$25% 20105874 B

% 5 2 T TOURISM TRIBUNE

B iR [I]. s SR 2003, 22(5) 326 ~334. ]
[ 5] Hong Yan, Tao Wei. Tourists’ demands for interpretative media:
A case study of the museum of the Mausoleum of the Nanyue King
[I]. Tourism Tribune, 2006, 21(11): 43 -48. [ #t#: , M {F.
P 2 X A% 0 A 1 5 SR TP 9 —— LA G 5L o T T A 4 R 49
[I). MeifeZ&Tl, 2006, 21(11); 43 -48. ]

Luck M. Education on marine mammal tours as agent for

[6]
conservation—But do tourists want to be educated? [J]. Ocean
and Coastal Management, 2003, 46: 943 -956.

[ 7] Tang Mingdi. A framwork for interpretation system tourist aeras

[I]. Tourism Tribune, 2006, 21(1); 64 -68. [ g . BX

IRUERBERE WM R T]. RkiFaE D), 2006, 21(1): 64 ~

68.]

An Optimization of Tourist Interpretation
System In Heritage Scenic Areas

Based on Demand Analysis

Taking MT. Emei Scenic Area as An Example
DENG Ming-yan'”, QIN Yan’

(1.

Normal University, Wuhan 430079, China; 2.

Tourism Research Leshan Teachers College, Leshan 614000,

College of Urban and Environmental Science, Huazhong

Center for

China; 3. College of Geography and Resources Science, Sichuan
Normal University, Chengdu 610066, China)

Abstract; Study of interpretation demand is the basis of the
optimization of tourist interpretation system in scenic areas. The
paper, by adopting questionnaire survey and statistical analytical
method, makes an analysis of interpretation demand in Mt. Emei
Scenic Areas from the two aspects of interpretation media and
interpretation contents. The result shows that tourists have
preferences to interpretation media and the highest demand of
interpretation media is interpreters, followed by the guideboards
and signboards. The most interesting content is about the
outstanding feature of natural ecology and Buddhist culture in Mt.
Emei, followed by tourism activities. Moreover, _tourists ’
characteristic is significantly related to part of the interpretation
contents. The analysis finds that tourists in the scenic areas
require extending interpretation contents. The interpretation also
has a function of diffusing tourist flows. In accordance with field
surveys, the paper offers some measures for optimization
including improving media layout, strengthening interpretation

the

interpretation contents and enhancing the quality of interpreters.

regarding key features in scenic areas, increasing
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F1 AE.KE SNS MEEHEETES
Tab.1 The Fcore of SNS Website Marketing Function
in Taiwan and Mainland China

R2 WESNSAHEHNERNBEER
Tab.2 The Differences of SNS Website Marketing

Function Between Taiwan and Mainland China

G SNS P A B SNS 3 B H GESNS W3 KK SNSHE  pfE
T4 E & Face- % M KO @8 XE 5 AN AN R R 2B 7.10 35.50  3.90 19.50 0.048™
Mibok # A2 R R HE R W AP BEXYE 5.5 2.5 5.50 2750 0.500
AR BB 5 6 4 5 5 6 2 3 12 3 AFEEXMERE 730 36.50 3.70 18.50 0.028*
AP aELRE 0 0 0 0 0 0 0 0 0 0 SRAMATIRE 4.60 2300 6.40 32.00 0.211
fpaEXASEE 1 3 3 2.3 3 0 0 0 0 BERH AR B UL 6.00 30.00 500 25.00 0.345
ZRMATE 13 13 2 3 2 3 2 3 PR & L8R 500 25.00 6.00 30.00 0.345
BREARER® 3 0 0 0 0 0 0 0 0 0 * SRS 520 2600 5.8 29.00 0.421
EPRENERS Bl oo 78 08 s ey 520 26,00 5.8 29.00 0.421
BARSERA R EE S BRI 590 29.50 510 25.50 0.345
MRRDNE P : AFWEIEE 500 2500 6.00 30.00 0.345
R E IR 30 0 0 1 0 0 0 3 0
AFUEN R 2 03 2 3 2 03 23 2 3 REWE I 550 27.50 5.50 27.50 0.500
- 3 03 03 2 03 3 2 3 3 3 R R 5.00 2500 6.00 30.00 0.345
LR 3 03 3 0 0 3 0 3 3 3 P30 8380 6.00 30.00 500 2500 0.345
L ER 33 3 3 3 3 1 3 3 3 YL 510 25.50 5.90 29.50 0.345
HENERY 7 10 4 7 6 T 5 12 9 6 BRENE 5.50  27.50 550 27.50 0.500
WXZE 0 3 0 0 0 0 0 3 0 0 AR AL 570 28.50 530 26.50 0.421
il ok sy 03 12 130 EE5 %8k 550 27.50 5.50 27.50 0.500
BEIRYE 222 21 2 2 12 1. 2 BN Th B 500 2500 6.00 30.00 0.345
" S l £ G B A I B 470 23.50 6.30 31.50 0.211
SREEHHEE 1 3 1 3 0 3 0 3 3 3
LA U 4 10 1010 6 8 9 5§ 1 TN 7.00 3500 4.00 20.00 0.076*
BRI 2 3 2 3 2 3 2 2 2 3 BERIMERE 550 27.50  5.50 27.50 0.500
MREETEH 3.0 3 2 3 0 2 3 2 12 P AEE 6.30 31.50 4.70 23.50 0.211
ki di S 31 2 1 2 2 2 2 2 2 P R 5 550 27.50 5.50 27.50 0.500
MR R LR S L P34 B B 710 3550  3.90 19.50 0.048*
HREAA NS 284 s 4 os BHEDHEE 470 23.50 6.30 3150 0.211
SRR vy e e d st ERETHR 3.50 17.50 7.50 37.50 0.016*
EAWRBAS 0 3 2 3 0 3 0 3 0 3
e o 0 o 3 3 0 0 3 o0 o LW BWE 520 26.00 580 29.00 0.421
B 5 02 2 2 3 1 1 3 1 ERWYLH 6.00  30.00 5.00 2500 0.345
B4 4 42 38 4 3B M4 26 52 45 36 HAE SR 6.20 31.00 480 24.00 0.274

SNS I3 LA B A4 MR A BB, A 15 2% 0. 000, B
KT AR EATLS, LB BN R %
BEARN, BH,YE7E SNS W UIBAESH
AT BT, A {24 0.029, Bk & 1% £ B SNS BB
BEABEN N EHMAR MR TAR W, L8
AREEBERN BB, BEABEN N ELRER
e HBABSETENBEHRE",

RS EBARNIIKMEXAE, BER0.393,8
BEO0.05 ZHBEAKE, AHRMNTUAEEEE
ESNS M EAMEHENBARN SEARS
PR R A RBE R FHEMRX

VE *p<0. 1, #x:p <0.05,

HE 4155, Kk SNS M BEAEEBEEEEA
BN GBAREETRES,» K 229.229, 4
R 2,p1E50.000, 25358 0.05 HBEKFE, W
WA H € , Kl SNS M EAMBEHR“BAHEN”
HBAER BEMHRX, AR3. K5 W, 5Kk
SNS PJu LA B A A AR BET, A EHl 0.612,
Hilr, K FEZE SNS M BEAMEBEHRNEALS
RBER CREAN, REABENFERES
MR , BEARS BMEHRR", LB AR
N EERERWERE" . HIh, Lkkh SNS B L
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Tab.3 The Cross-table of Placement Media and
Placement Type of SNS Website Placement Promotion

in Taiwan and Mainiand China

EARS
el BE¥sA BERL
#% KH A% KE &% XH 8% Ki
B EHMRR
A M 109 31 148 45 228 89 485 165
g ETEASAZAN 25 183 305 273 4.0 $9 1000 100.0
ﬁmﬁ/\%zmm 89.3 100.0 787 13.7 6L.1 824 7.0 3.3
BIEHLHI(%) 6.0 66 2.7 9.6 334 190 .0 353
TR MR
M 3 0 4 8 31 19 303
ETEABAZAN 155 0.0 476 9.7 369 63 100.0 1000
ETBEAREZAG 107 0.0 213 8.3 83 176 123 . 64.7
IR HI(% ) L9 0.0 59 60.7 45 41 123 647
M TEH
MR 0 0 0 0 114 0 14 0
T TEARA Z AR 0.0 0.0 00 00 1000 00 100 0.0
ETEARAZA 00 00 00 00 306 00 167 0.0
IR L (%) 0.0 00 00 00 167 0.0 167 0.0
B A 3 18 39 33 108 683 468
fETEARNZAN 1.9 66 215 703 546 2.1 100.0 100.0
ETEARAZHN  100.0 100.0 100.0 100.0 100.0 100.0 100.0  100.0
SRR L% ) 1.9 6.6 2.5 7.3 546 23.1 100.0. 100.0

*4 BE . KEESNSHBEBENEEHREAN
BEASEANEESFAIRE
Tab.4 The Chi-square Test of Placement Media and
Placement Type of SNS Website Placement

Promotion in Taiwan and Mainland China

Wi B
- B B (HR)
A% KH &8 KB 6% KH
Pearson +J7 124.639 229.229 4 2 0.000  0.000
Bl 165.986 244.419 4 2 0.000  0.000
LYERAMMEE  73.490 32939 1 1 0.000  0.000
683 468

HHRMEEN MK

E xx p<0.05,

BARANIKERE, A EN0.317, BA KK EE
SNS [ 35 B AL 4 2 0 B A A “ % 3 W TR
WLEBARSEEN BER", YBAEN B E
LRURAH, HEARS EEN BAVRE",
%5 BRHFIBAT L RBUE F, KKK 0.573,
ELAF 0.05 2 B K, B IR AT LK 2« & &
B EE SNS W BAMEHENEABRN 5E

x5 ABE.KESNSMHEBENGEEHRENENE
EANESHAFANEERSHRERN
Tab.5 The Directional Measures and Symmetric
Measures of Placement Media and Placement
Type of SNS Website Placement Promotion in

Taiwan and Mainland China

B
WH
=Rc PN
AE R R 0.018 0.477
BARNKER 0. 000 0.612
BARSKETE 0. 029 0.317
B 0.393 ™ 0.573 ™

E %% p<0.05,
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F T AR Ty 1E B oA E R A (5
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X PR 5 P SR AR, T R R R A FTAR IR A
RSB EE X E , =& M AP X T SNS Mk
MWRE. I, &7 SNS Wik & & 1 & #E 4l
B A BT H R R A BB (Tapscott &
Williams) Xf-F“ M &R LUEMAE B € L hEE”
MEE ERRSTET RIS, R T #
174 BT (viral marketing) " B HE

FarTFHAEL, RENESENEAETWLE
] ) BB AR B o R ELJS Y TR R ROR W R,
B SO ER A G, 15 B R 57 1 22w A
BIHO, E, BR Y E KR SNS Kb 7E 5 H
HEXETEE Bl & ARAENS, © B X
SNS W i A 1] TG 72 ) &5 T A M 2L o
5.2 WAECWMIEME F & EF

FEM A BT EH &, 575 SNS P uh Bl 8 48 F o
KR, TERAE " WERERR"TH. 85
K SNS Wi 1, Bk T Facebook Z5h, Hix 4 K& A
FEENRERREE T WAFTWE, TEM

© ET. AR R EE SR WK TR
WA ZBREE , o LK il B HE A R A 98 50, 2008.
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5.4 kB E SNS Wk 47548 6 2

MEE S 7 SNS Ml BEH VLB AT . L&
INEE VAR ST 44 5300 B 56 1, Facebook LA K #1 &l H 3T
LB 42 3355058 2, N 5 R R EHILERE,
T4 /N Facebook DA J b [ B i 4> I AE “ B 4515
HPLEE” WIS LR LA B & IR & HLEE” ISR T
5 2X SNS W35 - 318 50 s N E S VLEE R i se 58

RE,ToL /N AL 19 T Facebook #2417 I . #1 -

B HACR AL 18 I, LRGN E , & /Dol & TR
T X F HELERF R, B EERE, 042
F5TE LT S0 48, AR R LA W0 48 Oy i 1 e 0 7l
R Z DN RR LA LU BB R 55 He R Sy o, 2o ) AR
e S BE#THEEFEE, Hit, &
“EPRSILEE” R T P E M A HIE, E T
EHR BB R, JTOTR & BN DL R IRAT A M
BB RER, B EMREE™ LML LU &
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4B K, Facebook LT /Nl , £ B # TR B ML AR
7 T T o

MK 5 28 SNS W 3 & £ HL&E A 25 4317 - RIE
X ELESY 52 i fEsE 1, LS ML 45 A JF
B2 RO REHIERE, RIE-RANE 4
AR S A S T 39E, W L EME“DS AL

BRZERA UK BHEDVER" SKTLHE,
FHABEMRTREAK NEHVEERENEE
BORE , RIEAL X 4 20 01, - 5 246 18 I, &
B—REE RBAFTTHIWER, REHRE R
FRRGPIEE” R “EHESNER” A HEFAHEYE N
B SCHE , RIEAL X ol Jr R T 5 & & il 1L
RIS RS, AR MM SR Z W AR
WHLRIIE” il E M ROLRERB 12 285 %
ZHo. HEFRE, B Facebook 1E Kk i r= b &
S 0l B B A R 5 +P B ORI T DA R B A XA A iR
7= b B Y 1) B i %

KN 5 R il 5 7 FLAF 5 v g AR 9 7= Ml ol
H PG BRI Web. 2.0 JER %, ATR#b
Tk ¢ Y B R R AR R T AR B R B B ALRE R
R — R s A B R 8 T BB AT, L SNS R b
TR BRI LA R 4 HORE B AR 98, R i 0 7=l 9
WEHEN ALY, MAMAERUTHEE
Facebook . # [E K ifi K 4+ X SNS W o E. & #i % M
VB HILRE . B, AT O # TR W LB B R
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Abstract; Based on the theory of Six Degrees of Separation,
social network service ( SNS) with the application of Web 2.0
technique has been a popular form of hot website in recent
years. Due to its reliabity of information, the SNS users and
advertising revenue are increasing speedily. From November 25
to 31, 2009, three researchers collected 10 SNS data in both
Taiwan and the mainland, compared their differences of
marketing function and the pattern of product placement (1151
cases). Based on these data via content analysis, the present
study intends to provide information for tourism marketers who
are interested in SNS website for their product marketing. The
results show that “ Facebook” and “ Tianya Club” are best
choices in Taiwan and the mainland, respectively.

Key words: Social Network Service ( SNS); tourism industry;

product placement; website marketing
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