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J’?“H AFE B TAM RS fseig * o o £ R § Rehd R - 8- H%RE
FRe RS 20 & Sutse 25 F A5 = i A7 (information formation process) i 2 3t iE
WP E’v"u_ A5 4% (positive image of destination)¥? i 2+ %, Bl(intention to visit) e
TRIL AELDOLEHTFES(3EES Vs F? )it ? FHT AL
fim;&f‘—"ﬁrl‘fﬁi M AR > R H SRR chie mFMJ‘r’? ﬁ ) i"%‘ 8] e 8’
§°'Q%ﬁwﬁ(D%m%?*ﬁ*%?m%**fAW@&Qme Ik
igz"mJ_? QR RE R A ¥ I]rvca"‘ﬁ S R 2R e
€ E e z«g FPRE R Y re* e & b’%%ﬁ.%}g\; = mrf] WALR 1B B 3
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FE K BB F ES Y 0 2ATHT I P AHEC) SN [ #
BHF S BRAEALEA%E > d WECEF /i ~ B2 B~ = AMAE -
PABELREECHE BP0 04 B A FH T RNT N BT E BF R
A AT B RRE R A B o RS ST R SRR £ R
BB el P2 FF o RERFES - BFAREZAL PFRER
BEC (Mt 234,2009) c B i 3mi8S L ik U2 ZTRFR/RERBE ST T LS
WRREFFHEBE B E T - BRI AEZFLE g R R FHE
Baicst = A AR E B adgd o

AEFN-EERAR G E> A2 2% 75 9P 1% (Gebaver & Scharl -
1999) > "R 7 M A ST, » 2 7 ERESAY A SPFERY @ 2 2
(Mltchell and Greatorex » 1993) » ¥ “v &P F 0 * Kb g H *‘ﬁ * FE T E

& #cp (Wellish » 1972) o @ AL 8 £ " A FHEBFT > X —ER T
«’.’zﬁ’?ﬁa’%ﬁm@ﬂf‘?i%ﬁ? R iR rﬁ:ﬁ“‘? R R A EF é?%-}%ﬁ
R SRR D LY AR S R RS B E 0 2009) o e E R - AT G
A#DEEF T ﬂ_%%wéﬁrﬁ’~¢aﬁ® @*?%mﬁfé 8
AU ASTA GG TR FI A ETR A E DT CRAS R
BELRT %gr_i BRAZFEREHRS R332 W REARE % EE S
PR okl o i R F IR P areSTaE s RIRHFRERS E
M FIAREFE T DR L Fg 7 FF A2  ASTHRAT R EIG
P o

T E KIF S ﬂiyv‘ WA NT I HEAN E AR T Rt % F R
PP ARERT AHELDEERRLRLRPF A A LUTAME B N3
AT K ;u% ek U F g el ox*éﬁ“'}n’%ﬂ?ﬁ <P TR R RATAE R LT

gE 3 LAY - B ER—NR ) F M (affective consumption
experience)fF 3t » 1T K 7 %‘fﬂ“vi BB iaiaoEe Py @ J‘Fféﬁiﬁmﬁ
& (Zhang and Li, 2004) > @ § B ¥ £ iR 0 Z £&(Kimet al. 2007; Sun and Zhang
2006) -

AL AEERE MR DL ORI R T —’gﬁi;uszi 5
LRy F R R %g.u#ftﬁ B*HOFTAEG AT LA i
(enjoyment) 2 £ p sk enit @ 35 % (positive cognitive image) o X @ o ﬂp\ Faé
PR A R R EFRMER AT FR Ry o4 ﬁﬂtmﬁf‘l' HHEB 7]
FHIIFRP PR G5 &R R EFH > BRERY AR F m‘(%%}
s R E R0 2002; B R Y 02001 e ’2006 7 15 F > 2006) o 4 2L AR
THBEmt *»?r?r}i SRAE R ARTAMAY  F - B R WA S L AR
i R TR S < 34 rrv;l M & Fﬁ:{{



Lo EFERARER G

4 EN R KATS LR hP A EER W 2 BB k3
PR Fe it H (3 AV T AR T AL fipf&frm LER o
it %éf%*”“(%i‘%“']vsﬁ' ])ﬂ. RARR hE S ﬁ
T vﬁé‘ﬂg WG R IR dpe mwrpﬁmﬁ 2 E;fg.{s o
R LI L R RS FESEC Sl 8 X
l%*"‘ﬁmﬁwéﬂ chp gL ATE Rt 3 ARl B

RS T

- ~ Fa ¥ 3 A& (Information Richness)

o b~ DD e

o

R e e AL BT 0 843% ) § ¥ § B BRF RS 2HPAS
Foo L B 2 J‘-lpg‘_—fm:ﬁ:}%(?aﬁg MIC gt > 2008) - 2 & F 4>
,gﬁ’#~frmﬁgb’,ﬂ "ﬂ,fgq_ﬁ Mk EE w?;Llpaﬁﬁ XX EA
DR - ’** (Kotler,1996 ) - Kollat(1993) { i&— #dp - iJ F % F
PER AN > RS A ST PIME RAARDT G o BT RAEARE o T
W ﬂp%%ﬁﬁﬂWumW RHEPAR Y ¥ A ETR R LT AT

.~‘]"\’ PR IR RIINY w8 JPE o W

7 g % & (Information richness) £.4p - BLPF R P d s 3L fR iy 4 > 33
BOURAL DR TSR F 2 BIfE R M E § 42 (Daft and Lengel, 1984) -
?m@$w94&§§ﬂﬁﬁ4’ﬁﬁﬁﬁﬁﬂﬁﬁﬁfﬁ’ﬁﬂiéé%ﬁ
iR RER DI AL ok PR £ B E TR g

PN F A G ORI RIT o A TR F R LA T A g SR 39ty
| e 4 E‘b;aw\" ﬁ’* FIREDIFRE A FTAEE AR AL ALBIHT
MR Plea L P BRI S R AR B E > 2009) -

TahE vb‘@ BTt A B R BRI A S - e RARR A BE
TR A e F AR R 7 A7 3 e oo Daft and Lengel (1986)F 3 7 Ir 4f fedR & chix
BEPMEREMMAL GEFT P RN BEREFRAOER S F 2 FY
£ 14 (immediate feedback) ~ % =~ & 7+ {£(multiple cues) ~ & 4 it (personalization)
M E S 5 A (variety language) o dr b R A S B A A R AR E S B
oo bldr i 2 F SRIT CBGE S AT PR MR AP R EARE o
Ml pEAerY o d N R FRZ IS ERA S AARZAL G ER S
Ei% Ta 0 Fltded AMY & FTMAFEAEY L BRFRFE P AT i‘gﬁ,ﬂ

FHEASIRL T VRA YR AR RS SV e n i T 4p

21 e =B AR F 8 (Gefen and Staub, 2003; Hassanein and Head, 2007)%7 £ # &%
)L(Karvonen 2000043 fr H aw A2 - TR NG EEMWRK - FHNY R "zi"’ﬁ’*
BHRAS T fy‘*“*wéﬁwﬁ@:*ﬁ%ﬁﬂ ii’”—ﬁ’fﬁ"‘ﬁ%mlﬁ 7o
P AL BT PRHR Y FERT AT ASE G AR T i
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WELE I

3 R @ WS ehif % 1 (Hedonic value and experiential enjoyment)

L 4 J‘Ff Hirschman and Holbrook (1982) & -k #& 11 B »> i) 5 (Hedonic consumption)
hE BB RApAERY ARTAL DR & B F IS La- AT
75 FENMY EAOE FM%K > 7521 B (non- instrumental) 3% £
E{ABMBRREFR L O E oL FEF AR AU P AR
LR *ﬁ“mﬁ*f‘%ﬁﬁﬁé@mmam¢%¢Hw1%5’%wﬁgm
THEREFLIIE2FE o U RFMBREIREZ A TRGEES T 0 3 B2
EPELPL AT T4t FEBMOASERMEEL D DEHR
K¢ A2 & E(premiums) (Chandon et al. 2000) -

¥+ Falk (1997)4p &1 > 7 34 w@ «u??—#ﬂ PRS0 R P TIE o H0F
L FAR BB anE & F1F o 4 & Mathwidk (2001)F7 3 3 i idr chillse i (2
G EFL N RS B E 70 3 % (enjoyment) s £ 4 (aesthetics) » @ S 45 Y
G lp B G AR EYE (Hedonlc value) - Kim and Shim (2002)z2. 5 & 4 g Bt~
ZEY P EREEEFTNERSF DT R0 TRIMKENRE F K {&-

# M F 4 Hirschman(1983)#r% » £ % & i Enif § F Kf S RH M
ﬁﬁﬁ$*’iiﬁ¢ﬁﬁmwﬂ%¥ﬁm£@ W S U
Hibpx & A Ly R B(To, etal, 2007) -

& +# i Hoffmand and Novak (1996) r+ 2 Wolfinbarger and Gilly (2001) = 3 %
#ﬂﬂ v e rheny ¥ l% (R T F Efgd grhona R F)F o b RROEZER E
(Richard and Chandra ,2005) & . & i A42.c13% % i & (4545 45 & réi < 3 (2009) ¢ ¥
FRE G M JER o VLR RAE S IR B 0 H R B OE T
EN s B O AL B & L R 2 frex 51 (Tuten et al, 2000) -

Heijden (2004)4p 91 330 5 Soenig % BlAE &0 s * 3 #H B e 2 4
AEHERFARRB T MDEEn T -3 B DT kA g p3TR Y H dhp R
F (self-fulfilling) » 3833 & * T30 % Sien@ 4B 3 5 843035 [ enié # (prolonged
use) > FpEITE * o r’v’vfﬁgm i B A E e DA D 3 # B R
FoRPERORE - DEEF b E R APF B HT Y Fo TRk k]
ﬁﬂliﬁm%@ﬁwé?ﬁ%ﬁ&ﬁ%%ﬁfﬂuﬁ“ﬁﬁ°ﬁpfiﬁ—ﬁ
B ILE L e TR ki ek 7 (ease of use) & ) i
(enjoyment) B2 4t & sLeni@ * F Bl o Flt AT TR ,um_{ff,? ERE S S 4
BLEw TR 0 @ FERoRREHE P AWMEALI T
= ~ B e 23 E % (The role of image on destination)

WA P LA RS AR T 03k (image) i) § F LR RS R BenigAr e A
- BE £ &% &Pk (Baloglu and McCleary, 1999) » fe BF 14 pRA: i 5052 25
%@ 3 { 5 £ & (Bolanand Williams, 2008) i -5 25 B 8L P ce i03) % & 3 1 8
et ot 2 ) F SR M T F K (e0 % F ~ ¥ it~ F B E)(Therkelsen,
2003) » F] ﬁ%%ﬁﬂ?ﬂmwa?ﬁmmﬁ *%W%mﬂ‘ﬁ@ﬂ%mwﬁ@
if(imagination) % & & % - @ & # Echtner and thchle(1991)#;1 Mo WEEE
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25 R B ORLATE % njﬁd A g kR, (D4R @1];% I NS <
o~ RAR S e (MK Bk FALAuER 0 1R (Q)ERE 0 BlAedR s Rk
RARNTHF d i pfHRS A Roner g A g XTI H p P HI B
* e1EF % (organic image) 22X PRE S 3 ehEr % (induced image) #7 8 28 (Henkel et al.,
2006) -

NEF SRR HEGE R 0 {5 o BARR Y S F R L ekt (eg.
audio, video and animation) ) 53;5 (RSN o S AN S S e BRI P
2 (D)ART B R T ehRTH 48 24 (Thomas and Calder, 2001) ; (2) F 3 AR4 i+
vLHE 4 ﬁ;i gL ﬁ’*(MackinIay etal. 1994) ; (3)=x 51 i * *‘ﬁi{""ﬂ;‘r CF ML A
(Nielson, 2000; Hong et al., 2004) > X @ 4rfm 12 3 R pFiE % gt 5 481 2 (2 3 ~

B B B F ) E - B ATk (Lim and Benbasat, 2000) - @ ¥ 7 +
rajz-mP-” MO MRERFAAENEE T FI U A WA E R EIFR
‘ﬁ R eF F(Garrett, 2003; Liu et al. 2001; Park et al. 2005) » & :&— 3 515 & *
R ﬂ}:((Fiore et al. 2005)> @ % Kim and Richardson (2003) %= 3 ¢
{BFRFLELS DEIRD O HEL RGP b Rl R & %5 Ap 2 a5l
FEP ARG FNIR S F MR ERRET A AL LS E T RA

145’*Lméﬁ%m%@ﬁ*ﬁmﬁﬁ%§4—-gmx%o

Jiang and Benbasat (2007)/@ PRASOEIRS N E IR T
a‘ﬁg_ FARGEORE? FROEY P A RERAESWMR DR RFLER Y
g i irﬁ o «"z HAE ST F%m;,ﬂfrbk’iﬂ’ﬁ*’m HA STz LY "fﬁ’«‘ﬁ
ey ﬂ}: mALBRER Y L BT & B 4T F (Jarvenpaa and Todd,
1996-1997; Szymanski and Hise, 2000) > 3. £ % + f Ax sk 3 02> F L F LR P
74 & 303 3 (text and pictures) (Lightner and Eastman, 2002) = A @ {2 &g 2R & 3
TFAREFAMERYE DA ST &5 EE 5% 7 (experience attribute)
SR AR vk 0 ¢ 7 L B -3 (video and audio cues) i § B4 3T
A Skl sk vkiiﬂ’ﬁ*(Jiang and Benbasat > 2007) - i+ R 'R FiF* 4%
& AR s R P ﬂﬁ’i‘gﬁﬂ‘)ﬁ \_—-erl MeILfFe By m;l B
4T :mﬁﬂﬂﬁ’; R ARTARNCE S AR R F R R A o B
AREARR 0 A b AR W J‘-lp HURYE A (4o 0 PR - B ERYE) AT
AEEAE AT AN e M TREE AR R T Y
WA S EMORE M2 M I R d AR e

Jarvelainen(2007)#= 3 { # P® *z r?ni f‘iJ,E R FARA e
PR /Lﬂ\?&ﬂi REASHD T 5 F AR aﬂe‘fi@m
Wi T’%ﬁﬁiﬁﬁﬁwﬁm{,éé%?ﬂ&“i’ﬂ“ﬁﬁ
ﬁmi R RERE R N W E LM #Lo hORAFRRRREE SF SAR
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= ~ R M5k (Affective Experience) 2 #3 & 3

§ % Schmitt(1999) -4 % T & & 15 L3 2 +a$£¢%m@&@gg
4,5 Aﬁ’rx[%-i ﬂ\’?’1gﬁ'n\il—m5#§-ﬁixg\,%&£ r«ee,;\,moﬂ_/ﬂﬁﬂ
W7 L pgFaa L FREI BERY THE D kap Dt_fr'%fﬁ};){%o
Schmitt(1999) 1 B w| IR E i € (7 5 2 A ¥ L M 7485 ? Wi
WHROME > S F e 73 B A G R Wk (Strateglc Experiential
Modules; SEMs) 2 % &8 % 41/ (Experiential Media) - # ¢ {2 § sk H e o 8] 5 (R
TR LY AR EMIET A e iAok 2 T
AR LA SRR SRR A R R BRI BN A
RELo s @i ¥Hes  ARasYAsta @mﬁ&ﬁ@o

\

T

PRSI A TR R Samia fan g T E k) BHRNBKS 2R
SOl MR &R B BT R SR ﬂ“rﬁl’?m'fik ‘BT mﬂ e |
S (Hassenzahl, 2006; Kim et al., 2007; Sun and Zhang, 2006) > }* g 4%~ 7 ¥ £ 4%
ﬁ&%mg,m%ﬁéﬁﬂﬁﬁxf%oﬁa’%%mﬁﬁﬁémmﬁﬁﬁfﬁ
@ Fp Apfranx il (Garrett, 2003) 4 % £_4 #R ff(human image) sH & IR i

B teit * F ik § TRBR (social presence) ~ #f 4 i@ * o $t e sk OB b PRl &
350 4 ,1@ LI S 3 hhmrpx (Cyr et al., 2009) 4@ A
wr- BT AR S ﬁt b N 1R RN A ixiﬁwéﬁwﬁ o TR
— b BTk AL R 2% A5 2 i A7 (information formation process) 4 3 #t
4R p b hl G A 4 (positive image of destination) ¢ i 3> &, Rl (intention to
visit) g 48 o

# \p;i%-;;

— ‘Eﬂm 1:%{

R L B e R R O WA RS 5 AR B R
(iﬁv&?*ﬁm%*i*méﬁwgﬂ@&&”ﬁﬁﬁMﬁ&i%%’ﬁﬁ—
H AT AT R TR F RS LR fonE R 2 - SR e
FAW ML AP RN

g R H1l .
Ry P
. H5

H ‘:,,u S \

H3 PRATE R > #P AR
- H7
F e ‘T’ﬂb'] Kt 4
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- ‘552"7513{
Hl: AR RHZZARATHER (id » 3 8285 @ 'ﬂ 1‘ MEF R r')g

e ERE

H2 @ e W% 2 R kst > 3 R R % FHRY ¥ m‘}',ﬁ KA B
G AR EF R

H3 @t sk 2 AL 8 s > F % Eo @ FHTAY G RRTT
XL S22 K

H4 © A FFR 5% 20 AR Btk sue o ?%@%?thé¥%mﬁMﬁ&
LB ERS

H5:ffe*’i+~‘§mg MY G RIAHRED i L R L n O FRL

HE & i@ * F enfi (R AZR $35 25 P o0 R frﬁmﬁ [ m£E§§E§K o

H7 D g % K et poonp et G g v AW L o P FRE

BN S S
S AT BERTHE 2 MET S MRS vgkﬁ’ﬁﬂwﬂz

B Pl LERP 4od - > LB EHRTEHES DR HRFR L ol 505Rw 4
%w??‘$%1ﬁ§£%iﬁﬁméi§ﬂ~5wﬁmwémp;,uﬁw_
# o »x & (Face validity) & p 7 »< & (Content Validity) = 2 {5310 = & PEPE?—% K3
A SRR E A REFREBEE (APRIFI SRS E %\ rE P G kK
O TR T N =TT YT IR ST ¥n
Fo— i o HFEA P ¥ L E s dF (Likert) 427 £ 538 2 R kEP o

A

o | g

# i “"l & 55 2 Rt

K MG #I;q l%*'ﬁ%é‘*“’ﬁ"% WEEAY v kg To et al,
WHEAGREMERDBELYE - ¢ 7. %fri: #* | (2007)

z (adventure/explore) ~ A% f(social) ~ A #iE

(authority/status) ~ # g (aesthetics)£2 4 % |4

(fun) 45 -

2 E dpie ﬁ%ﬁ*?iﬁﬁ%iﬁgmﬁv&ﬁﬂ | Toetal,
F A o & 7 &4 = A~ (cost saving) ~ i 1 | (2007)
4. (convenience) ~ ¥ 4% | (selection) ~ T ¥ ¥
t# (information availability) % . & -

FREFRR |4t * FHRL g vk o yd | Daft & Lengle
AT BLip b F R HARR IR fE > K T 4 - | (1986);
LR XA L R Ee il
B Y 4E o

PR B2 | frnAest R L M~ p A B R4 - | Kimand
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PRATER % Pinp TR 2 H a4 4 E A 05 % 2 | Richardson
B@ﬁ@%&»u$w¢%%§%WEo (2003)

.rﬁl Fe s i * F hi AR R g BupFE s 3nAaed fra | Moon and
Kend a4 ~dFHo li’}ﬁ] A& o Kim (2001)

#3E #ﬂ'é’%i;\j\—‘: Wi R BN RARR o

>~ R AR AT B
* /ﬁ "%’t"lj ﬁi ;b‘ g\iﬁ-‘ B -?a ‘}l 3 %“L ff* g jkk'ﬂ Z “"éﬁfﬂ /J "L" /ﬁ Z“"F‘f#‘j&‘ﬁ F\

FAETHFT ~ Thap v, ~ TREES |~ Tiameas, ~ ekl
Z*ﬁ’i%w%iéi~@?~%%im?ﬁuﬁﬁ’ﬁémgmmﬁwP’
A B R R R TS U TR IR R R o Ak S S R

ﬁ?ﬂﬂﬁ%4¢~§ﬁ%3ﬁﬁﬁﬁﬁ%ﬁ§%@g§g#ﬂﬂﬁiﬁgkmﬁﬁ
P PRI AR MBRE S 2 B R o h Y %
*ﬁﬁm%ﬁ%%%%@ﬁiﬁéé&mkﬁi@ﬁﬁ@W$iﬁu@ﬂo
I SRR AEE R
ISR T MED LR S 7 5 TR a2 R EFIRPN =%
g B OEFS Flp L R P 0 IS LR R R G RS K 2SR DT
RO AT IMEPHE G ZHRIFRERT /Flpé *E Y AR EN &
U RES < DI SRS e Rt /\/FJ'}Z A gu/\/ﬂ s /Hmﬂ e & B B ARLATE
EE -y &ufﬂ’ﬂpiﬁﬁwiﬁmﬁ%ﬂﬂmk@%%&@%%ﬂﬁ
KB (Tie- e 0 AR o
a)ﬁiﬁ%ﬁﬂﬁipﬁﬁﬂﬁ’ﬁ%ﬁﬂﬁﬁ%ﬁ%mﬁ&gifﬁ,%
LYy ﬂgﬁ}ﬁ*ﬁtt AR 3N E R E A Ty PR o
(2) ¢ a‘ﬂ%ﬁ fEFZ T#—hm?’iﬁz T % &L o
() B init 7 & F 5% > -Aﬂﬂbwﬁﬁwéﬁ TRk @ﬁwé
VSRR A F AR R ke R T ;ﬂﬂ
EAL EFE L R gl e A - L N
(4) 21 i nfE TR kSl ZREFHEFTADEERL ¢ 7 1 (D)
FAEE AR (RGP ok At o5 ()i & Bl (N IR AR o i
R AT 2R AR

B TR

- AT
ﬁzm@ﬁiﬁﬂﬂ’M%%%ﬁﬁﬁﬁﬁm&uaW%ﬁgzéﬁm
}’+*Mwﬁl%f”*£&%oﬁjﬁﬁiibﬁﬂ’rﬂ#ﬁmﬁhbﬁ' 4 gk
38% + 4 k620 LB EMK BT L1824 % 5§ FA RHFTREBETAY R
ﬁ%?ﬁé3%@ﬁ¢%i%ﬁii%i%%ﬂﬁﬁé?ﬂm%?ﬁmp&Mi

=)o
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Measure Items Frequency Percent
e 7 71 38%
+ 117 62%
£ i 18-20 75 40%
21-24 111 58%
24 12} 4 2%
FPRATRETR AT 62 33
gy 1R
LSk 126 67

SN B RENRR A

“rif ock (Validity) o5 & peid > Rdpiplse 2 Rl E 1 LR R A Ak
BlE AR @ - I[g;gqsgﬁnﬁ;:;g‘ﬁ BoWh T plHRNE S ﬁé‘b o Hoeg

Fripl 2 ﬁﬁww Frico F§¢M++wgwﬁﬁggﬁp§$@§dgﬁﬁg
BATR 2 feiRle N BT GAp R AP PR ORAEZE LRI LT 0 ;aa;%v'm;r%dié'_
SE R FNELF Rk e RIS F chig 2 42 (Hairetal 2006) o d 3t &
FEE S LR LGS WP PR 2 e R RS %A
AT o B o R AR 2 B i F R TS A R
Ko AR R E LR R TR BT LB G R
AR L HaEE AL > T RE G - AR P FRA o

PLS(Partial Least Squares)%fr:& RALR gt 74 TR FRELE > AF
TR R N aEA % i (latent variable) H 52k R & BEAS L S 0 M
RS (Partial Least Squares ,PLS ) 1E‘-f‘r/v\+‘r Py E AR ,_;,:;g; SRR
4(RY) Bk kTR AP LG K- Bk *1‘#1‘*" HRTE AR o

AT EER2ZERE RIS 0TNY A FEGH mp\ ;‘K—- ®ME @I

2% R § (average variance extracted, AVE ) 35+ > 0.5 2 b » B o7 % R ac
hE F > T AR L hTuph AVE B end 2 495 103 B A S B i b
oo PV AT E G BuRA 0 ARk S o

# = ~PLSHA]% ~ »x R A 45
I s |AVE |3 ® | G [ AR TN IS
% e o BR % #l
Cop R 0.84 |0.59 0.77
o 0.89 |0.55 0.20 0.72
2% B 087 [0.55 0.15 0.21 0.71

Rt 0.91 |0.58 0.16 0.18 0.20 0.73

0.88 | 0.68 0.14 0.42 0.17 0.52 0.76

%
i 0.85 |0.71 0.18 0.38 0.20 0.55 0.50 0.83
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2005) d\k’ﬂ';i m’l‘“‘.ql :‘; - F Cﬂ% mal;w.ql y F LL PLS ;‘1;%“:11@%& 1y CFA _L%
A I R B TR
#i( factor score) > i

lr ]tr’;{::r’:"‘ &Eyﬁzfﬁg)ﬁ 5: T+

BRI EMETES A H3

Bl T
NG 0 SPSS 13 Mt 0 M F R R AT 0 Ty PRA I O R R
ehlgddod - AT o AP NINA B A2 (Partical Least Square) S
1 3l

LB,

R

RELER

T €

@ PLS g4 471 E £ 4k * SmartPLS 2.0 #2;¢ % iz = (Ringie et al.

PLS & 472 B e Pl % & or > Bl =

é@**?ﬂ AL
SR

-2 oo BT T
jimﬁ%’H7ﬁHx%°

R %o F M

MRS FE R E

Lo FF nF A
" PLSiE{FA YT ]‘7"])" )& R S R i ;ﬁ&*ﬁﬁgghpﬁao

I REe ﬂ'%/‘”“‘%‘* B R
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Abstract

Tourism as a service industry; there are inherent challenges within tourism about
how the intangible and experiential product is communicated to the consumer public.
The information richness is also paramount importance in travel decision making
process. Different from the TAM theoretical perspective, this study emphasizes a
affective consumer experience in the process of travel information formation. The
major purpose of this study was to investigate the different impacts on perceived
information richness and enjoyment between hedonic and utilitarian users and their
impacts on perceived image of destination and intention to visit. The findings of this
study includes: (1) There were significantly positive influences on perceived
information richness for both hedonic users and utilitarian users; (2) There was a
significantly positive influence on enjoyment for hedonic users, while no influence for
utilitarian users. The level of enjoyment on hedonic users was higher than utilitarian
users; (3) There were significantly positive impacts of perceived information richness
and enjoyment on image of destination. The perceived image of destination has
positive impact on the intention to visit. The practical implications and suggestions
were provided to tourism business on e-commerce.

Key words: Affective Experience ~ Information Richness ~ Cognitive Image of
Destination ~ Hedonic Value ~ Tourism Industry



