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Abstract

Tourist attractions are the core products of the tourism industry, but there are large differences in
tourism income between regions. What are the reasons behind these phenomena? What are the
dimensions of the quality of regional scenic spots? How do these dimensions affect regional tour-
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ism revenue? This paper takes the A-level scenic spots in 266 regions as the research object, and
selects three dimensions that affect the quality of scenic spots—scenic spot abundance, scenic spot
density, and scenic spot accuracy to analyze its impact on regional tourism revenue. The following
conclusions are drawn: 1) The abundance of scenic spots, the density of scenic spots, and the ac-
curacy of scenic spots have a positive impact on regional tourism revenue. 2) The number of tour-
ists all play a mediating effect among the three pairs of relationship between the abundance of
scenic spots, the density of scenic spots, the precision of scenic spots and the regional tourism
revenue, all of which are partial mediators, but the proportions of the effects are different. 3) In
the stepwise regression results, in the presence of scenic spot accuracy, the influence of scenic
spot abundance on regional tourism revenue is not significant, and the contribution of scenic spot
accuracy to regional tourism revenue is greater than that of scenic spot density.
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Figure 1. Theoretical model of regional scenic spot quality influencing local tourism income
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Table 1. Variance inflation factor
= 1. HEBKET

variable VIF
X1 3.702
Xz 1.426
X3 4.947
X4 1.044
Xs 1.528
Xe 1.656
X7 3.417

Table 2. Correlation analysis between scenic spot quality and regional tourism revenue

2. RXRESXEIRFRAIEXES T

Y e X, X3 X, Xs Xg X;
Y 1
Xy 0.676™" 1
X, 0.408™" 0.489™" 1
X3 0.8177™ 0.815™ 0.335"" 1
X4 0.168™" 0.126™ 0.037 0.144™ 1
Xs 0.659™" 0.407" 0317 0.545™" 0.117 1
Xg 0.642"" 0.472" 0.151" 0.527"" 0.108 0.3357" 1
X; 0.887"" 0.695™" 0.328™ 0.800™" 0.197" 0.4917" 0.619™ 1

Kkk kK

d V7L TR R p<0.01. p<0.05. p<0.1.

3.2. EV3SHT

H% 3 P, A5 1, B 2, RER 3 IS R® (540 %M 0.718. 0.668. 0.783, 2 AL RIT.
MERHERNA AT 5 R v LLE 3] T HAMR R G, SIXFERE . SIXERE, 5O B 5 XUk IR
AR R EIIAE 1% 07K IR 1) 3, PR X = 8 L 5 X | S5 IDXOR B 0S X3 Wi W N A T 1) 52
s H1. H2, H3 3 2I560F . MIXIBUR R R A FER, DLRRIE [ 26 R AR T IT AR X IS R e s B2 I8
B A g X AR, DA E 5K e A sl i i D6 B o MR SR, A 1E AR O N EL
AEIE AR S X A RIEIRNAE 1% 7K1 N B3 IEAEOE, BB =k GDP L E 5 X [ A i i i
A XA i b 45 B Dbk, S IB AR HE, JiER 10H 2 5 SR AR AE SE AR B Bl 2, TR
THREN )23 T, XK K T 2 T
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Table 3. Regression results of scenic spot quality and regional tourism revenue
= 3. RXREFMXIEHGHIIARIEIILER

Modell Model2 Model3
Y Y Y
10.715™ X, 54,974.078™ X3 509,179.035™"
X3
(8.961) (5.311) (13.526)
4.394 X, 6.503" X, 3.353
X4
(1.221) (1.668) (1.062)
77.606™" Xs 84.705 Xs 55.260""
Xs
(10.957) (11.043) (8.290)
36.038"" X 48.790™" X 28.968™"
X
(9.031) (12.188) (8.097)
-108.598 Cons -88.405 Cons -119.953
Cons
(-0.604) (-0.449) (-0.763)
W R? 0.718 W R? 0.668 W R? 0.783
F 169.971 F 134.072 F 240.717

*kk Kk Kk

TN T BIROR p< 0,01, p<0.05. p<0.l.

3.3. PN

1) RXFEE. BEAL. XERERA

N T B HA, K56 2 N AR St IX R BEAN DX I O TR R B AFAE TR OB, A7 AR, gy
OB ATEE RN R Z D, WISCHESE ) T 88 =7 5 GDP FLE . A A Ol il N8, Sl ik v (11
LN AT N A BN 04T, A3 45 SR 4 oo B 56, R st DX =R BE X IX 3R IO N (1 52
S XA JEE M 9 e e L 1 i 0 DS AR e AL N, B A 2555 DX 2 (1 IX L il WA N i (t = 8.9611, p < 0.01)
BRI DR EOM I B N BURRE R, 55 X B0 2 A B0 35 IR A I (t = 10.009, p < 0.01). #ix
Ja » N AR R NBGI Y, 25 R 8RB N0 DR SO 1E RS2 B B2 (t = 16.722, p < 0.01),
R A i 2 N B (X3, RPN AT o TR, IR A, 5 IXCE R XS N (4
IEFEFEMIRIR B 2 (t = 2147, p < 0.01). ZR& KA, FXFELSXEORIFIN . RIXEEZS5HE AL i
FNECE XGR BN I AR IE S, Jr LR avb NIES, ¢ NIES . MREIERSBE11]5C T A
RONLFIE RIS 2, e 3 N 57 X 2 B 5 IR IS T A “ e OB 5 AF st HA Y -

s B N BRAE 53¢ X A2 AN DS i SN T B mh A 28082, 18 Sk 4% Bootstrap AT ARG (i P A
B, SRR 5 Frn. WRAPATLUE il e N A 18] 422 0N 1Y) B X 18] 9(5.5234, 12.3596),  [X [] 15
AEE0, WG REZE . Bt DB AN, SN 10,7152, FHIX F R X ATR T
FLHEAUN Y 2.1000, 975 AEO0 DXCBORIEON R [EI H2808 0 8.6152, =R RO FREL#R A2 IR KL, e AR &
NEAE 5 X = EEAN DR B IN R A “ B, HORER A, 2802 EE O 80.4%.
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Table 4. Model test of the mediating effect of tourist numbers between scenic spot abundance and regional tourism income

4. HEABERXFE SR B AR B

\4 X7 \4
t p t p t p

X4 1.221 0.223 2.154 0.019 —0.469 0.640
Xs 10.957 0.000 4.408 0.005 10.798 0.000
Xg 9.031 0.000 7.692 0.000 4536 0.000
Xy 8.961 0.000 10.009 0.000 2.147 0.000
X7 16.722 0.000

W R? 0.718 0.622 0.864
F 169.971 110.075 337.068

Table 5. Decomposition of the mediating effect of the number of tourists between the abundance of scenic spots and regional
tourism income

5. HERABAERXFE SRS BS R AR 5 R

Effect BootSE BootLLCl BootULCI BN b
X; 8.6152 1.7576 5.5234 12.3596 80.4%
B 2.1000 0.9783 0.1737 4.0264 19.6%
KN 10.7152 1.1958 8.3607 13.0683

2) RXHEE. WEAL. Xk

FH IRVRE R T3 3500 i e N 55 DX AN DXl SN TR S R A OB AT G G, 45 SR A0 6 s
(VA [ 25 BROK rh S ROSEREAT I, 30 B N 5t DX T DX i SN T A PR A s, 5 B HS
I o

Table 6. Model test of the mediation effect of tourist numbers between scenic spot density and regional tourism income

6. HEABERXEE SRR B AR R 1

Y X7 Y
t p t p t p
X4 1.668 0.097 2.445 0.015 —0.373 0.709
Xs 11.043 0.000 5.392 0.005 10.330 0.000
Xs 12.188 0.000 10.728 0.000 5.081 0.000
X 5.311 0.000 3.654 0.000 3.827 0.000
X7 20.025 0.000
% R? 0.668 0.503 0.869
F 134.072 67.928 351.829
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PRI 45 R AN 5% 7 B, W B Tl 308 1) B A5 [X [A] 9(11,239.0383, 53,576.2228), [X [A]H
BAHAFRE 0, WHEREE. IR NEUE R X% ES XEORFIN R R, HoREa A, &%

M. &5 He A 53.58%.

Table 7. Decomposition table of the mediating effect of the number of tourists between the density of scenic spots and re-

gional tourism income

® 7. HRABERXEES XSRS B R AR 5 R

Effect BootSE BootLLClI BootULCI BB LG
X5 29,453.6848 10,792.9789 11,239.0383 53,576.2228 53.58%
BN 25,520.3936 6668.1562 12,389.9234 38,650.8639 46.42%
SE A 54,974.0784 10,350.2590 34,593.4321 75,354.7247

3) BXMEE. WEAS. XK
PR TRI 6 R 5 368 s e N KA S5 DRSS B2 AT DX i SO N 8] B R/ ROBEREAT R B, 5 SR I 8 s
(DA (1 2 BROK rh A ROSEREAT I, 3 B NSRSt DR P25 DR i SN T A P /e R8s, R & B H6

(I o

Table 8. Model test of the mediating effect of tourist numbers between scenic spot accuracy and regional tourism revenue

3 8. R ABUE R E S KRS B o N S R AR B4 38

Y X Y
t P t p t P
X4 1.062 0.289 2.118 0.035 ~0.380 0.704
Xs 8.290 0.000 1.382 0.005 9.593 0.000
Xs 8.097 0.000 6.683 0.000 4582 0.000
Xs 13.526 0.000 13.792 0.000 4.634 0.000
X 13.465 0.000
4 R 0.783 0.698 0.872

F 240.717 153.781 361.871

R PER IR A5 AN 9 P, Ui e NS 6] 132 2800 1 LA X 1) 9(226,985.293, 442,548.117), X [A]
BB 0, UM RERE. s NBHER XS XERET N B A A8, HONER > A, 2L

B b 65.36%.

Table 9. Decomposition of the mediating effect of tourist numbers between scenic spot accuracy and regional tourism revenue

9. R ABERKEE S XSRS B8 R 53 R

Effect BoOtSE BootLLCl BootULCI BN 5 L
X 332,776.229 55,188.3884 226,985.293 442 548.117 65.36%
BN 176,402.806 38,064.5628 101,448.712 251,356.900 34.64%
R 509,179.035 37,644.6418 435,053.149 583,304.922
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i EIR TR DU SRR SR DCE R SEXORE B IX ORI N AT IE R R2 R, A e
=0 DRI KT DTk 7 e 22 D ? AT SRS Xan Koo Xe Ji, KFIZD B EREAT SR T,
LR 10 froR . BOP AR AL SRR, HARBEHENGR)E, SXEEEAER, ma R 75
DORSEANSEIX B, AT W5 DORS BEAAAE I DL 5 55 DX BN XSO YN (KT AN 53 o M
WARECRAE, SIXHEKRECN 0.483 > SHXH LM R %L 0.121, HUS DOk BN Xk i SO (1 T koK +

X

Table 10. Stepwise regression results of scenic spot abundance, scenic spot density, scenic spot accuracy and regional tour-
ism revenue

F# 10, RXFE. RXEE. fEBESXEIRFEARZPSEAZER

it KIRE R B Frififk R%L Beta t p VIF
(H &) —219.266 -1.417 0.158

X3 478,618.082 0.483 12.808 0.000 1.841
X, 33,420.627 0.121 4.030 0.000 1.162
X, 3.586 0.033 1.169 0.244 1.025
Xs 50.663 0.260 7.701 0.000 1.476
Xe 29.570 0.279 8.495 0.000 1.395

4. e 5EW

AT TE I BOE TR AT A R BB L T S IX 5 RN DR I N R BB AR, IR R X
BRI NG FXFE FXEEZ. RXBE. FHRRY, FXFEE. JXEEZ. FIORBEXX
SRS I IE UM, 3 2 N B R = 0] 5% 2R (8] (R R A RONE S 2, HORAR 2 o o A STk EE 5 1
IEBHZL EAD AR H, EIMASIXAE G, 5 IX R DRI RIS AN R 25, 55 DORE EXS [X 48k
TR TTIR R T 5 DX L o BRIV X ISR O 3R T 7 B ey 33 X LA RS FE 4R T AR
i LiRg5ie, wLLE DR AR ORI N s 28—, B X X R R T iR T XEGR X
J R ISR T AN RETR] S IE — 4R bR, ZERIE b B IRRR 0, CEREIN A ZUR X E At BTG — e A 4
S DAEEONEI, JAREFI KA E X b e R, X X E T, A e X AR
SXEEIL R X, bR AAIET), =R R 6 . R X /R E AR B 5 = Fh ez
FRTRFALE ) 2 L P A PSR o X AT R — PR 3 I IX SO, AR [ S A L 34 1) i b 4R 7 LA 4
FERISETTs ST RAAEMTHE LS M XK UL, 2 BERPUTIE i A ZERIX, v s XA
SEECE SRR BT, SANEREN I = AHICR TR TR N R BRI 2 R N R 28K T
D = AN E LI BN . BTUL, R E ST XU YN (R B AR SR I, =5 IO AN 5t X AT BRI
LR B BRAE R (e 2 NN, 3=, IR s TR R I R AT P R IR, 2Rk
e i e b e SRR A JR R B AR, AR N Y X ) R (R AU A R AN T R T WAL
HR DX gt DX B 1) =R SR — R RO, FLERTH I e B M b Wi s B o AR A T 14
WEY, HHBURFRNAIZARYE B Skl IRAIX AL AR =, ALY, EEHED) A SR KRRk R,
N5 A o XA I R IR R I, EEIN R A st X5 Hofth b i & A
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