positive effects on tourism consumption
intention, among which cultural identity has the strongest impact, followed by perceived value, and
place identity is the weakest. (2) Place identity and cultural identity both play partial mediating roles
in the relationship between perceived value and tourism consumption intention. (3) Tourism experi-
ence significantly moderates the relationships from perceived value and place identity to tourism con-
sumption intention, but its moderating effect on the link between cultural identity and tourism con-
sumption intention is not significant. This study provides a new perspective for research on tourism
consumption intention and offers important implications for tourism destinations.
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Figure 1. Hypothesis model
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SRR, R DUNRR A, MR, VAT 48.57%, etk L 51.43%. RSy
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Table 1. Descriptive statistics of the sample

= 1. BARgt o

| I B #R& FEAR FEAS 5 LE
5 170 48.57%
4 5]
& 180 51.43%
<18 33 9.43%
19~30 97 27.71%
31~40 82 23.43%
i
41~50 58 16.57%
51~60 59 16.86%
>60 21 6.00%
WIrp & LLR 75 21.43%
. wh/ 95 27.14%
=451 .
K 120 34.29%
fi - & UL L 60 17.14%

4. BURSHSIRERT
4.1. [EHERLE

Table 2. Results of reliability and validity test
F 2. FEHEREER

e I ?Egg FrdfEiR  zM  PMA ﬁfgf Cronbach’a CR  AVE
e P InARAWR Fﬁ%%;’fﬁﬁ%%’ﬁﬁﬁﬁ 1 0.820 0.899 0.901  0.699
JE[10][11]

R SR AR P S/ 0.921 0.053 17.48 ™ 0.817
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A PR A RF (U R 1.038  0.046 22484 7 0.893 0ol 0018 0738
(141 [16] PRI S SRR 1001 0049 20423 " 0.845
LRI P s s = HoAa R 0989  0.050 19.845 0.831

TR 1 0.656 0.797 0.798  0.570
ﬁﬁﬁ?ﬁ I B ARIR L 136 0.119 11438 ™ 0.800
JREH TR 1316  0.115 11438 ™ 0.800

VE: *FE p<0.001, FR.

@I Cronbach’s o REUK M5 B HEATAEIE . A0 45 T RoR &4 5 10 REUATE 0.7 UL B, (EERLT.
BT IEE THT (R 2), SR EIR, ARHEA R TR TR 0.6565~0.893 2 1], 3 BH &K 1 X AF & (1)
PR Bomr, HA1EE CR IMEAE 0.798~0.918 Z (8], KT 0.7, BLHIUSER LT . Ak, #B& AVE
(R J7 ARSB R T 25 A2 i TR (R 50 SR (e 3), Ul 1A% B X S B -«

Table 3. Discriminant validity test

3. AR

iR TR B R SCAGIATFE] Hh 7 A ] RENANE
iR 0.755
iU 2 R 0.491 0.859
SCAEINTR] 0.579 0.652 0.791
77N IR 0.367 0.547 0.552 0.869
EENANE 0.403 0.609 0.497 0.619 0.836

T BAREFEN AVE SE R, HAN Pearson IR R EL.
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Table 4. Model fit test results
4. PERBERI

WA TEFR 2Hdf GFI AGFI IFI TLI CFI RMSEA  SRMR
WP o v 1~3 >0.90 >0.90 >0.90 >0.90 >0.90 <0.08 <0.08
NE ST 1.993 0.941 0.917 0.977 0.972 0.977 0.053 0.063

4.2.2. EEMMKRIE
R4 R R oR (R 5), H1. H2. H3. H4. HS5 Frxf B bR dEAL AR R 5050 08 0.3264 0.704. 0.445.
0.117. 0.499, trifEtb RESH KT 0, H P EHIH/NT 0.05, FRMEB HI. H2. H3. H4. HS BIR07.

Table 5. Results of path relationship test
=5 BREXAKESR

5474 (E 2 bR RS bR ZME PIH  ArdEfLRE BERR
HI BEIME—HTT AR 0.704 0.063 11.204 0.635 AL
H2 JRENNME — SN ] 0.445 0.053 8.38 0.521 DA
H3 JRENNME — T 2 R 0.326 0.07 4.659 0.323 BT
H4 b RINGIEY i e o= 0.117 0.055 2.152  0.031 0.129 IAA
H5 SO F] — Ui 2 R 0.499 0.07 7.141 0.422 DA

4.2.3. PAERAKE

1ZH AMOS22.0 J AT th RUNiAa e, 45 SREWICE 6), 1RGN E - TN Rl — ik iiEns o 2 e S
JEFINE— SN R > TR R s 2 2R BEAR AR s A THE 3714 0.085 5 0.166, Z {H 7524 2.073
53,952, KT 1.96 Ml FHE, H BP K545 RAGTHAETE 95% M B E K N EEXIEIARE 0, K
H 7N IR SCAGIA R A 28R B X

Table 6. Mediation effect test
= 6. PN

bootstraping %

AR R X 5 AT PR Z1MH
Lower Upper
PSS 0.577 0.046 12.543 0.488 0.667
De BN 0.327 0.050 6.540 0.228 0.426
Ie S 272y g 0.251 0.060 4.183 0.143 0.368
Mel N 0.085 0.041 2.073 0.010 0.173

A 25N

Me2 0.166 0.042 3.952 0.093 0.253

TE: De: BAIMMA—IRIFE R ERE: Te: BAIMME—HTTNFR&SCAINF —IRIFE RS Mel: BAIMHME—HTTIA
Al - Wi 2R Me2: JERAMNE— ST R — BRI 3 s g
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AHF 5K SPSS 26.0 [#) PROCESS 24 (Model 1)K 56 5 RN o« DU 4596 8 1528 B I k47
USRS B, o A DUBCRTA B o5 AR SO RN B AR &, il s BN AR &, 1B
RN AR 5 BT RERIH M. 48R BRGE 7), BAIHMESIRIFLR . SO R SR 250 )
2 BT i liE v P S p (/T 0.05, EAF X 8] 435079[0.031,0.218] [0.074,0.291], X [AI¥ N IESL
HAE 0, RFIRIFLIAEBAMAA . ST R S RiEE 2 = B &2 B B R EA . HJ kR
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Table 7. Moderating effect test
= 7. FTIER

E454 HA R A&

22 H. I R2 APk & P1H Lower  Upper R4
I

H6 REnE JiREE s gL 0.012 0.009 0.031 0.218 =
H7 7 [F JiREE R TR 0.001 0.583  —0.072  0.128 E
HS A IA] TR R 2L 0.02 0.001 0.074 0.291 =
1 BI%=0. 45, #wxp<0. 001

R

o

= -

% 7= 77T R%=0.18, #p<0.05

vj _________ 0.5 1 15 2

-

#®

E@

i A

BN E AReERIE)

ERI LI Y - - - - RS LA ¥

Figure 2. Simple slope analysis of tourism experience between perceived value and tourism consumption intention
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Figure 3. Simple slope analysis of tourism experience between cultural identity and tourism consumption intention
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PR IB R LS o SRR, R E AR 9 R A R I S, e AN (R R AR
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WA HEYE. SHERY], IRIFLIBAERIGME . SCAGAFRIZ I 9 R A B AR b B B3 IR R 5 1
FEs TR 3 75 DA TR P 9 RS AN 83, R ERT T e M 77 WA R SR 2 5 H M R DU 1% R L8l 3 DA
RS R . A TESE R s IR 2% e S AT BB SR O 1 SAIE S

RN SCEIBAFAE— AL, FEERANERLRAZ4RE, BACHBICEER . REWTs
i, HEEAL, BAOHMER DNEZ K7 I TR, RWRACARHER T, At TN E
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