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Typical Images and Characteristics of Gender Temperament in Tourist Destinations

Pan Li', Zhang Yufeng”, Ma Meiai'

(1. School of Economics and Management, Zhejiang Normal University, Jinhua, Zhejiang 321004 ;

2. School of Business Administration, Southwest University of Finance and Economics, Chengdu, Sichuan 611130, China)

Abstract: The masculinity and femininity of tourist destinations have their own unique ima-
ges, and respectively reflect the gender role positioning in a specific cultural background. The
aesthetic preferences of the two correspond to the sublime and beautiful categories in Western
aesthetic theory. The main features of masculinity and femininity of tourist destinations come
from individuals’ inner touch triggered by specific images, which in turn reflects the expectations
and value orientation of social gender roles. Compared with the existing research results on gen-
der temperament of Western brands, Chinese tourists’ perception of destination gender tempera-
ment has both similarities and uniqueness, especially in the preferences of “striving” and “coura-
geous” for the masculinity of the destination, and the preference for “gentleness” and “elegance”
for femininity.

Key words: tourist destinations; masculinity; femininity; tourist image; metaphor extrac-

tion
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