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Abstract

In recent years, the boom in the construction of ancient towns and characteristic towns has
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gradually receded, and many ancient towns and scenic spots are facing development difficulties.
While in the context of consumption upgrading, tourists’ requirements for tourism experience and
tourism products have progressively increased so that traditional scenic tourism products can
hardly meet their needs. Their pursuit of originality constitutes an important tourism motivation.
Meanwhile, the revisit rate can reflect the maturity of a tourist destination and the level of tourists’
satisfaction with the place. The article chooses Wuzhen as a case study, based on online travelogues
and tourist questionnaire data, to extract the elements and dimensions of tourists’ perception of
authenticity in Wuzhen, and explores the mechanism of authenticity on the willingness to revisit
and the mediating role of place attachment. The study finds that there are differences in the mech-
anisms of influence of objective and existential authenticity on tourists’ intention to revisit Wuzhen,
and that apart from the direct influence on the willingness to revisit, existential authenticity can
also indirectly influence the intention to revisit through place attachment. The article combines the
use of large and small data to cross-check the elements and dimensions of the perceived authentic-
ity of Wuzhen tourists, enriching the existing academic knowledge by examining the objective and
existential branches of authenticity and the two dimensions of place attachment, and eventually
providing new ideas for the optimisation of tourism place management.
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Figure 1. Research model
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FEJEFARIR AT T, AR b a2, R TR RSO R
M “ME + PRIRARES” Y5 XSmRS o AP SR EVERL A B “ AR SEARTE” HER SRR, IR
EN SR Z o

FEM T WS T T, B 21 ALRORRAET] “HAfR” Bk TR N ST Y. RABRF GBI, (R
PR CSREFT IR BUIETH Y, TR AIARAR I 25 L 4 80.9%.

Table 1. The high-frequency words displaying characteristics of tourism in Wuzhen

1 BERESEHER

REAIEA] TR A REAIE A TR REEIA] A AR TR TR
Keywords Frequency Keywords Frequency Keywords Frequency Keywords Frequency
g} 2613 Lk 240 EE 125 fH 82
FIX 2275 T 233 L%?E j’i 124 Jik 81
SRR
fE18 1906 174 219 Xtk 124 (g 79
%A 1177 @5 215 K BT 120 b Bl 79
iz N i 1123 N 199 PTG 119 il 79
5oy 836 YLy 295 e 116 A 76
M) 715 R 192 & 114 i 70
i 570 NI 188 ) 111 AR 69
Rt 514 ilild 185 TR 107 NE2 69
NES 428 F 184 L BRI 104 Wit 68
TiEAR 409 Ea 183 L) 104 W 68
HA 392 Yo B 178 TR 103 Hh 68
2k A 391 BT 176 R 101 [ERIZ2 68
¥z 345 EUr 176 F A 100 H 2 i 66
W 332 pag i 173 (= 99 Al 66
“%F 319 2 169 R 99 /38 65
Kz 307 R 169 il & sl 97 AKX 63
Hh 303 HEBA 166 mhneE T 96 o 63
2% 298 ZNE 165 HOBUKIZ ] 91 1EYi 63
RA% 296 LK FE4E 154 E= 89 RN 61
izl 293 E AR B 139 I 88 K 60
ARLFEARE 271 NN 139 A 88 B 58
Jis 269 gk 136 AR 87 1F i 58
[T 254 S 135 HAER 85 AR 58
e i) 248 SRS 134 JRA 84 1E5; 57
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42. TENE

AW FE 2% [ A AMSUBSYI T R R STHIR Y AR 2R, R 45 & S SE PR AT 5 7 200 BRIt AT 1E,
AR Likert 5 UK, 58 “WFER , 18R “FRARR" .

Forpr, i R AR & S5 RS IESE N [10]. Kolar A1 Zabkar [451HUAITFT; 47 428 A0 RE 3=
S JHCERAE[28] . Williams [50] % Yuksel ZF[511RIBTIT; HiFE AN E, HTHEREE. R
AR 3 J7 BT .

4.3. #iElE

2022 41 AZ 3 A, AtdES 2 R ARK A, 2022 457 H 19~20 H#IE, JHBFHE S E
AR AT e R 45 . Hoh, 28 B4R 300 fr, 2k FUSCEE 111 1. BEAH, 5 Aot gl
N 44.53%F1 55.47%; A LR EEREAONE, 18~24 B Ll 61.31%, U GHUFFERIANIER
HEHFE . 76.40%0) 5 Ui & MR BN U7 S8, AR TR DL 1~2 RO EE 2).

Table 2. Result of descriptive statistics analysis (N = 411)
2. BARERFRIEE SN = 412)

FEAE L P [ER a5
Sample situation Frequency Percentage
5 183 44.53%
451 Gender
g8 228 55.47%
18 SN 14 3.41%
18~24 % 252 61.31%
i Age 24~45 % 105 25.55%
46~65 % 38 9.24%
65 % ULk 2 0.49%
LT 13 3.16%
B e B R 26 6.33%
52 %0 & 7K F Education
KRR 254 61.80%
fii - & Lk 118 28.71%
=2 264 64.23%
NHEER T 53 12.90%
\ ﬁ/%ﬂﬁ{iﬂ/\J\ 23 5.60%
Ao 14 3.41%
HY. Occupation Lok AN A 14 3.41%
FENLE 12 2.92%
ERes)iAN e 17 4.14%
=S EL NI 3 0.73%
HAth 5 1.22%
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1000 oA 33 8.03%
1001~2000 JG 141 34.31%
EESEIBA LN
Average monthly 2001~4000 JT 92 22.38%
disposable income B
4001~5000 J© 52 12.65%
5000 Job I 93 22.63%
1k 314 76.40%
U w
BRI TR 21X 75 18.25%
Wauzhen tour times 3% 16 3.89%
KR/ 6 1.46%
o 1 REAA 112 27.25%
L P35 i i
Average tour duration in 1~2 kK 217 52.80%
Wuzhen
3RIELLE 82 19.95%
5. ZRE 9

51 MERFEE. WELE

AW 5L h & AZ B ) Cronbach’s o ZE KT 0.7, CRAGH KT 0.7, S4fEfatrfs iy, HEAR
I — Bt . R AETEJE . M7 AR Mo A I R i PR AR R = AR A R 3
FifE 0.56~0.89 2 [f], KT 0.5; KRAEAEJHEMEEAI(AVE = 0.48)I%{%4h, HAZEN AVE KT 0.5
(W7 3). WIRRESRE R . RN, EREWAEEEPHECRE/NTSEEH ST AVE Pl
B, WHRERXDBE R, o7 LT R — B R854 (3% 4).

Table 3. Results of measurement model analysis
3. MERBSITER

B =] FRERm R TREMERE CR  AVE
Variables Measure index Std. Estimate Cronbach’s a
AL SHURE T RIRITLRIA 2 RS & 0.73
K A2 BBURAERERAT . ik £ i SR 078
Objective 1%/ ' 0.77 078 0542
Authenticity ) B
A3: DHHIEEARRT . Gebi SR sk SRR 2 B 0.68
HIRERI DI LR '
Bl: 7ESMH, FIRZE|T . R 0.68
B2: A FEEDLHM N KM T MM REZ 0.72
TFEEJRIUPE ) gy o A0 3 2 '
Existential 0.73 0.73 0.475
Authenticity B3 2 1519 4 ol 1 FE AR E I A 3
FRARBARMN S, RIEZHE ANESCHM 0.67
gt
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Cl: SEUEHIEA MRS T 0.75
C2: 7 54k it bb 2 oAbt 5 e i BF gk B3 0.79
i 2 '

T, v e e P 2 I R 262 A L 1

Place . N 0.75 0.84 0.85 0.526
Dependence HhxfE DL L AL
C4: HHAhH ML, AFUHEHREREE 07l
L B '
C5: A LT RHAIRIE H /e N S B 0.63
D1: RS, RAERZILHEA TR 0.56
&, REZIRY '
7[R )
Place D2: FINNGHSRAERRMIBLR 0.80 0.85 0.86 0.615
Identity b, s R i XE A 0.89
D4: SRR At — & 0.85
o El: X LE0Z RIE I 0.77
HFER
Revisit E2: e SRR MERE S 0.78 0.81 0.82 0.595
WIllingRess e, g j e ok 5 Bl 0.7
Table 4. Results of discriminant validity test
F 4. XNMERR
AP A Variables 1 2 3 4 5
1) EWJEE M Objective Authenticity 0.74
2) f#7EJFE A M Existential Authenticity 0.56 0.69
3) HbJ5 & #i Place Dependence 0.43 0.56 0.73
4) #7573\ [H Place Identity 0.29 0.48 0.68 0.78
5) FEJF=JZ Revisit Willingness 0.53 0.57 0.51 0.42 0.77

5.2. REWSHRE

2
I x2 =343.34, df=125, ;‘f

THERAE, BAER RS
53. RiRLR

BRI S5 R (L 5)R W], B H3b. Hda ANRELAh, HARBBISE S 7 Ha S . ma i iz & an
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AHTFER ] Bootstrapping AR5 T RN . M7 AR AR B 00 S SOV R ER L AR AE SR ROV N i

R R B W2 1 A ER, 95% B S X ] 43 71 24[0.007, 0.059]. [0.022, 0.147], AE4E 0, BEHIfF
TEREAGE I AU o T b 75 DA R 7E 2500 P R i e P A SR B A i R R () R AR R IR AN 3

=275, RITAHEIAT 1~3 KM EER N . BASRES S
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Table 5. Results of hypothesis test
5. RIFHIGHER

s PRUELEIE A SE CR. o P S
Hypothesis Standardized path coefficient Results

B W L — 5 0.17 0.063 3.48 . JROT.
AETE SR B — 7 K 0.46 0.055 9.39 o v
MR B A7 -0.07 0.061 -1.59 0.112 AN AL
TEAE R B —Hh 7 A A 0.18 0.058 3.79 e AL
Hh 5 4 g — Hh 5 A 7 0.61 0.047 14.06 - AL
R M — i R 0.27 0.048 5.88 . s
TEAE R B — i 0.27 0.047 5.34 o FRAT.
Hhy 77 AR A — R 0.18 0.045 3.23 . JFROT.
Hh 5 A A — B R 0.09 0.039 1.82 0.068 AL

FE: "R p<0.001, "R p<001, “#x%p<0.05,

BRER HERT BHEEEE IR R —F=
0.79 0.75 0.71
0. 5,63
Bfs AR 0.73 s
0.79 0.7+
LGRS E EWRAN
pepy——— 6.68 0.27** 0.77 ==
-~ R
0614 EER K| #EEE |
0.46™ 0.27*** 0.77 BifEE
FERS 0.68 }
Y
T B NG 0.18*+
i #75AE
Eaes 0:f2
0.56 580 .88 0.85
[wmm | | sapz | | sxex | [ 2ems

Figure 2. Path diagram
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