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Abstract

In the digital age, the rapid development of information technology provides a new platform and
opportunity for the communication and marketing of folk culture. Tourism has become an indis-
pensable part of people’s life, and folk culture, as an important part of the tourism experience, has
attracted more and more tourists with its unique charm and profound cultural heritage. This paper
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focuses on the influential Longhua Temple Fair in East China, and constructs a relationship model
between tourist participation, emotional experience and cultural identity. The research finds that
the intermediary effect of tourists’ emotional experience in the digital age plays an important role
in the relationship between tourists’ participation and cultural identity. Therefore, it is concluded
that in the digital age, emotion is one of the ways to convey identity, and tourists participate in folk
activities, that is, cultural identity. According to the verification results, it provides targeted sugges-
tions for how to carry out folk marketing of tourism destinations in the digital age and improve the
tourism experience.
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Figure 1. Study model
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Table 1. System resulting data of standard experiment

&=L ERE ARG REE

REAE FEAR ST HEA Hr FHE FEAR ST HEA Hr
18~30 % 189 52.2% 3500 JG K LA R 107 29.5%
31~45 % 111 30.6% 3501~5000 75 162 44.8%
GRS S AN B
46~59 % 55 15.2% 5001~8000 7G 49 13.5%
60 % K LA I 7 2% 8001 jt &% LA | 44 12.2%
EhhE 26 7.2% = 13 3.6%
PN 65 18% BURF LG T8 35 9.6%
THERE REFAF 249 68.8% HNAFNCPN 115 32%
B, AMEIE IR 124 34.3%
WA K& L E 22 6%
BRI 14 3.8%
. % 178 49% [22E3 PN 6 1.6%
e % 184 51% HoAth 55 15.1%
1K 92 25.4%
Z R 2~-3 % 185 51.3% it 362,100
4 ] RUL L 85 23.3%

Table 2. The component matrix after the rotation
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Table 3. CFA interpretation of result
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AT 0.830 0.550
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o g B4 1 0.748 0.559
EESa 0.815 0.525
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B1 1.064 0.752 0.565 0082 12988
c4 1 0.711 0.505
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©) D2 0.982 0.700 0.491 0083  11.852
D1 1.238 0.775 0.601 0096  12.909
Y4 1 0.812 0.659
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) Y2 1.100 0.825 0.680 0063  17.454
Y1 1.152 0.821 0.675 0066  17.365
z1 1 0.848 0.719
R 22 0.722 0.727 0.529 0048  14.989 0843 057
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Table 4. Overall fit test of structural equation model
4. BHHERAENERERRE

E5 Ao s T b v BN S o 56 245 SREA LR 3 A4 B
2 %} & I P i A
XA p >0.05 (Rik &2 KF) p = 0.000 =
RMR 1B <0.05 0.052 1
GFI {8 >0.90 b I 0.934 2
AGFI 14 >0.90 YA I 0.916 P
RMSEA {4 <0.08 0.03 P
PR IS T F e A
NFI {8 >0.90 L\ E 0.929 B
RFI >0.90 b I 0.917 2
IFI >0.90 b I 0.981 2
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Table 5. Assumption test path coefficient and results

=5 RERKEBRERABRER

EdLEE PRk 15 R 5L PR 2 t14 p{H BESEEES
IRTHER — e R AT 0.147 0.085 2.392 0.017 AT
BRI — TR 0.208 0.087 3.243 0.001 BT
HEIEIT R — TR 0.298 0.085 4.909 AT
ANBREZ) — JiF R 0.333 0.097 5.036 RO

AT — STIARE 0.167 0.063 2.839 0.005 AT
FEAZM — CAIAE 0.166 0.066 2.640 0.008 AT
GIEITH - IAFE 0.180 0.066 2.941 0.003 BT
NBRES) — A 0.296 0.078 4,323 DA
TR BRI — SCIAF 0.190 0.061 2.389 0.017 BT

E: TURIRIE p<0.001 KT EEE
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ALt AMOS23.0 ) Bootstrap 7 iEHEAT N RONAGT S, X IR FEAHE 317 H S R HLIFE 5000
R, BIFEAEIESE 5000, EASXIANEEL 95%. A SNATIRSE R 6 fin, S5 R R A 15 BRI 7ENT
A BB AT HE RS A5 BASI S AEAT N N bR B30 5 RS B SO R 8] (9 e A ROSAR 43 314 0.368. 0.377.
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0.352. 0.316, RIFIFEGBARI XTI E S 5AAINRIFR R EF FMER, BIME# H3a. H3b. H3c. H3d
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Table 6. Intermediary effect test
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N N Prelia Bias-corrected 95% ClI Percenntile 95% CI N
AT i BNAE 5 BN B
~ 7N p VAN p
KS WoRME  ME  KE RAME pfE
SN 0.739 0.070 0.613 0.891 0 0611 0888 0
TEATHES — N
RPN BB 0.371 0.080 0.212 0.524  0.001 0216 0530 0  50.2%
AN BN 0
RN 0.368 0.058 0.271 0.500 0 0263 0491 0  49.8%
SN 0.742 0.072 0.612 0.895 0 0611 0893 0
&5z — HEMN 0364 0.081 0.141 0.462 0 0138 0458 0  49.1%
AN & ' ' ' ' ' ' '
hABN 0.377 0.065 0.269 0.525 0 0265 0517 0  50.9%
SN 0.648 0.069 0.526 0.801 0 0523 0798 0
EEIT N — N
S HIEXRN  0.296 0.089 0.188 0.537  0.001 0192 0540 0  457%
pEIANE
PR 0.352 0.064 0.244 0.494 0 0242 0490 0 543%
SN 0.760 0.069 0.634 0.902 0 0637 0905 0
ABREZ — N 0
A EAEMN 0444 0.081 0.290 0.607 0 0291 0610 0  584%
AN 0.316 0.056 0.217 0.436 0 0215 0433 0  416%
®F =315.921 HHE =237
80 RA/TEHBE =1.333
78 BISE =0.000 GFI=0.934 AGFI=0.916
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Figure 2. Structural model and the path coefficient
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