TR ST B2 4% 2018 £ 5 1 Tourism and Hospitality Prospects Vol.2 No.5, 2018

S TR i RS

S - R S | N S

CLRT I R E PRk S E R HERTT 999078
2. NI RFD W iR scfb2aBe WESEERITEE 010021 )

i E: AT EOAYAARERARENRGE R BATBRNOH R L, AL ARBRT $4e
FEMESETA, AHIIANAZERAEENAT TE, ERNEHFT AL RN RIE* o
BATE MO RIAZ, BT EETNAR T T EGYmbE, SFLAN: (1) B0 E 24
BRYMEBH F, FEH A RAENNERRAL, LEFERXXA, (2) BRIV £
Fo R M F oM FRBABMNELEFERAXXA, (3) REHEIAN LA FRER
AZE X3R5 S BAT B M Z MM X AT AR LF AR FPARE, EBRY LG FARSLHRT
FEHEFAMBAL., (4) AZERAZZRAT T O EBY §A05 80 LR R A = 5o BAT
BEMAEHERRE,

KGR YR ERALE; BAEMN; NRZERAKE; BERHME; Fab %

[ FESES ] F59 Doi: 10.12054/lydk.bisu.83
[ SCHEiFRIRAD ] A [ XEHS ] 2096-3238 (2018 ) 05-0037-17
55

AR, AU ORI H A 309 SV E HTBOR BH i, S i s —
FhRAZ R B2 2 L WRIFE . SRR P20 TRCEER, ke
H s T, A8 SR IR B 2R A H M BN S, AR i LTy
4 B Wi 7, By 295z (Kim & Richardson, 2003; Lee, Ham &
Kim, 2015) . Rittichainuwat il Rattanaphinanchai (2015 ) 8§ &2 #0AE & & 18

[WFsEH ] 2018-06-05; [1EITHHEA] 2018-09-10

[1EERN] PR A (1986— ), Zr, dbmt A, BRI Ko Az, AF9rm . sEAiR
We. ERRIRNE ., iRV, E-mail: 38052954@qq.com
B (1981— ), B, WEHHBRMEYA, WEHRED L S5k
BRI, BEEEOTI . RIEEEETTY . RWETT A S mIREE .
g (1985— ), 2o, WHGREEA, WIS RS LR A, B WS
L ORI

37



SR i 28 2 R DS TRl 7= b SR A OS2 R T 9

m&rw%%HW%am&m%ﬁmﬁ&ﬁﬂm%@mmiga%<@mm,
2005; ERFEAE. BRPHIET:, 2007; X177, 2013; BE =, 2013) . FEFKE,
PR IE A i, —J7TH, RS SR . BRL AR P RS I A T MM%FW
RN G E R ; 71—, siaR. NEEEET g EEn (88
FWEIL ) ek ) S A AANE S5 | R BRI B i s —FhaE s 4
B2 E Wz (G . SEE . ZEA, 2016)

E NS C TR LRI A 5T B4R T 4 DT, A3 s A d % il i
5k B rY SR WG Z (8] 5 3 0C R AWESE . SEAUE L X IR I AT R B
EVRR RN LINENE A AN K (iR SN L N d i A LI B N - (ENTID O
Bt i e b 5 | ) B AR SR L EI A5 . Mercille (2005 ) 48 Hi 52 IUAE okt
Tl H b2 Pe K g i 250, BRSPS TR YE H MBS, &—
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Kim (2015) #&ita2; =BG 1 4 A~ R]522% Netemeyer, Brashear-
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(Kim & Richardson, 2003; Ji¥5m., B2k . TR, 2006; SCH . AT,
2012) o Rk, ASHFFE BEER IR A X 52 o0 1T 7E 22 RN IR0 Y AR -

PR R BT 2017 4E 4 H 21 H & 25 H AP F ik X IR FHAE R ke 5
AT SCHOAWE, RS RT, i VAR N D A A TR B A E Y
PRI R 2 800 1y, TR 796 1y, I B TG WL 12 X 355 400 i 22 56 SR 2%
ANTHE, BRAAINE R 558 4y, ARG FIBCER 70.1%. ZUiHE T,
BAYER 132067 (5 23.7%) . WA 426 67 (15 76.3%) 5 EBTEEESHT
21~45 % (5 78.9%) ;5 TEZHBEBRE T, KEMU EHF L 64.2%, AILLE
W, RIEE SRR R Ui BRSO, AF A 13267 (f
23.7%) , HWR NS G121 7 (5 21.7%) FiEA: 108 67 (5 19.3%)
A SZEEC AT T, Ph 2 001~6 000 Je R 3, 389 (15 69.7% ) , Hik K6
001~10 000 G, 3£ 771 (5 13.8%) .
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LR, FEHEAT CFA ZrHr i, R B PR 22 0 i k0T 34 48 S5 B0 B i/ F
0.5 MR, AR AR, A SCIMBR AN &R0 3 NI, fq 45
J5 PRSI A3 BT 1 L0 3L 18 A~ MR R A A BRI, 18 AN I i A E
~0.896~0.158, WEFEE(E N —0.754~2.495, FF O mASEE L XHE/NT 3, 0B
BAHLXHE/NT 10 IYER

WL R VAT LUE N, £ 36 brbs fE Ak R 717 58 0.658~0.926, t{E R

42



RIS 55 2 4 2018 4E55 5 1 Tourism and Hospitality Prospects Vol.2 No.5, 2018

13.910~24.242, MEAabn{E BT, ek EHk (Cronbach’s o ) REFIKT 0.7,

4 0.819~0.879, HE1EE (CR) 4 0.877~0.939, ¥ KT 0.85, XIHIEIRITE

Fr“ K. MO, SRR REEhRE (AVE) 9 0.620~0.836, ATLIAH,
TA5H ) RS RL M AR AR B B A U SO

®1 WIEEEFITHER

Tab.l Results of the confirmatory factor analysis

AR
% FE AR B % fi Cronbach’s o t-value CR AVE
wE

BN R E YA A B R 0.830 0.858 0.890 0.620
EERE FIAAZEYAFR f@m%] Aty 0.919 21.586
(FTLV) #xizk3 zu’m%‘ 0.785 17.717
RERAEZEHN ﬁfun 0.658 13.910
ZE BN A L A TR KA 0.720 16.014

AEEE RESR TR EA EG R 0.879 0.859 0.932 0.775
2E Ao P 09 BT R A ARG S 0.848 22.186
(SF) &tk a b ag i BAEF B SR 0.896 16.232
FAAFAE R P oh A EAEF LA E R 0.898 24.242

KRB E REFZRBREGBEEET L 0.878 0.875 0.889 0.729
(RI) AR ZRROREZREFT T E 0.899 21.358
B EZEEBATEREFT S 0.779 18.543

FEHE RAAERENHEA R%é’a 0.850 0.819 0.877 0.703
(SI) KRA T BT LA TAELY 0.823 18.228
FOAA R ST A LA 0.843 18.558

5 BAY REFRNES, RELESFELE 0915 0879 0.939 0.836
B FR W3 s, KRB EA LGN 0.926 20.068
(WPP) #HRBELZRERIAIZHMAE 0.902 18.490

I 2 TR, A HREEZ [ RIARSC R B F 7 (BN T XY AVE fE
KU TR DEEE BA —E R XRIRUE, SRR R oA B5E 1 A6

®2 BRJUETFHERYHMBMENEXRY

Tab.2 Correlations and average variance extracted of the scales

B RERRE HEEEZRE ERBRELE ZEBE FRBMAEN
YR EERE 0.620

HEEZARE 0.166 0.775

R332 % 0.288 0.350 0.729

FEHL 0.213 0.542 0.570 0.703

7= 5o RAT A 0.480 0.329 0.564 0.446 0.836
LE MR AT

ASCHIF AMOS 21.0 504F, VIG5 7 FERLRY R 745 4 BE ARG O R IR B
2k TR R R ) 8 RS BE S AR B 4, X /df = 2.549, P < 0.01, CFI = 0.930,
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GFI = 0.885, AGFI = 0.832, NFI = 0.915, RFI = 0.892, RMSEA = 0.058,
iK% CFI. GFI. AGFI. NFI. RFI{H¥#E 1) 0.8, RMSEA fik T 0.08 1yE UK E,
Rk 3 45 R R, EMAES E B REXNXEIES (8=0573, t=
10.742, p < 0.01) | EWIEMFEREX =AESL (B = 0.505, t = 9.180, p
< 0.01) . XEIELEX=REMEN (B = 0404, t=8.799, p<001) . 5
SIE L R R (B = 0.206, t = 4.856, p< 0.01) . AMENEER
FEXT = ST MY (B = 0.400, t = 7.639, p < 0.01 ) HHAIE [0 B B E R,
BIScrh BFoE % H1. H2. H3. H4 5 H5 305 508, R 2 i 3,

e )
0.76 0.82 061
[ Rt || R2 || RSB |
0.87 090 78

IR
033

[ st | [ s2 ][ s |

3]

2 EEHEBIER

Fig.2 Results of the structural model
E: B¥el RAFALE, REMOMA (o FTLV]) #5k X LA AT SMCH (PR %

AFEFF); BEFT (PERH L) EREHR, BESHOMAAGTREEREATRE A
e, BEFEAT KA LM A TAR RS A,

R3 BEESMREGBITER

Tab.3 The estimation results of the structural model

1B3% %1% AREAAE A AREIR t 1A R
HI VUM REEBRESEBE L 0.573 0.052  10.742%%* E&s
H2 YR ERRESTEBR 0.505 0.054  9.180%** F&
H3 R 3% £ /= 5o BAT BN 0.404 0.066  8.799%%x &
H4 T F— S BAT BN 0.206 0.061  4.856%** X H
H5 #MERERfR2E—~ 8RR 0.400 0.073  7.639%%* I

E: PR R R p < 0.001,

3. PAAR M

K6 56 R A S5OR B B B9 5 ¥ S 1 Baron 1 Kenny (1986 ) $2 H! ) £ it BK
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15 H Sobel Z #5775 ( Fornell & Larcker, 1981 ) , {HIX PFR 5 1k >k 32 Bk
KL 1) i % (MacKinnon, Fairchild & Fritz, 2007; Hayes, 2009; Rucker,
Preacher & Tormala, etal., 2011) , FERIAEM NI : 5H—F0S 29N
iz ] BK ik A7 B AR RN A Ar sk, a Al b 43 90l 3%, (H 2 ax b AR B3,
axb AR HAE W A0 EOIRA (Lee, Shafer & Kang, 2005; Zhao, Lynch &
Chen, 2010) ; &5 R & FEIN K Sobel Z K56 FIKE S 1A, JCHAEMEE
[ HERCRAT, Sobel Z BYRETE JIFEFERAIK ( Preacher & Hayes, 2004) .

Taylor, MacKinnon Fl Tein (2008 ) 5 Hayes (2009 ) PA & MacKinnon,
Lockwood # Hoffman 45 (2002 ) ##38, &5 oA 200 ) 8 3 PE, W fdi
Bootstrapping .3 /I LA IE, Bootstrapping 21 AT LIz FH 4 i 18 (10 7 0 &
FHNHFTESR, RN 2% 8RR W A LA .

B SRS R AR o 5 2 A 2 Al i BB R A& B 200 AE 5t
X e e d SR A VR A rE A 52 . R A Taylor. MacKinnon £ Tein (2008 ) ##
WY Bootstrapping B KHE P AR, K a x b R[5 X [7] ( Confidence
Interval, CI) , DU 19 2 BB DL s A2 E S HORE 5 000 U, HJR 7™ A8 Y
ER AT (ARG IR IR IE A/ MEARR S ) , RIal sk i /28 & (axb) 1)
fRMUXE, 78 (1-a ) x 100% K5 HX 18], 385 B 95%CI WA AL 0,
WL R « WEZEKETERSITEE, B p < 0.05 (Preacher & Hayes,
2004 ) , iR JRBese, B R AR R HA A ROR (MacKinnon, 2008;
Preacher & Hayes, 2008; Lau & Cheung, 2012) . ARSCHAMNAZE A BIHZ00
UG IE A, )2 SR AK §E Baron il Kenny (1986 ) #2 A&, Birp4r4s
HOETE HASE S N AR R R IR AR S, HRMBEHZ MR, HhndsE
TG, AR5k A AR 50 5 AR e Z B OC R AR AR B2, SR 58 A 2k
A BHIMAPAA GG, 15 )50k 1 AR i 5 W AR 2 0] 1Y ¢ R A8 55 50 i 3
WA R A3 A 35O

R 4 W, KEOER (AR S5 UE = 0325, p < 0.01) |
T IES (BREALRI N 25Ul = 0.147, p < 0.01) FERZIUAESh B 2R A
P AN Z AL B B E R T A RN s SRR B R (AR B
BN ZHUE= 0.561, p < 0.01) F7™ b AT 0 9 B0 0 2 IXBUE 2 AE
SN it PR 37 i B AN U (8 TR A RO S S SUE R AE R i A e 2 (A
(26 5 2 (BRiEAL RN 22 % 280 = 0.179, p < 0.05) , FTLIA X4k
TWGAER TR A A8 RO B 358 Tt SUBRAE R A AR s i R A2, [\
FE, I XEOE 2 S IE RS SRRSO ) e ] DUE H AR 25 R (X
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% b 68.9%, SSIES N 31.1%) , %% Hea 5 Heb #1815,

R4 BEAMRIER, BESEZRSTR

Tab.4 The result of direct, indirect and total effect in the whole structure model

Bootstrapping 5 000 K

S HA KR FMALE  Bias-  95%CI Percentile 95% CI

4
- Corrected

AREE Z Lower Upper Lower Upper P
FTLV — RI— WPP  0.325 0.068 4.779  0.215 0.478 0.212 0.473  **x*
FTLV — SI— WPP  0.147 0.045 3.267 0.070 0.250 0.062 0.235  **x*

B 10 3 ROR 0.472  0.065 7.262  0.365 0.621 0.357 0.609  *#*
AR 0.561 0.079 7.101  0.406 0.715 0.415 0.729  **x*
BAR 1.033 0.079 13.076  0.889 1.197 0.891 1.200  ***

PR (£ 0.179 0.094 1.904 0.002 0.378 0.007 0.381 Hk
Sj;l\fii%ﬁ'tb (RI/ 0.689 0.092 7.489 0.491 0.855 0.508 0.868  ***
B aEROR )
AR (S 0.311 0.092 3.380 0.145 0.509 0.132 0.492  ***
B A HEBOR )

E: % Fp <001, ** £ p < 0001,

4. AT ARG L

AT R EZERET KRR RS HZ 90 IE R
( Hierarchical Regression ) #E47K: g0 . X “Bl R S5 ZREE” 78 “SOMEN 2B
5 XEIEL | SRR ERRRE” 5 AU Z I pysR A E TR R
Kb BEAd U SPSS 22.0 #AF, XPIRIFEFEABIGHIT oM. EAE, ik X
IR M CFAUESR” WO R, RETIA AR SEMERS S ERET |
AR R ERE” UKL A R SR RS (R E ) ,
1 WRERAC B I Z A S 2 MK R A S 5 VR R AT

SIPTEE R IR 5. TEMFSE AR EFIREAT, “RAOEM S RRE” 5
IR EERE” R EIN CXEIE R M R SIS WEA R ER
EREM (B =0.139, p<005; B =0.115, p<005) , Bl “HRH
TR BNEOLT , R OC TR A AN Y SR R R
YT CIXEUEZR” M “FER” BATRIKSIEN, H{Eik H7a #1 H7b
CEIF R

x5 FATHEKREER
Tab.5 Results of moderating effect tests

BE¥® %¥ R’ AR F1& AF A BM2 A3
RIRHBE 1. HMEREZEE 0453 0.453 351.453%* 351.453 0.489%* (.358%* (.349%*
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]
HEg® %F R’ AR F1& AF AL A AR 3
R % 2. A EEEZRE 0.556 0.103 265.361** 98.578 0.334%* 0.296%*
3. RAR 0.570 0.014 186.527** 13.372 0.139%*
TEBLE | ¥MMERE R 0426 0.426 297.278%* 297.278 0.453%* (0.225%* (.285%*
2. HEERRERE 0.529 0.103 224.203** 87.214 0.314%* (.254%*
3. AR 0.531 0.002 150.782** 2.386 0.115%*

E: R Fp<00l, RER=FMMHREZRE x WEERRE,

B3 UL RSB R BP0l — AR e 22 g e, 5k 17 1]
BRERBRE" S AR ARSI, AU S 2R 5 KPR
M mRER” ZEMK Rz NIRRT A, AUER T IR
1B AR ERRE” 5 "KEUER” M S AER” ZERCR PR T
—EMWEIEN, H “EREESERE" £ WA EERE" 5 “XEEL”
P RN (S Tk

5
45 -
4 .
35 T
-3 / —— Low B2 8 HE
= 7 -~ High B 8§ A%
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2
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1 .
Low Bk & 5 2R High FEHR1E & 8 FRLEE
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% e
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B3 HEEEEEADIERETR

Fig.3 Graphical representation of star like degree moderating effect
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A Study on Tourists’ Favoritism Towards Film and TV Dramas

and Their Willingness to Pay for a Premium for Tourism Products
CHEN Xi' / HAN Dong’ / SUN Jia'

( 1.City University of Macau, Macau 999078, China;
2. Inner Mongolia University, Huhhot 010021, China )

Abstract: Based on the effect of film and television preference on premiums of
tourist products, this study uses SEM model to deeply analyze the forming process of
premiums of tourist products and reveal the inherent mechanism of multiple mediators
(regional image and scenic spot image) and the modulating variable (popularity of
superstars). The founding is as follow: (1) The degree of film and television preference
plays an important role in influencing regional image, scenic spot image and
premiums of tourist products. There is a significant positive correlation among them,
the higher the degree of consumers’ preference of the drama, the higher the evaluation
of the presented region image. (2) Regional image and scenic spot image respectively
have a significant positive correlation with the premiums of tourist products. (3) This
multiple intermediary model explains the willing to pay premiums of tourist products.
Regional image and scenic spot image have a significant partial mediation effect.
The intermediary effect and influence of regional image are significantly stronger
than those of scenic spot image. (4) In the case of a high popularity of superstars, the
attribution of individual tourists to the degree of film and television preference is more
likely to be converted into enhancement of regional image and scenic spot image. It
is thus possible to make a decision to implement premiums of tourist products. The
popularity of superstars and the image of the region and scenic spots are important
factors that affect tourists’ willingness to pay premiums of tourist products.

Keywords: degree of film and television preference; premiums; popularity of

superstars; regional image; scenic spot image
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