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Study on the experiential value structural system of

recreation around metropolis

LI Jiangmin, GAO Jie
(Department of Tourism. School of Economics and Management,

China University of Geosciences, Wuhan 430074 ,China)

Abstract: With the implementation of small holiday in the experience economy and the

advancement of vacation system, recreation around metropolis is developing rapidly.

However, there are common problems in product development such as product homoge-

neity and low investment returns. Consumers value the experience of purchasing and

consuming products that meet their psychological needs. The premise of enhancing the

competitiveness of recreation around metropolis is to understand the value structure of

tourists’ experience. Based on in-depth interviews and literature analysis, the study

comprehensively extracted the measurement index of recreational value of Recreation a-

round metropolis. We conducted a survey of 812 visitors about recreation around me-

tropolis. The reliability of the data was tested and exploratory factor analysis, and con-

structed the experiential value structural system of recreation around metropolis.

Key words: recreation around metropolis; experiential value; structural system



