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ABSTRACT

In the context of global economic development, the tourism industry has
emerged as one of the most crucial industries. In the aftermath of the COVID-19
pandemic, attracting tourists, promoting domestic tourism, and enhancing the
prosperity of the tourism industry has become a pressing issue. Existing literature
has examined the relationships between destination image, tourist experience,
and behavioral intentions across various settings, including natural scenic areas
and cultural and creative parks. However, scant attention has been paid to the
actual consumer behavior during tourism, such as consumption expenditures and
length of stay. Against this backdrop, the present study focuses on cultural and
creative parks and investigates the interplay between destination image,
experience value, and consumer behavior. Specifically, this study adopts a
convenience sampling approach to survey tourists who have visited the
"Huashan 1914 Creative Park," "Shen Ji New Village," and "Pier-2 Art Center"
within the past three months. Both online and physical questionnaires were
distributed to collect data. The findings of this study reveal that destination image
has a positive impact on experience value but does not exert a direct effect on
consumer behavior. Instead, experience value plays a mediating role in the
relationship between destination image and consumer behavior. The study
suggests that cultural and creative parks should improve the overall atmosphere
and plan visitor routes to enhance visitor experience and increase consumer

willingness to spend.
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