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*9%5#*:5:ThispaperdelineatestheimagesofJiangxiProvinceastouristdestinationperceivedbyabout2000sample
visitorsatLushanM ountainandother3famousresorts(JinggangshanM ountains,LonghushanM ountain,andSanqing-
shanM ountain), witharesultthatthemostcommonimageisthefamousscenicmountainimage withpartialattributeof

imageofreligiousculturedestination.Inordertorevealthesimilaritiesanddissimilaritiesofimagesamongthefourdesti-
nations,acorrespondenceanalysison16imageattributeswasemployed.Theresultsindicatethatthetourists’imageson
LonghushanM ountain,SanqingshanM ountainandLushanM ountainareverysimilar:havingalotofgoodtouristsites,

famousmountainscenery,beingclosetonatureandhavinggoodguideservice,andothers,butreligiouscultureandgood
shoppingfacilitieshavingnotmadedeepimpressionontourist, whileJinggangshanM ountainsisfamousforitsredcul-

ture.Thecorrespondenceanalysisvisualizesthestrengthsandweaknessesofthedestinations,whichisusefulformarket

positioningamongthecompetitiveplaces.Finally,somemarketingsuggestionsforthefourdestinationswereprovided.
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Anim ageisasetofbeliefs, ideasandimpressionsthata
personholdsaboutanobject(KOTLER,1991).Similar-
lydefinition istheim ageofadestination asthesum of
beliefs,ideasandim pressionsthatpeoplehaveofaplace
ordestination (CROM PTON,1979;KOTLER,1993).
AccordingtosystematicanalysisbyW orldTourism Or-
ganization (W TO,1979),imageisdefined as"an aura,
an angel, asubjectiveperception ofthesam em essage
transm itter". Im ageisalso defined asperceptualphe-
nom enon formed through aconsumer’sreasoned and e-
m otionalinterpretation,, whichhasbothcognitive(be-
liefs)and affective(feelings)components(DOBNIand
ZINKHAN,1990).From thesebasicdefinitions,wecan
concludethatadestination’sim ageisacom plexconcept
thatm ay be analyzed from differentperspective and
com posedofavarietyofindividualperceptionthatrelat-
edtovariousproduct/serviceattributes. Inalm ostthree
decadessincethefirststudyemerged, thetopichasbe-
com eoneofthemostpopularinthetourism researchlit-

erature(PIKE,2002).GUNN (1972)referredtotwolev-
elsofim agesasorganicimageandinducedimage. Or-
ganicim agedealswithtourists’impressionofadestina-
tionwithoutphysicallyhavingvisitedtheplace, andin-
ducedimageisforgedthroughpromotionalm aterialsor
actualvisitation.GARTNER (1993)furthersubdivided
tourists’im ageinto8domainsincludingOvertInducedI,
OvertInducedII, CovertInducedI, CovertInducedII,
Autonom ous, UnsolicitedOrganic, SolicitedOrganic,
andOrganic. Themeasurem entofadestination im age
hasbeenofgreatinterestnotonlytotourism researcher,
butalsotoindustrypractitioneranddestinationmarketer
(BALOGLU andM ANGALOGU,2001).Indeed,agood
understandingoftourist’sperceivedimportanceofdesti-
nation presumably enablesdestination m arketersto en-
ticepotentialcustom ers. Inaddition, theresultingdata
acquiredfrom tourist’sim agestudiesoftenhelpdestina-
tion marketersidentify alocation’sstrengthsand weak-
nesses,providingcriticalinsightsonservicedeliveryand
productdevelopm ent.ECHTNER andRITCHIE (1993)
incompletingtheimagem easuringtechniquesuggested
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the fram ework ofim age consists of3 continua: at-
tribute-holistic, functional-psychological and com-
m on-unique. Them ajorityofdestinationimagestudies
haveusedeitherstructured (scaleformat) orunstruc-
tured (open-ended, repertory grid, etc.) m easurement
techniques.ECHTNER andRITCHIE (1993)suggested
thata combination ofboth structured and unstructured
m ethodologiesshouldbeutilizedtocapturethecom plex
assessm entofdestinations.Inordertoassessthem agni-
tudeoftourists’image ofdestinations, two setsofat-
tributes in regard to designative and evaluative im age
have been used frequently by researchers(BALOGLU
andBRINBERG, 1997; W ALM SLEY andYOUNG,
1998).Designativeattributerelatestotheperceptualand
cognitive componentofim age, while evaluative at-
tributedealswiththeaffectivecomponentofimage.Be-
yond image theory, tourism scholarshave furtherex-
ploredthecom plexityofdestinationimage. Forexam-
ple,GARTNER (1989)used aM ulti-dimensionalScal-
ingAnalysistohelpmarketertargetspecificm arketseg-
m ents.CHAUDHARY (2000)!BALOGLU and M AN-
GALOGU (2001)used theanalysisofvariance(ANO-
VA)toanalyzedestinationimage.

Inrecentyears, som eChineseresearcharticleshave
beenconductedoftourists’destinationimages(LI,1999;
BAO,2000),althoughtheyhavemadenotablecontribu-
tions to the body ofliterature in the area ofChinese
tourism m anagement, littleworkhascomparedim ages
amongtravelerstodifferentdestinationsbyusingdesig-
native attribute ormultivariate data analysis method.
Theadvantage ofusingdesignativeattributevs.evalua-
tive attribute is thatthe designative attribute provides
m oreconcrete, interpretivemeaningregardingunique-
nessofadestination, whichhelpsm arketerstodevelop
actionablepositioningstrategies.Basedontheprojectof
"Tourism M asterPlanofJiangxiProvincefrom 2001to
2020",thisstudyisdesignedtohelpmarketersvisualize
tourists’images on Lushan M ountain, Jinggangshan
M ountains, Longhushan M ountain, and Sanqingshan
M ountain among touristgroupsby using a correspon-
denceanalysis.
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Anoverallimageofaplaceisform edasaresultofboth
perceptual/cognitive and affective evaluations of that
place (BALOGLU andM ANGALOGU, 2001). The
questionnaireincluded questionsaboutaffective, per-
ceptual/cognitive, and open-ended evaluationsofthe
four destinations (Lushan M ountain, Jinggangshan
M ountains, Longhushan M ountain, and Sanqingshan

M ountain), aswellasseveralquestionstodescribethe
natureofrespondentsin thisstudy. Sixteen im ageat-
tributesm easuredbyclose-endedquestionswereinclud-
edtoassesstourists’imageoftheirtravel.W iththecoop-
erationoftheTouristBureauofJiangxiProvince, ase-
riesofon-sitesurveyswereconductedatLushanM oun-
tain,Jinggangshan M ountains,Longhushan M ountain,
and Sanqingshan M ountain from July 21 to 24, 2000.
Questionnairesweredeliveredtoandcollectedfrom do-
m esticvolunteerparticipants. Respondentswereasked
to rate each destination on each sixteen attributeson a
5-pointscalewithstronglydisagree,som ewhatdisagree,
neitherdisagreenoragree,agree,stronglyagree,refer-
ringscalingvaluesas1,2,3,4,5 respectively.Am ong
the questionnairesreceived, 98.1% were effective for
thisstudy, 765 questionnairesfrom Lushan M ountain,
602from LonghushanM ountain,608from Sanqingshan
M ountain,and708from JinggangshanM ountains.
Inordertostudytourists’images,specifically,further

tovisualizewhatweresimilarities/differencesoftourists’
imagesbetween thesefourmountains, the correspon-
denceanalysisof16destinationimageattributeswasun-
dertakeninthisstudy. Tofurthervisualizetherelation-
shipbetweenrow andcolum nvariable, canonicalnor-
m alizationwasused to derivem apsportrayingtherela-
tiveposition ofeach respondentgroup in thecontextof
destinationimages.Asaresult,allrow andcolumncate-
gorieswereplottedinthederivedmaps.Allcategoriesin
bothrow andcolum nvariablesconstituteplottedpoints.
The totalnum berofpointsisequalto the sum ofthe
num berofthecategoriesofrow and column variables.
Theproximitybetween apairofpointsisused to inter-
prettheunderlyingrelationshipbetweenthepoints.The
closelyalignedpointsrevealastrongrelationship(GUO,
1999).
Becausecorrespondenceanalysisrequirescategorical

data,sixteenattitude-relateditem sweretransformedin-
toacontingencytable.Tofacilitatethetransformation,a
new variable pertaining to tourists’destination images
wasfirstcreatedbyre-codingthe16imageattributes.In
thisprocedure,thescaleof4=agreeand5=stronglyagree
weretreatedas"yes",and1=stronglydisagree,2=some-
whatdisagree,3=neitherdisagreenoragreeas"no".All
ofthecalculationsinthisstudywerecarriedoutbypro-
gram ANACOR Ver0.4withSPSSsoftware.
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Table1listsrespondents’agreementsanddisagreem ents
with the im ages on Lushan M ountain, Jinggangshan
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M ountains, Longhushan M ountain, andSanqingshan
M ountain. Itwasfound thatthe cognitive im ages"a-
greedm ost"byrespondentsatLushanM ountain,Long-
hushan M ountain!and Sanqingshan M ountain werethe
sam e: famous-mountainscenery, closetonature, and
rich culturalheritage, while the cognitive im ages"a-
greed m ost"byrespondentsatJinggangshan M ountains
were red (revolution ) culture, famous m ountain
scenery,andclosetonature.Thecognitiveim ages"dis-
agreed m ost" by respondentswere religious culture at
LushanM ountain,SanqingshanM ountainandJinggang-
shanM ountains,othersatLonghushanM ountainrespec-
tively.STABLER (1988)dividedthefactorsinfluencing
theformationofaconsum er’sdestinationimageintode-

m and and supplyfactors. Theaboveresultsrevealthe
m ain characterofJiangxitouristresources, butdo not
m atch them completely. Forexam ple, Longhushan
M ountainisoneofthebirthplacesofTaoism,withalong
historyofmorethan1900yearswhenZHANG Dao-ling,
a founder ofTaoism cam e to live, and the title of
ZHANG Tian-shi(HeavenlyM asterZHANG)hasbeen
passedthe63generationsnow,butam ongthetencogni-
tiveim ages,religiouscultureisonlyintheseventh.San-
qingshanM ountainaswellasLonghushanM ountain, is
alsoafamousTaoism mountaininChina.Theabovere-
sultsseem tosuggestthatitisnecessarytoreinforcefur-
therthesalespromotion and exploitation ofthe tourist
productionofreligiouscultureinJiangxiProvince.

Table1CountofJiangxi’simagesasthetouristdestination(% )

Imageattribute No. D1 D2 D3 D4 D5 D6 D7 D8

Designative attribute
Richculturalheritage

M an-madelandscape

Folk-custom

Closetonature

Famousmountainscenery

Specialtour

Redculture

Villagescenery

Religiousculture

Others

Evaluativeattribute

Goodaccommodation facilities

Goodtransportation facilities

Goodcuisine/food/drink

Goodshoppingfacilities

Goodtouristsites

Goodguideservice

1

2

3

4

5

6

7

8

9

10

11

12

13

14

15

16

50.27

8.22

17.55

50.56

69.22

8.08

31.75

13.79

0.01

0.97

48.07

61.55

31.22

26.13

79.60

60.25

49.73

91.78

82.46

49.44

30.78

91.92

68.25

86.21

99.99

99.03

51.93

38.45

68.68

73.87

20.40

39.75

44.90

5.50

25.20

50.40

63.20

12.60

22.40

13.90

17.60

0.30

37.80

38.70

35.30

29.60

65.40

62.30

55.10

94.50

74.80

49.60

36.80

87.40

77.60

86.10

82.40

99.70

62.20

61.30

64.70

70.40

34.60

37.70

34.90

5.60

21.00

47.40

68.10

8.90

17.20

11.10

0.01

1.90

34.60

30.90

26.50

13.10

74.90

43.90

65.10

94.40

79.00

52.60

31.90

91.10

82.80

88.90

99.99

98.10

65.40

69.10

73.50

86.90

25.10

56.10

46.06

10.57

24.29

50.63

50.99

9.31

57.24

17.98

0.01

1.60

42.60

37.50

36.20

28.10

62.40

51.70

53.94

89.43

75.71

49.37

49.01

90.69

42.74

82.02

99.99

98.40

57.40

62.50

63.80

71.90

37.60

48.30

Notes: 1. D1"Agreem entexpressedbytouristsatLushanM mountain; D2"DisagreementexpressedbytouristsatLushanM ountain;

D3"Agreementexpressed by touristsatLonghushan M ountain; D4"Disagreementexpressed by touristsatLonghushan M ountain;

D5"Agreementexpressed by touristsatSanqingshan M ountain; D6"Disagreementexpressed by touristsatSanqingshan M ountain;

D7"AgreementexpressedbytouristsatJinggangshanM ountains; D8"DisagreementexpressedbytouristsatJinggangshanM ountains.

2.Dothesameasthisinthebelow tablesandFig.1.

Asto theevaluativeimages, m orethan 60% ofre-
spondentsagreedgoodtouristsites,butlessthan50% of
respondentsagreedgoodcuisine/food/drink,goodshop-
ping facilities and good accom modation facilities at
thesefourm ountains. OnlyatLushan M ountain more
than50% ofrespondentsagreedgoodtransportation fa-
cilities. Therefore, the touristinfrastructurerequire-
ments needed to be improved further in Jiangxi
Province.
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Thecorrespondenceanalysison Jiangxi’simagesasthe

touristdestinationwasshowninTable2. Theresultre-
vealsaone-dim ensionalsolution containing 93.1% ex-
plainedvariance, withasingularvalue0.44793, inertia
0.20064 (Table 2). The second dim ension contains
0.041% ofexplainedvariance,andthesetwodimensions
contain97.1% ofexplainedvariance. Table3showsthe
contributionofdimensionstotheinertiaofeachimage:
14outofthe16destinationsattributesareloadedinthe
firstdimension; oneintheseconddim ension, andthe
otherinthefourthdimension. Theaboveresultssuggest
the14im ageattributes(richculturalheritage,m an-made
landscape,folk-custom,closetonature,famousm oun-
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Table2Correspondenceanalysisondestinationimages

Dimension Singularvalue Inertia Proportion explained Cum ulation explained

1

2

3

4

5

0.44793

0.09346

0.05667

0.05468

0.00001

0.20064

0.00874

0.00321

0.00299

0.00000

0.931

0.041

0.015

0.014

0.000

0.931

0.971

0.986

1.000

1.000

tainscenery,specialtour,villagescenery,religiouscul-
ture,others,goodaccomm odationfacilities,goodtrans-
portationfacilities,goodshoppingfacilities,goodtourist
sites, goodguideservice) sharedacomm onalityinthe
firstdimension; theseconddim ensionwasportrayedby
oneimageattribute!redculture; thefourthdim ension
wasportrayedbygoodcuisine/food/drink.Theabovere-
sultssuggestedthattherespondents’im agescan bebet-
terrepresentedbythedim ensions1and2.
The jointplot(Fig.1) derived from the correspon-

dence analysisrevealed the tourists’agreeable and dis-
agreeableim agesofthefourdestinations.Theprincipal
axisofDim ension1separatesreligiousculture (9) on
therightfrom good touristsites(15)on the left.Asto
the relationship between the column variable (respon-
dents’agreementsand disagreem ents)and row variable
(im age item s),the agreementfalls into the left-hand
side of the axis while the disagreem entlands in the
righthand side.Itrevealed thatthetouriststended to a-
gree thatthe fourmountainshad a lotofgood tourist
sites(15),famousm ountainscenery(5),closetonature
(4) andgoodguideservice (16), butbeingdisagreed
with a destination im age aboutreligious culture (9),
others(10)andgoodshoppingfacilities(14).

In thejointplot (Fig. 1), therelationship between
tourists’agreeable and disagreeable im agesofthe four
destinationswasrevealed. Forexam ple, the tourists
tendedtoagreethattheSanqingshanM ountain(D5)had
a lotof good touristsites (15), fam ous mountain
scenery (5), while they disagreed thatJinggangshan
M ountains(D8)withadestinationim agebeingreligious
culture(9).TherelationlocationinDimension2am ong
thedestination points(D1,D3,D5,D7 orD2,D4,D6,D8)
showsthedissim ilaritiesofthedestinationimages.That
thedistancesam ongD1, D3andD5areverynearim plies
thatthetourists’im agesofthem areverysim ilar.Thefur-
thestdistanceam ongD1,D3,D5andD7isthedistancebe-
tweenD5andD7, becauseredculturehadleftadeepim -
pression on touristsatJinggangshan M ountainswhileit
had leftlittle im pressions on tourists atSanqingshan
M ountain. Thesedissimilaritiescanbeconsideredasu-
niqueimageattributepertainingtoeachdestination.
Thecorrespondenceanalysisalsorevealstheinterrela-

tionship am ong 16 image attributes.For example,in
Fig.1,threeimageattributes(richculturalheritage(1),
goodaccomm odationfacilities(11)andgoodtransporta-
tionfacilities(12))constituteadistinctclusterwhilered
culture(7)doesnotshareacomm ontraitwithanyother

Table3 Contributionofdimensionstoinertiaofeachimage

Imageattribute No. Dimension1 Dimension2 Dimension3 Dimension4

Designative attribute

Richculturalheritage

M an-m adelandscape

Folk-custom

Closetonature

Famousm ountainscenic

Specialtour

Redculture

Villagescenery

Religiousculture

Others

Evaluativeattribute

Goodaccommodation facilities

Goodtransportation facilities

Goodcuisine/food/drink

Goodshoppingfacilities

Goodtouristsites

Goodguideservice

1

2

3

4

5

6

7

8

9

10

11

12

13

14

15

16

0.944

0.986

0.900

0.973

0.957

0.983

0.004

0.993

0.942

0.981

0.925

0.612

0.000

0.802

0.984

0.944

0.031

0.000

0.012

0.000

0.038

0.015

0.965

0.000

0.033

0.007

0.036

0.002

0.197

0.043

0.007

0.000

0.023

0.002

0.057

0.016

0.005

0.002

0.032

0.004

0.006

0.002

0.004

0.231

0.060

0.098

0.006

0.025

0.003

0.012

0.032

0.011

0.000

0.000

0.000

0.003

0.018

0.010

0.035

0.154

0.743

0.056

0.003

0.031
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Fig.1JointplotofJiangxi’simagesasthetouristdestination

attributesam ongthesedestinations.
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Thetourists’imagesonLonghushanM ountain,Sanqing-
shan M ountain and Lushan M ountain arevery sim ilar:
having a lotofgood touristsites, famous m ountain
scenery,beingclosetonatureandhavinggoodguideser-
vice,andothers,butreligiouscultureandgoodshopping
facilitieshaving notmade deep impression on tourist.
Thetourists’im ageresultsrevealthem ain charactersof
Jiangxitouristresources, butdonotm atch com pletely
them . Thesimilaritiesanddissimilaritiesofdestination
im ageam ongthefourdestinationswererevealedbycor-
respondenceanalysis.Theanalysisindicatesthatthecor-
respondenceanalysisvisualizesthestrengthsandweak-
nessesofthedestinations, furnishespractitionerswitha
m oreholisticview oftheirmarketpositionscom paredto
thoseoftheircom petitiveplaces.Therefore,thepracti-
calim plicationsare ofgreatimportance to destination
m arketersofthedestinations. Itisnecessarytotakeac-
tion to improvetheirweak ornegativeim agesand pro-
m otetheirstrengthstargetingmarkets.
Atpresent, itshouldbetakenseriouslytoimprovethe

touristinfrastructurerequirem ents, toenhancethesales
promotion and exploitation ofthetouristproduction of
religiousculture. From m arketingperspective, practi-
tionersmayconsiderpositioningtheirproductsbyutiliz-
ingtheuniqueim agesurroundingthedestinations. The
similarity oftouristim agesresultsin marketcompeti-
tions among these m ountains increasingly. The re-
sources-basedtheory (PENROSE, 1951; W ERNER-
FELT, 1984) m ighthelptodeterm inethecom petitive
potentialofanindustryinagivengeographicarea. The

term "geographicarea"ismeantasadestinationpossess-
escertain resources and/or capabilities thatenable to
carry out a particular economic activity (M ELIA !
N-GONZA !LEZ,2003).
Infuture,asaworldculturallandscape,LushanM oun-

tainshouldbemadeafamouscenterofinternational/na-
tionalconvention and exhibition and an expo centerof
world culturallandscape; asthebirthplaceofTaoism ,
LonghushanM ountainshouldenhancethesalespromo-
tion and exploitation ofthe touristproduction ofreli-
giousculture;JinggangshanM ountains,whichisnoton-
lythecradleoftheChineserevolution(redculture),but
also anationalnature (subtropicalforest) reservation
area,shouldbeatouristareaofstudyingthem odernhis-
tory of China and Chinese key ecological tourism
dem onstration area.Likem anyresearchesnote,further
study isrequired. An interesting future research m ay
com paretheim agesofthedestinationbetweendifferent
tourists(age,culturalbackground,etc.).
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