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An Empirical Study on Consumer Motivation of
Tourism Performing Products
—Taking Zhang jia jie as an example

HUANG Wei HE Si ZHOU Ling
(School of Law and Public Management Jishou University Jishou Hunan 416000)

Abstract As the product of convergence between creative industry and tourism industry tourism
performance is rapidly becoming a new type of tourism in China. Taking Zhangjiaje as an example this study
constructs a consumer motivation model of tourism performing products and makes analysis of the sample data
by using SPSS and Lisrel software. That purpose is to explore and verify tourists’ consumer motivation of
tourism performing products and to analyze the relation between the internal dimensions. The findings show
that 1) there are 6 kinds of consumer motivations: enjoyment development conformity flaunting social
contact and inner self-expression; 2)  ‘“happiness” is the first value standard of creation and innovation of the
products; 3) herd mentality and unconscious behavior tendency are waning while independent selection of
tourists is waxing; and 4) tourism performing products are closely attached to travel destination and the
independent appeal of industry formats is very weak.

Key words tourism performing products; consumer motivation; factor analysis; Zhangjiajie
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