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Fig. 1 The results of content analysis of social media comments of the accident

19




S AR AR 2 A A

=, BAEHNKZTRHATITER

WIEEIFIE RN A FEZEAT LA R 5 AN 200 XEBEE B RIS A i, Al iy
ERARL, XM aEde, X AEBOIEAE, DL i iR

1. *F5e 6y Bl H A= Rk

B S R B AANIR T TS, AR Z W 3R T X A0 I [ A et
X HEA 1 () 7 AR 2 P A A X A ik O =, 55 e AR [ 5 A O B P38 e
FEREaRE w87 BRI CORSE” S, W A REFF! T (C32)
“XAREITINE T REGORFT” (C29) o MiIMENLES I —FiE X,
R RN AT S RN TE T T M BT, 5S4
BEHHMESITESHE “—ibads” “RitHel” %,

2. Xt su ey R

A B AL A S T BT, XA AR SR st T N E e R T
NATTRIBFET AR B (R B o XX FhAE T 720, A B A\ S fgd FREE SR, 40X
ARELRKFEEEZET” (C38) ; WHLAESEET. SAAKME, XA
Ak RRAY, LRRIFEINLT” (C92) . HE, XMIET A E—Lk
NHR B BA TG “REERREZE, BEXR—HAARBGER,
LA GGRZAZ " (C123) o WPFHETETR RN, SET A S 2R R R
NS AH R IR IET )7 SR A SRR, BV AR F P 6 AN RZ Y
BRI X — AR IEF AR T SR T e . = RO B T S 589K
BartE, bR AL LT (Cl41) , I ANENIZEBEYT, “A
BATR” (C129) . “AAZE” (C131) .

3. AF4 k6B AR

RN BEE By A2 Al R R BE B, BT AT TAR 25 22 B AR 301 T A
) A i —— R ARy . KA el R 2808 F R ARICIZ .
H 1959 4 iz e, KEA®RyiEst 5 E AWM H &A% BB, gL
AN . BRI, SRS TIRZ AWML, G “Xé R, Ke9EF"
(C15) ; “KRAAABDEEREIFOEIL” (C14) o XFHEZH W SRS
gEAHE—R, W AT RRAR” (C68) , BERIEMZIE, WEE
TR A A SRR

B T IE H AR A 2 2Z 40, AR BRAR B 592 A A & iy w5 8. an
C23 ) “ (XA Ak ) B R KFFRR, = AGEZE T ILFOIRAN? 7

20




iR ST 23 4 2019 55 4 1 Tourism and Hospitality Prospects Vol.3 No.4, 2019

R W RAE] T 5IZ0A X “BREA DR o BAR “BRAEH YFif”
HWHE I ARITCR, WA MW RAETIS BT IUE T8, (HRERK S M RIFA
METEE AR, MR A OB EDZAE BB AR

4. ST EHM

A P BEAE TS TP 45 M R A 7 A S PIMEZS 4 C316 EL#k T Y il
“IETFT O, (FlEC ) HALE R R R R R T UL, AT
JUAF, B2 WAEPEE P, X B PR R TEA  IME 2, T2 E S
LRI RZ .

TE AR Z2 I B A SE 2 11 S (3 AR 2K 1 S il — 4, AR 2 I R A+
Y R A 22, W B S 0 D DR s Ry A 7 A 2 A RS R S R il
ZITESr o IXIEAZ SRS RE IR ) 75— P A

B T 9 Bt I SCAR Al R SCAR A D T A 22 40, ST ie i %
MR B TSR IE, a0 “desFaAe kF ) 7 (C295) , “HETFidak
Eou B2, RMETAED? 7 (C196) o A M THE BT TP e A 22
AN, B, R YIER AR, DO R Rk
T

5. ATEAF 6 R

PR iR 2 R S A SRR A f R RO A &8, K0T 430 4 Fh
W, H—RELE T 2Z F Al A BRARRI A - R B, 73K I 1 5 = 1 2
ke, N K2 FEH ST T 4 22005 K A I A R %) 7 ol 3 - S 380
W “Ké R L BB LT EREERTHEA! 7 (C227) . HEH
NEW IR S &2 500 A X R, X RJErhsc ik - —Fp B
FICAEmE .

FL R M s DL 53 A —Fie P ——B I . SRS IR R I T 5 8 R A
XL AE B A E AR, MATE ISR SO E i, B AR AT A I
FHBSORCAE R A S 2 5, R A AR T XREIEANE LA, R SRR
A MW" (C260) o A N FELEANERE AT Z, ML TS
B, W CRARAFEZAFEL A LT RAABG oo A AT
(C261) o XFHUARZ MR i A E Tt

H=IA N2 EH LT S, “—RERWT, EZRPEE” (C200)
JEX—TFE AL FER AT AT AN TR BTG | A L 3
B, W R T, TaA AR 7 77 (C190) “HEHERGH
TATH, GiEdar, ARG KRBT, ARLAE—BRE., SRR, ZPrF,

21




S AR AR 2 A A

BRRERT, AeALi” (C178) .

PO — SRR A 7R, XSEPEIS AR T AT 3 MR E T A%, E
BLALRG . FRBEHIAN G, MRBE S DX BT R A I AE A R
J 5t S KR AL A BT IR A SE X ROZ A AR T, XA
W TIERE . AT AT A VLR B A L A I AN E AT R B S
VA PRI A AR S SR B fris I R, s ms E AR, (R 0%k,

B 205 PR BA TS VT DR X A SCER AT LAY SRS A K, iz I
PRIE— e B L RBAE S e E AAEGE R A SR XA B ik, B ok
ZA, JE—FA RIS, BT A AR 2 A EE AT
A, B, T SOR 2R EAE S R AW T4t Sl = b, ik
R B SE H SRS TE 24 S F A 4B SE, I R B H R BR-pE:

M, BFERMNRGY: —HESEMSITEERE

1. BFH G0 E% K eI

— FUGF I i — e S b — 24 0%, BRI R B SE R, X HIK
BWE 4, BT ffh E A7

KEMEGR “HR” BEEIFARER T8 “nature” HES (78 HAE=,
2006) . 17 42 LE, PETHY “nature” FEAERAEAMH, xR FAE
IR EGE Y I RS, I AR . ARG . HARIAESE (Williams,
2014) , REWILABES . TR ERIG . #9E A SR E T 2 is Rk B
WA A BERE S, e s LR EXT “AR” AR AR, 2
KIBAE Wy CEE AR BEEIA, 2006) o “nature” &
FEARMEII B A H AR KBRS “HAR” |, MG IRESR TR, fE
ZRTIRE R HR SR “nature” FFTOMRNISER ., FrLL, I “HR” KHEIEA
R B A R S U . FE HRZETE SR, T H AR
£ NN = Y 3 ES NS K Y S P N | KT ORIEEE, KT,
RARME, “R” AEAEXT I 2 BACVE I SR “A4R” o FEbaefbrh, M isd
AKRARF R ENIE, NRANTHWER, FILXE “R” e
FlZW, IMERZH X7, mMAERAR, A AR REEARALER
WA MR T2, il AAE B R A TP AR D RS

MATE XA BN R BB K, T —Fhamis Py “R7 B,
MR O = (2012) BIBFGE, TEERK K7 WS EAZRE X, A

22




iR ST 23 4 2019 55 4 1 Tourism and Hospitality Prospects Vol.3 No.4, 2019

SRisfrryR, % RERKR, ARAMBR, BEEMER, “BRTFEA
LB R A WA AL A A 2 5 AR, R B B R BRR, AR ACHRY
IR—EB3 o EGERATMT , FEICHR . AWK | 26 MR A KA pre (1
HHE=, 2012) o KREA AR TN, AHL7E R A4 A0 52 e R il
ZT RZMRIFEUL “AAw, FRAER" , FBHRHREX — KA.
A BN UM, “ SR L 2 5%, A AathAR T Z—4" (MO1) ,
B FZE, NTRAEEXMUTREERMmE, KRARRTTRRITMEACH

S
B itho

AILUEH, TR T “K7 MERE T2 K s, AR
SESAL S, RATULSZERA T R (Zhao, 2009) , {HZEASKIRAETCIE P32 &
EEPNGSRER 9! 7

2. BARRPILAF KB B ra AR

KWt , FAARBOA M BA L A B Ast TR0, SRR [ SRR
AN RATT W T ARUE, AN Ky, BN E 3 52 7E FH ri 0],
AR LR e . R RaE, RE2NFEA AR ICE R R, i
I EEMAESZ T AR, HAA DO N BB st X B 1. TEEH L
AR, RSSO 2R, I TAEANG (S01) i#ERE, FIXAEHM
i B B TAERZIICE R g, IR, BEA LB R,
WLV R B PRI B 2 AR PR A 2k o LA, Y AT X A o2
KA, HEPRA R AREINETCE S 1, WA SR — 24
Jit 2 G 2 AU B A o

SV T = B, RT U B S A AR AU S X
R R o 3 A B R b B AR 2 R TR, TR
YR B K G| S BRI EEAR R AR, AR AR ZN, H
AP HR— B MIEARE, SaeR (FARKE, 2016) . XEEEHA
SRR B, BV A sh A 3 B ARAAT L, b aniiZim B ARE, HEE A
CHIE, — B3l s Fl F SRR, 82 AT LR B i e 7l .

HARFFEUCH B EA NTER B T, Xz T iasE 2 WAAFER . 1]
M) AR R . — BAFSEAS HaX Ro A, wEREAS R X Ao, AAIMAR
U HBAE B SR

H 2R K W 2 AL g st S xF BRI —Fp “I "  (enchantment of
nature ) , BPIAT AAREEFIA AT A IR 16 . F511 (1998 ) XA “RLig”
BURE, RN LU, B ARSI Joikit A e S AR EH

23




S AR AR 2 A A

AT DE i AR, R MR R . VO B AT Rt R —
ANBWAERE R SRR . X FAR MRS, AT iR T B S B A
Rk ABAAE Sz, KGR AR EROC R R A X, RIS
ANATE . FEAASHRIE, SOPP A OR VAR R BEAME N . Xt F AR
(R 25 ERAAE BV TE )

WRLL R RPN SR Lk — 0k, v RUR X MR F R
Je R . FE 4 e A b I AR RRAE TR X, RS Ao s X,
KM ZENABERE, AR BN Ak PRS2 U EE (MO1)
WA, S SRR IR S X N 75 4 X, Sk KU IEEA X, 7
JREER AR, TR R E A A SR, AR AR
AK, M F B B Sk T BB K . Xt A A AR5 — W AGE T iy% 4
WP, HRFEANLEI TN AR, LB R EIEEERE e 7% 4
BT R, HA AR UL A2, AR/ S BafuEds, BT
PATESE UARGE BB R 75 VR A . e A T 1 AR
SETE A AT RE R R T RS R . (AR, A ERE ARz R G, 1k
7 IR U 2 R RN B8 A8 Al A (R BIT (A PE E R

UM R & SR, WA AR A SR A S5 i [RIAR A, A okt B0 >0 A5 Ak 3
% (Knight, 2010) , BPAERE TGS BARIGLE . Z8EEA R EE A s
#4F (Orams, 2002) , MEFHIEMNFFEAETDAEIEY . TIEANLEE, 7F
XBHMPEYERZ A, AR ESEE TR RN EY (S02) o ES
ot AR o e 2 B BN R B 0L, b T R R E I kA, RIX Em
B DI & S0 0 BB, (R R N T3 i A T BES | BUbe it
BRI . AR K T 16 30 X5 1 % 06 sh KR S A T e, ok
BN T 05 E BN R (AT B . R ITER SRR TR AN RS s — R 2T 15
NI, R EY R BN MRS IR, BTN
SRR, ARG 2, e IR 3 3 DX S 1R
R, AR & R A b OG0 HL B T IR, R, 4R
BT 50 2% FESCAL HEF T ( Hytten, 2009 ) , W5 B ILRLF M0 = B4R

B KRR B AR SR T, T IS SE BRI Mk 4588
i Cokms . JERHI, 2009) @ —EXTBERFSLATI R, EHIARAER K
TR R ST R SR AT RS B A T . RO R
—UESIEE FAOMERE . WE S AEKE A SRR S IR E B TR AR,
WATIGEEREE; ST T BE 21 AR AR 0 R,
24




iR ST 23 4 2019 55 4 1 Tourism and Hospitality Prospects Vol.3 No.4, 2019

A, it

TR AMILRE R Bt T AL TR E AT A i B A S )
GRS, X ML A LR IFEEN AR A2, AMTIEZ 5 AJ5 it
BESEAEHEITIE: —, WIEEFORFERENs; 257, B e 750K
W, FFUONAAETOR, BN AN, =, MRS
AV A= AR R DI, DL S5 RARDIERES AL S0, R
THEATEA, BT O IMESS . BRI B, REEIRN AT T
fipke, FEALGERMmE. S, s e s Mg,

PAIEIFE, A7 REE S AR B RS BOIAEE, Mo T4k
JE PR i e b A R geie ol LGSR e Xt R fegeieh, MERSR 3L
MR R e E K. Kame—Miegtana e, I REES:, AH
CHEs TN, TS5 MR TTIER A . N BEBIN KA, GIEEHR
RIJCEEE R B E AR BT L, R Sk Al 52 55, ol AR —F Ay
TN RAERSEM, B K7 HAEEPE R T 32 H i s i —Fhamiz o
NEA G He X bl “SREZ " Wamis e, B aRm—ifns, R
AT RATR P E o TEMOWETS, SRR AR IR RGE ) 1 H 3 SR AT
e, S AR A TN PR 5 il 250k S R A

AT AABE R B AN, EARRET, ARG TR A
SRAUARE A] DL BEPE DTSR IR, — HAAE XML 2 05, F ARl i
Pedilo il HARBHAE RN A B, SO X AR IR L S A i 2%
W RE S SECE RTINS DA B3 W24 42 1l S XA 1 ) 30t
URCENT S NIRRT

F AR R A WL [ AT A AR — L G i SO iy, AR i
A F ARSI LEAL GEAt 2208 A AR A IRE , KT 1 SRS R R AQ 1Rl g
X ToAE T SRR A A i R IR o~ AR R E A AR, $RABSCTE TR 4y
TREGNE IR RTINS RIS I, do R ER R A5 AT R T
TRl s T T A AR B

AW EA N RBRYE: 55—, XK FEATEAN AN D GiHE L= T 1%,
AT A B BRURNE, INIEOHEZE M EE Vb 5 2t — P s 5,
R TR TS X AIGEARDCE B TR, FEDE b= X & A SR, Xl g
BRFMFIFERZ T, F AR AL 2 50 1 A ey, s 75 2t — PSRk .

25




S AR AR 2 A A

(B Bty L K I B YRR B R 5TH G K BN E 475 KR d.s
Pl ok FARFFIE R RIHK, EdHKFRFFEIIM AT EF AT, Bt
A= RS EARfe TEAR B IS, )

B3

[ 1] Akama J S. Western environmental values and nature-based tourism in Kenya [ J ] .
Tourism Management, 1996, 17 (8) : 567~574.

[ 2 ] Berger P L, Luckmann T. The Social Construction of Reality : A Treatise in the Sociology
of Knowledge [ M ] . Middlesex : Penguin, 1991 : 26.

[ 3] Buckley R, Cater C, Zhong L S, et al. SHENGTAI LUYOU : Cross-cultural
comparison in ecotourism [ J | . Annals of Tourism Research, 2008, 35 (4 ) : 945~968.

[ 4] Burns G L, Howard P. When wildlife tourism goes wrong : A case study of stakeholder
and management issues regarding Dingoes on Fraser Island, Australia [J]. Tourism
Management, 2003, 24 (6) : 699~712.

[ 5] Burr V. Social Constructionism [ M ] . 2nd ed. New York : Routledge, 2003 : 2~4.

[ 6 ] Cater E. Ecotourism as a western construct [ J ] . Journal of Ecotourism, 2006, 5 (1-2):
23~39.

[ 7 ] Cohen E. Authenticity, equity and sustainability in tourism [ J ] . Journal of Sustainable
Tourism, 2002, 10 (4) : 267~276.

[ 8 ] Cohen E. Panda and elephant—contesting animal icons in Thai tourism [ J ] . Journal of
Tourism and Cultural Change, 2010, 8 (3): 154~171.

[9] Cui Q M, Liao X H, Xu H G. Tourist experience of nature in contemporary China : A
cultural divergence approach [ J ] . Journal of Tourism and Cultural Change, 2017, 15
(3):248~264.

[10] Cui Q M, Xu H G, Wall G. A cultural perspective on wildlife tourism in China [ J ] .
Tourism Recreation Research, 2012, 37 (1) : 27~36.

[ 11 ] Demeritt D. What is the ‘social construction of nature’ ? A typology and sympathetic
critique [ J ] . Progress in Human Geography, 2002, 26 (6 ) : 767~790.

[ 12 ] Etikan I, Musa S A, Alkassim R S. Comparison of convenience sampling and purposive
sampling [ J ] . American Journal of Theoretical and Applied Statistics, 2016, 5 (1) : 1~4.

[ 13 ] Fennell D, Ebert K. Tourism and the precautionary principle [ J | . Journal of
Sustainable Tourism, 2004, 12 (6 ) : 461~479.

[ 14 ] Fusch P I, Ness L R. Are we there yet? Data saturation in qualitative research [ J ] .
Qualitative Report, 2015, 20 (9) : 1408~1416.

[ 15] Gao J, Zhang C Z, Huang Z J. Chinese tourists’ views of nature and natural landscape

interpretation : A generational perspective [ J ] . Journal of Sustainable Tourism, 2018,

26




iR ST 23 4 2019 55 4 1 Tourism and Hospitality Prospects Vol.3 No.4, 2019

26 (4): 668~684.

[ 16 ] Hytten K F. Dingo dualisms : Exploring the ambiguous identity of Australian dingoes
[ J] . Australian Zoologist, 2009, 35 (1) : 18~27.

[ 17 ] Hytten K F, Burns G L. Deconstructing dingo management on Fraser Island,
Queensland : The significance of social constructionism for effective wildlife management
[ 1] . Australasian Journal of Environmental Management, 2007, 14 (1) : 48~62.

[ 18 ] Kellert S R. Social and perceptual factors in endangered species management [ J | . The
Journal of Wildlife Management, 1985, 49 (2): 528~536.

[ 19 ] Knight J. The ready-to-view wild monkey : The convenience principle in Japanese
wildlife tourism [ J] . Annals of Tourism Research, 2010, 37 (3 ) : 732~744.

[ 20 ] Krippendorff K. Content Analysis : An Introduction to Its Methodology [ M ] . 2nd ed.
Thousand Oaks : SAGE, 2004.

[21] Li F M S. Culture as a major determinant in tourism development of China [ J] .
Current Issues in Tourism, 2008, 11 (6) : 492~513.

[22 JLiJN, Yang D M, He L, et al. Psychological, physiological and behavioural responses
of tourists to interactions with rhesus macaques at Zhangjiajie, China [ J ] . Journal of
Ecotourism, 2012, 11 (3) : 202~206.

[ 23 ] Macnaghten P, Urry J. Towards a sociology of nature [ I ] . Sociology, 1995, 29 (2 ):
203~220.

[ 24 ] Notzke C. Wild horse-based tourism as wildlife tourism : The wild horse as the
other [ J ] . Current Issues in Tourism, 2016, 19 (12 ): 1235~1259.

[ 25 ] Orams M B. Feeding wildlife as a tourism attraction : A review of issues and
impacts [ J ] . Tourism Management, 2002, 23 (3): 281~293.

[ 26 ] Patton M Q. Qualitative Research & Evaluation Methods [ M ] . 3rd ed. Thousand
Oaks : SAGE, 2002 : 244.

[ 27 ] Petersen Y Y. The Chinese landscape as a tourist attraction : Image and reality
[M] //Lew A A, Yu L. Tourism in China : Geographical, Political, and Economic
Perspectives. Boulder, CO : Westview Press, 1995 : 141~157.

[ 28 ] Proctor J D. The social construction of nature : Relativist accusations, pragmatist and
critical realist responses [ J ] . Annals of the Association of American Geographers ,
1998, 88 (3): 352~376.

[ 29 ] Reynolds P C, Braithwaite D. Towards a conceptual framework for wildlife tourism
[J] . Tourism Management, 2001, 22 (1) : 31~42.

[ 30 ] Rodger K, Moore S A. Bringing science to wildlife tourism : The influence of
managers’ and scientists’ perceptions [ J | . Journal of Ecotourism, 2004, 3 (1) : 1~19.

[31] Rodger K, Moore S A, Newsome D. Wildlife tourism, science and actor network
27




S AR AR 2 A A

theory [ J | . Annals of Tourism Research, 2009, 36 (4 ) : 645~666.

[ 32 ] Schiitz A. Collected papers I : The problem of social reality [ M ] . The Hague :
Martinus Nijhoff, 1962 : 3~6.

[ 33 ] Sofield T, Li S. Tourism governance and sustainable national development in China : A
macro-level synthesis [J] . Journal of Sustainable Tourism, 2011, 19 (4~5) : 501~534.

[ 34 ] Williams R. Keywords : A Vocabulary of Culture and Society [ M ] . New York :
Oxford University Press, 2014.

[35] Xu HG, Cui Q M, Ballantyne R, et al. Effective environmental interpretation at
Chinese natural attractions : The need for an aesthetic approach [ J ] . Journal of
Sustainable Tourism, 2013, 21 (1) : 117~133.

[36] XuHG, Cui QM, Sofield T, et al. Attaining harmony : Understanding the relationship
between ecotourism and protected areas in China [ J | . Journal of Sustainable Tourism,
2014, 22 (8): 1131~1150.

[37 ] XuHG, Ding PY, Packer J. Tourism research in China : Understanding the unique cultural
contexts and complexities [ J ] . Current Issues in Tourism, 2008, 11 (6) : 473~491.

[ 38 ] Ye W, Xue X M. The differences in ecotourism between China and the West [ J ] .
Current Issues in Tourism, 2008, 11 (6 ) : 567~586.

[ 39 ] Zhao D X. The mandate of heaven and performance legitimation in historical and
contemporary China [ J] . American Behavioral Scientist, 2009, 53 (3 ) : 416~433.
[40 ] WHFIA P EREL T AR B9t [M ] /=, N5 . R ) e

TS PN, 7 BRC: TR AR SRR, 2006 @ 10~45.

[41 ] DApH, S2a05E, 20t | AN AR S iiliep se ok [0 ] iRIE 71, 2012, 27 (5):
57~65.

[42 ] #ERH, 1R PRI BPRE N—R 0PRSS T [T ] ikiiF2ET,
2012, 27 (5) : 49~56.

[43 ] ikt ESNS APkl sk [0 ] iRiiERkEy, 2011, 25 (6) : 75~92.

[44 ] 0= . (P R LS ) R [ M ]/ I RE =, /NS % . A R A 5
PN, B AT TEOR AR ARE, 2006 @ 3~9.

[45 ] 0= hERERE [M ] BCEAR, 3% bt WPREE kL, 2012.

[46 ] A FAREERG [M] S5, 3 Abnt: AT « 3564 < Fra=3843)E, 1998 - 29.

[47 ] EHRAR . A2 vs. 2 SR ? [N ] JERUE4ER, 2016-06-15.

[ 48 ] Wi RIESCAEIST [ M ] . B RL . FERUR M, 2012,

[49 ] sk, JEAFRR . HA M9 WIBRS & BRI A 7T 0t e
[J] . B2, 2009, 29 (1) : 86~95.

[50 ] SR¥K, FVBE . AARAYAESEM « VE7 ASCHUB0 B ARIDFRHAIR [T ] . shBERbE,
2017, 37 (11) : 1609~1616.

28

Xk H ] 4 RSl




iR ST 23 4 2019 55 4 1 Tourism and Hospitality Prospects Vol.3 No.4, 2019

Rethinking the Social Construction of Nature in Ecotourism Research
CUI Qingming / XU Honggang
( School of Tourism Management, Sun Yat-sen University, Zhuhai 519082, China )

Abstract: Scientific knowledge is usually regarded as the basis for the
management of natural environment and wildlife in ecotourism. However, recently
social construction approach challenges the domination of natural science. This study
aims at examining the effectiveness of social construction paradigm in ecotourism
management, through conducting a content analysis of social media comments on
an accident caused by a monkey in a Chinese ecotourism area, and exploring how
Chinese people socially and culturally construct and response to the natural accident.
The results show that people commented the accident from five aspects. First, the
public expressed their compassion and mourning to the deceased. Second, people
thought that the death was casual and absurd, life was full of uncertainty and we
should cherish the present life. Third, people commented much on the deceased
tourists’ company, which is a famous sugar brand with many Chinese people’s
childhood memory. Fourth, people constructed the monkey as Monkey King, Golden
Monkey (another famous sugar brand in China) and criminal. Fifth, people also
expressed their explanation about the accident: caused by the mandate of heaven;
caused by company competition; caused in conspiracy theory; and questioning the
management. This study only seriously considers the comments about the mandate of
heaven, in which, the accident was believed to happen under the mandate of heaven.
This explanation is consistent with Chinese traditional construction of nature as
“heaven”. The heaven is believed as the dominance of nature and human. It has its
own rules and orders to arrange people’s entire life, which cannot be fully known by
human, and thus cannot be changed or controlled by human beings. Therefore, most
of people including the managers accepted the accident and did not explore further
about the accident reasons. This construction inherits the enchantment of nature
from pre-modern society, which attributes the causality to some supernatural power.
In this case, social construction of nature does not benefit to effective ecotourism
management.

Keywords: wildlife tourism; monkey; social construction; scientific knowledge;

the mandate of heaven; enchantment
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