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Fig. 1 The theory and its related context
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Fig. 2 The framework of knowledge creation process in tourism psychology
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On Knowledge Creation in Studies of Tourists’ Psychology and Behaviors
CHEN Zengxiang

( International School of Business & Finance, Sun Yat-sen University,
Zhuhai 519082, China )

Abstract: Knowledge creation and knowledge spillover have gained increasing
attention in academia. On the basis of theory development paths in consumer psychol-
ogy, the current paper aims to establish the framework of the knowledge creation pro-
cess in the tourism domain. Specifically, I focus on four aspects of tourism knowledge
creation: context generalization, the driving force, the type of goal orientation and
the tree of theory. This research will highlight the literature on knowledge creation of
tourists’ psychology and behavior.

Keywords: knowledge creation; knowledge spillover; tree of theory
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