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Deconstruction and Reconstruction of City Tourism Imago: Research
on the Similarities and Differences between Tourism Image and Tourism Imago

Song Huan' Yu Xuecai’

( 1.School of Economy and Management Taizhou University
Taizhou 225300 China; 2.School of Humanities Southeast University Nanjing 210000 China)

Abstract: Although the increasing attentions have been attached to the study of tourism imago by researchers
the confused comprehension between tourism imago and tourism image has also impeded this further study. From the
aspects of psychological process aesthetic level and affecting tourists” behaviors this paper carries out the depth

study of tourism imago and tourism image concepts. Moreover the recognition of city tourism imago is in accordance

i )

with the rules of deconstruction from “connotation” to “image” and reconstruction from “image” to “connota—
tion”. Meanwhile “connotation” represents city culture “image” represents the various symbols that reflecting
city culture namely imago points. Following the procedures of selecting culture main lines filtrating imago points
scientifically guiding travelers to flow among the imago points applying interpretation system to help travelers ap—
prehend imago points and using sense organs to stimulate tourists’ imagination the creation of city tourism imago
will be achieved finally.

Key words: city; tourism imago; tourism image; destruction; reconstruction

P3IIFIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIID

( 59 ) J. 1995( 5) : 45-50.
22 . M . : 27
2004: 100. E—
23 . J. J. 2000 21(2):16-18 22.
2006 27(5) :36-41. 28  Lipstein B.Test Marketing: A Perturbation in the Market
24 . Place J .Management Science Series B 1968 14( 8):
J. 1999 13(5) : 38-44. 437-448

25 . J. 29  Rogerson P Plane D.Modeling Temporal Changes in Flow

1994 15( 5) : 31-36. Matrices J .Papers of the Regional Science Associa—
26 . — tion 1984 54( 1) : 147-164

Research on Changes of Industrial and
Occupational Structure and their Relationships in Beijing City

Xu Xin' Lu Minghua' Liu Hanchu®

( 1.School of Resource Environment and Tourism Capital Normal University Beijing 100048 China; 2.Institute
of Geography Science and Natural Resources Research ~Chinese Academy of Sciences Betjing 100101  China)

Abstract: Based on the industrial and occupational employments from Beijing fourth fifth sixth census data
in 1990 2000 and 2010 using the percentage and relative entropy indicator this paper analyzed the changes of
industrial structure and occupational structure of employments in Beijing furtherly using the corresponding analysis
and attribution matrix model to study the relationship between occupational structure and industrial structure as
well as the driving forces to promote changes of industrial structure and occupational structure. The industrial struc—
ture tended to be diversified advanced and the occupational structure tended to be specialized advanced in Bei-
jing; The relationship between industrial structure and occupational structure in Beijing was not only through direct
employment but also indirectly linked by the the supply chain cycle; The occupational distribution and industrial
characteristics was closely correlated and the relationship was becoming more closely however in the changes of
industrial-eccupational structure most industrial and occupational sectors followed the opposite pattern.

Key words: industrial structure; occupational structure; correspondence analysis; attribution matrix; Beijing

City



