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PLACE MAKING IN TOURISM: ORIGIN, CONNOTATION AND APPLICATION
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Abstract: Being conceptualized as a particular location possessing a collection of meanings, place is not only
the space carrier of tourism activities, but also the core content of making tourist destinations. Given that
tourism has increasingly become an important force to shape the meaning of place, the notion of place mak-
ing has attracted much attention in tourism field. Based on the origin review and connotation analysis of two
concepts of place and place making, this paper sorts out the main issues of place making's application to tour-
ism development through CiteSpace visualization software and literature reading. By combing and examin-
ing the foreign research on place making collected from Web of Science, it is found that: 1) The essence of
place and place making is meaning construction. In tourism development, the meaning of the place could be
constructed multiply, which provides the opportunity for making it as the touristic place. The practice of
place making further has an important impact on local development. And this can easily result in emotional
fractures of local residents towards the original place and affect their attitudes and behaviors towards tourism
development. At the same time, the fictitious local landscape also makes it difficult for tourists to obtain a
complete understanding and in-depth experience of the locality, which ultimately leads to unsustainable tour-
ism in the destination. 2) Creating the place as a destination involves multiple stakeholders, such as the gov-
ernment, enterprises, local residents, and tourists. Therefore, the process of place making implies multi-party
negotiation and multi-participant's identity, which have both positive and negative influences on the place.
Key words: place making; tourism; meaning construction; tourist destination image; place identity

® FE. M7 RKEENEE AR, 425k E
EOE R 7% &= Z k- E AN G N & S B o =
B S5 A PR HEAT AT R A B E b |, 3 1F CiteSpace
B AT AL AL 3 R AT R SRR (R332, X LR R TR i KR
MEEWAf RS HRTRELIL: O FiirEsd
AR RBENEN, WA ERKELARTEAELETE
. RIFERAEM T EEN RS A, txfi 77 EE fe
WHEEFEEED . QU AT EELRY RKF.
RA. BE. YHERELZEZHRNA, CWEWE

BEAME ML ERINE. —HE, FHBEHRNT
BEXAHEBTH AN EEN, 3K HEHRE L
B BZ—HE, &7 HEERRA AN E0ERFHTT
ERRABHENA ZHRMERLER, W WEREH
R

XER: B EE; KiE, TXEM; BHHAY
%; M

FEAAEE: KO  X#HAFERE: A

REARRFESIE (41971183) ;| K& BAR¥ESH FINH (2020A1515010481)
NIEE2 (1993 —) , &, AR AFASEE A, B R4, TERRF @A LHRIES BT ERE,

E-mail: liutt37@mail2.sysu.edu.cn,

1R4EN (1964—) , B, =B NMHAL IR, B ESIT, TEWM RS EAMRFHIEMER L E-mail: eesbjg@mail.sysu.edu.cn,

2021-03-09 2021-06-18

HUMAN GEOGRAPHY Vol.37. No.2 2022/4

(C)1994-2022 China Academic Journal Electronic Publishing House. All rights reserved. http://www.cnki.net



kS FUESCIEN < - 4h, 3%

AR R B A R M —EDURE IR IR
SN FROTFNEEIEB,, RFNRERINE T #7550
CRERBET ERY, fRE B RN AERVAT AR S AR
RERDY, 7 HKME T B RIS, s ihes
S REHHEISE, SERRIFEREREUE T IARF
BREEY, AT REEEBEIZINE ST, #AHRE
MM EZHEMRELEEEMNE BN ETMER, it
BT, BEEMmENt b AR EREEHRBEE, 7
BAREN AR ERFHANIELEH, EEHREL,
AR AENRIE AR EREE, AFRERE
BRI EHENBREY, RERSIDNEIL. RifthsI i
FMRAEFEIRE S EEAEX", John Urry FEEFTE MY
Consuming Places 333t 75 5k 2 [B] N A Rt 1T T B
W, INARKEE— BB ANERE, Rk MRITH
¥, — Mz ATIA R AR, BhTE T EATRKE IR
A EN, MARXERBFEENEZEEANZ, H
I, aEaE A RMEXIAEE BRI RIFE FIE
FItT, ACA RIS EET R B,

MM FEE (place making) JRE A IRZFIH
AR PFHREEMSINER, MRBEHETH “HAE
B BEMFEOETNMSNEE, AMRKIFERES
Rt FEAARM T HOW R B, N FERRE TN
EMEBEEEER, 2XMPAREN, X TFHHERER
HOREFHNERE A, AFRFZREFART ZNHEIW
BMER, BFMAEEEREENMEHR. thHEES
RERAHFINGE . HAFEESTRERFE R, BR
T, BRRBEZRBX M AFEENHRELTFESH
B, FERNRDOF B A EEMSEEENRFERET
MABRXNEN, AEEMNMNANERTESIEZSH
AR E BRI T E B RN RIFFAR KRl SRR
BERN, RGRPUTRIEERING KT EIERAR KT
REANE, HhARMAEENHSERM, BERMLAE
HBHER, BHATEEN TR ARLFSHME SR D
B, REABMRIE TN SRNE, HESUEH
R, EERBEAF TR AEEH S, BN, B
CiteSpace F90] A4 = RAAM T AN E W ANE SSCER R, 15k
X 24 B 5 R O3 5SS 1Y 3 BN S DU
AT, DURARKIFRIEHEE RS EMIES A,

21375

77 RASCMIBSE RO, 202 TOFRFEE
AREXBHRE, BREBEEN "RERZE" 5
HEAM, 75 2 FIN R AT IR IR R A9 1E BB A A H %
AER. AREESERERY "7 BE, FA
WEZHMNLEE, SEEHSEYN, hAREXHNE

HUMAN GEOGRAPHY Vo0l.37. No.2 2022/4

(€)1994-2022 China Academic Journal Electronic Publishing House. All rights reserved.

Hee o BEFNMEARRH S HEMMER M TA TR,
MEMRF b 7= XARE, R EZN EFIThEE T
EMZERY, #EAFREBERRKNEES, JRRIHF M,
#H7M (locality) 2#77IRE HFIE, 2— M AmAEE
B X A F EAth it 5 (945 B — M X KER SRR AR
AR IEIAR, #ERX A EFHMS, TR,
ERBRMMPRE PR T, A 2REERK
MERSEE, ANMEEMSHEEAEE TENER
BAMPIPLFNRRERERFEY, HAMERETHNE
WMo T2, 84, B (represent) 7514 p 4R MHFTIA
E. B HHEERR,

XS 0 77 R b P R AD AN B RIS T B R &
WEH, THREBENNAREESENERERFAERH
ERW, AZTFRERSEMAEMNITRR, EE
" ER, HAThEE AL, A IR, S8
T &SRR EY, T, AR ENENRES
M EREEZSMNE R, Gieryn 5 Cresswell #—H 18R 1
TRERSEB XN ERILIARMES, Gieryn i HH75 R Y
NI EREEE, BB, FUh. EBEMER
B, RTAR ARG EARRE. Jd. ERSHEME
5, TRNMARXNETATRE, HHHNARENS
XATHRTFEXAREY, BTENENZEHAEERK,
BERTHHFEMIEFFIEEBRSIEHEN, BEEZRK
BTYZRENARENESERES, WHARXOEAE
VIR RABFERNII B SRS, Bit, HHFE—FHF
T, MM TFARMAMNSELZF, EIHRUMEIRLN
BET, BRI EENEMN RN NXRAN TIEEH
FREMMAERNREBEEERE X,

227 EE
221 RNEER PR T EIER N R

MR ERBRXNEE, BETEMMN, hrEiEEH
FEMARFNEER S, REXRXTHAHEENENX
BARIRL—E, EBZESNT4ES FHE 70 FERIIES
HeH BRZE. ATMREEERANE, HTXLLER
Blsdtb /281557 (place) MEREAER, RitisE
ERRNRhEEER,

IR Rt A EENM A EMEERITH S EIEN
SEEM, A EHINE N EISHIEER T 201842
70 =R A T A 3 S (urban entrepreneurialism) ®1, §[)
T BB T AR B E RS TR, AR
B HAFER. TRIAMENXIRERAWE I, X
M FEENEEANS . X—IE TS EIE RIS
1% (place-building) F1#75EH (place-marketing), =I5
HWAHBBEEMERITNM AR, EHFTXMAHFE
R, (FHBETAHERBRIBCUIEENH A, WS
FUHERORIES| A T A EMINE, FHR—TINRTHAE
ENRR A EEEN A MEN B E TSR EHH
HeWidR, ZEEUASMARASAZBETIXAT
SERP, —E, RGN ANERES, HAEEN
HAEMARME ST EMBAZ M, Z—FHHE, "2KE

http://www.cnki.net



Nids, Bk, R il PRI B B AR R

XA BBETHABRXEREBEAK. shSMEZ N
fE, A EGRI R R AT 5ONT 2 Bk £ T 2B
REUidiR, AR Rt wHEM, X AIEIE A
R, B AEEETE ARNNE T, BREMNMUEMNR
ENZRERENENS TN AR EHEX,

E—iH#, #H=2RY "ZTEkkE", "REATEAK
RigfL” Fn “Z=jg (place) " #AFEMAAHESFHOTR
RotP, i EERE RN IR TN, R SSIE
W, B ENARUWNYERAERE, ERIRETHA
HoFERTERETEATRNNAG, FERBFZEN
M, MBERRBIEY, BEHICLARBARER
X FHYERE, BB ERSAXERNFANMEERN
AE5EY 2 B FREY, TURZNZTEERHZM
T, MAZ 20 L 70 FRBAEXNEIKY 3K ZENRE
HERSRMAENALE, HteFHT "SEHE", M
BALHREZNESE, MDA AT ZE B SME T RUR
AR, REHIA BN ANEMALR TN, BREBE
WAMMRETEREN TR, BEESEHEBIRES.
H. BEl ARMUEHSRBEEYREBRNSE, I M
W, DEEERR FIEAR FRRBOATAY, XENE
BHSHRSIERELSEEZMEINNEBA, FEEALE
WAEAEBFZEAEBXHNERD, FHUET, FEE
iE (place making) MASHEXR . HEEMULHET
BEARE AR, BN RRAIN Y,

MUz Er (place) 1EANERMSHERS, W EE
HNREETNRENBE, 2012 0FRE60FRE, T4
BRI SHARMNERRE XERNENESIK, EREH
RARE U RN R, £FEEFHAN
BRI, BT, XEBRMTHRIBEERGFAE
HEX, EPHEEREIRIIEERE - #/7R3% (Norberg-
Schulz) 9 “ZfTE#H” EX—HNHFARKRMEAH S
—, TEER, AR AXFTANYIERE, RRT
ENEAMIBHEE, XFEnENBEskE TA
MERRIENREERMELBERAZ ERMRMNICIZSTE
B TAANABERFBRENIGATF, RBEMEEESE
i, AMIFENAEERMARBWHE, B5MERNE
XERZAENE, EHABEHNREP, 81 HEBEER
FRRE ISR, XESREREMNEREHNH LW
BERBATS. BRIDNESHENEB RN, =
MAMNBFEME, AL, BRABETHNHHEL
(place making) EFEIZIEIHATIET, BERAVUNDEE
T AMAE R 8™,

T EIEN W BRI PR E LS,
miZIEP, MAHEEE —EARFETET20HL 705
&, EAREH T EMT R 4 F R8N AL FrteT
NZFEAL. #TNEE, —&E, XERHRHR
B, BEREFERE K, AEBAHENESINE, KEF
EXTUREHOT, EPEERKMEAEFE Jane Jacobs, Wil-
liam Holly Whyte #0 John Brinckerhoff Jackson®, {17\

(€)1994-2022 China Academic Journal Electronic Publishing House. All rights reserved.

WA ESAREMENEHEITETT, ARFEEER
FAEER, FRNFEMRPEMA LT EHITIE,
ZES—ZRY, EXIERTSH5ZRE, BB
BIEH (MEHHERME) P (XEHEE) ¥, KEE
ABZREMAH (EEWHTRFELERBN) 1 (MU
FEEIYHHER) ¥, FEERRESEEIFEFAR
K2 AHTETE" (PPS) W%, #IRF T AL
MERATENEEM, FBAEEHEALIEX TIFLE
HABER, FEBIAHETEHNBRELUALFNR, B
Pt A EENETARNERTRENBERAFERE M
FRRFEZARL . BITREE, BHEEHNHARLERY
K, BERERHETERFEZTARR, RZHHRX
BIF Ao 1F40 Bernard Hunt ffift, “&& W AREBTEERE
Ry, ANETFEMME" ®, ZZ T Jacobs @11
H, “BHFAEESELRN, £FEETFHNERERTZ
ke AMAMEARZRINLE, TRZSEIKHXZ
—MNEERIER" B,

AR XMERKREE "HAEE" RNRBEZEEMS
2, AMIARRBIFENH T BRI ABERE L,
HHFEMROES, CREARANETHNEREZNR
R, £EEHTHAMNOHTEEERE. BENEKR,
A EE R fAR i E AN E ARSI IR E KT F 2R
IRE R B REY, HENTETRERNAEN TR
BAAETERH TS, Friedmann$gt, #HhAEEZMERARE
B BEIER (mirror of self) FILRE™, KRN R (E)HIT
wa. BYRX. BYASXRASHN, RUBEZEEH
ANIE4E (humanized) 2,

s, MERZELE, hEBEFYWIE. H£.
BUR=MARMIEE ., BRIPMFHINNERNLNFEF
ERIFMAEIEHYIERMYE, URVNNEX RS
BETRARDHXBESNE, BIAALZEHNITIE, U
PIRA AR, XEMIFTEEEZIENEY H A
MK, WETYURRENHE, Rz WHEEXHNEERY
*KiF, TERBASHAZBRBEANBEREKR, HEXE
IR EERESISLEE, FR2REIURMERN
R, £EAENERCSBEZHKSIR T AT AR
NHEM, AHEENRNEES, T ERRE ST
MEREER N ERNEZ D, BEHNEREMREN i
B ORA A EENES, N, HEFNBETHHE
EHBOAEME, T AEEMMEZ BNER, MEH
HEBLEKTHNIEE, ESIENE, REZSZRATH
FIZEZFT (place) EFAR, N “HMHEE" Fm4EER
WHRE, BHAEELI, ARRITLSHEMWT, 5k
FRIFH HAEE ETERBAN HE SEMEE
ATRTRBY TR SLEK, TIbEIBSFAH
FEM, HeFPAREHSME. BRFEPHBERDEE
WIEEW B R P AR TR EFETT, B OESaT
AR HNEY, o, BTN T A ES
S EZN R,

HUMAN GEOGRAPHY Vol.37. No.2 2022/4

http://www.cnki.net



kS FUESCIEN < - 4h, 3%

2.2.2 Bl PRI T EE A

MRIFENEEMM TS N, Rt E LSt NE
ZHEM, YUHRIEFHAEERRTR, TEERSL
BB DS Z . ME~E . BRREC=ZTE,
BARNEME, hAEERREEMAE.

THREZE 2020 ERAMSTFEFNE, LEAsE
BEAMFTMAENEERS, HEESRFAXLBEER
K, BRI RAER S LR AN AL X R R B s A9
RER, FFEXTNEEEF. ZHKE, TEZERME
AHERBItEEH X, HHHIE “HtRERTR” “, #
BNt R LA BAR (RSB Mzt ). = B4R
(RANFHMERM) REET (RETRLEF LI
ELE) . fEtERE], WHHIRITREEM XA, EE
ELEROEETRESHX REET, X—HBARSE
R CIE NI A RE A E, FRGESIRIFEE
HEEBIR. HZE 204 80F K, BEEAM KRNI
REEWSH "FHHEX", FETEEHFAREITIT
KRR, A EEEGTEIAE— D ANEEE A
AL LEC KRR @Y. 2IMBEENS GRS
2, ORI BTN EL. RN AEIE. PhE
MR EE AR AR MR T EIE S KT, o, KRR
AR X REREH#HTHAELENEIRZ —®

2042 80 FR & 0 FRK AR LB, FEEMRIE
HEF. AeMXUEFENNGHEREE, ARIRKE
WA LD T EFNERERR, SO RS TRIEE
PR EER, TEMAEEHSHAHTRREZERETR
L, BRSERRRE Bt EN, BES Bt EE R AR
*o MEEMREY, REMRPH “HAEE", BEY
WRIEE M. RERRSREESIHTEE. EH, FA
WMEIBFRMILRSY, RARATHABEXHNES (mean-
ing making) %%,

9L I0FERFESHRNFRMNE, BT BNE
1, RFFHhAEENS —ERNREE TN REXEMER
FIEFS, RI|BEENAE, BrixTFAEEFLERN
BRI RIR . #77¥83E (placemaking) 175 &4 (place-
making), EFFTEFEHBUFR]E SN AHTERIR
ML, BENRMAELAEE LSBT e Tk
HEEEEY, TETFREREN AR EAFTENR TS
ME. BT EFEL AR R ZIHIEN, Hamilton 5, i
FEENERAEMXEBERNER, FIEZETHRNS
5, #XBERAFS 5 AR NEY, Bt AEENE
F1%, Hultman £ A 3 35 1+ 043 K 2 5 0 8 Sam AT R
(Leadership Program) 5, #&HAMEIRAIS 5L 74t
KAN4ELRR, BATHRAEGFSREMEAESENEN
RESNMER, TR, HAEEEARR TS EED
AR, BB RBEARIERE TE N EREET
B, GEMARNEBICTENETERANERNR, K
FERENHAEBRL TEMRTINRE, LS
BRFEMEAEBITAN. EXMUEE TR BERX,
ERE TR EY, E TR SCEIm, Asst—

HUMAN GEOGRAPHY Vo0l.37. No.2 2022/4

(€)1994-2022 China Academic Journal Electronic Publishing House. All rights reserved.

FINA, REFHNHRSTESERE=EERELRBNR
E, RIREEA TR A ROBH A TR AR

RE “th pEWE" FIHEEETHRBHE, BEL X
—SEREERKARER, WERERE, —FH, #HAE
EREREEBMATER, XREHTRLE FIREMHE, £
HX A FHME NN, MREEIEEETRENRRESIE
BEREZ BRESMEUTE, TEHAEELER F3L
HMAEHENNENTR, 5—FHE, RiFEHEREY
HEBRSIHHWENH, FEBEIHAEEEMNENHE
%, WERMERFAEEW, £TREZBNBTIXE,
AN EERIBIZIEOF RS, REFRER, EBFR
B, ARSI Web of Science #%:/0 & S IR FI M 5 5%
HEGEER", {58 CiteSpace {5 2 Sl AL IR IR STk S 42
1% (WEL), HAERMNREIEE P ESNZ 0E%
NN AT REY, GHEEEMREAD, TR
HEEITBMRWBEREUT=NAHE: OHHE (55
=), BNMEREENMEE,; QRFTFHMAEESH
FINE; OMAELESKETIFEAR,
3LHITHE(FS)  BMHER S5 BHEH

MY E T Y, H RN — NS X BT
HM s, RS BiERNsh, hEkiEE i
BAORITEE ™, AR EN ESU AR ERN T
K, BRI IR BN RBIENEER
B, FRRAMBREERESI SN AEELER P, EL
ZETEHNM A EERBIE LS EE BN B
%, BEENH AN RERR TR,

Relph#g i, A MHANFYRRE. FHal. BX=%
Bz HY, ReEnEKHERE, BEFEY TEEERT
B, #hIT I IE(GR B R E R, KM A
REAZILNAENHEH#TL2ALN, £1TE. FEE. B
WESE. BABHAAHE T ENBERAERS, hE%¥
ENREREERE A MMAER, BEHTRENER
HIBHEE . IS, IR ERERAXZIRETT
MRS, ALER L, BEFER—SBRF LB
MAZE, WA FHERIABARM. M. K55,
XHEE AN, ERZFMmE YR WS
fiE™, FEEERRF. BRNES 2 MAEs R A H
W, wAHMAERERETZT, REW. &=~ #iEk
VRN E S T R AR T SO MR E R, REHITIEA
HALEEF LT, BHEAUET S, U
R R E SR A MR P A REKIT, RiF
T TR ITES N EE T AT LRI,

WA EENARE T SH4E ™, HmEE—F.
RENMAMTER, RUXHKFENE, BEFTRYE
B R, AhAHEME N RERLRET, FSk
HBRAEANEE, TSEMELHIIBIL. B, REML
=AHER®, MacCannell #8 H AR R 5 | ) O T Al st R EL w25

http://www.cnki.net



Nids, Bk, R il PRI B B AR R

1

Fig.1 The Co-appearance Network of Keywords in Place Making Research in Tourism Field
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