DOI:10.16323/j.cnki.lykx.2013.03.005

2013 6 Jun. 2013
27 3 Tourism Science Vol.27 No.3
F 59 A 1006 -575(2013) —03 —0026 — 11
%
( 311121)

LATFARRX TRHEA T F 09 £ %22 %% MacCannell( £ & R)
BRBEBIN MR ERFT T RBEBRNDAFER T RIS AR BN, T2 8 R
T AR B A IR AR B B A AR RTARER ST HE, RFER Y
5 RAELELCHAEE: LK FoBRS T o aRHER T LA 5 RIS
O EIEE, 8 A TaR#HRIE( R FEW) Fakakit SRR RBEEF
B S RIS FT AR B, 28R THRIEZEBREERRGEERTE RZAAF

I GLARI, o
HARA AR LA RS
MacCannell( ) Peirce
(1934) o Peirce
( 2008) -
MacCannell( 1999) ( marker) . ( sight) ( tourist)
« MacCannell( 1999)
o MacCannell
MacCannell \
o Lau( 2011)
( )i
“ ” o Lau
( Ronald Barthes) L ( Saussure)
12012 -08 - 18; : 2013 -06 - 14

DHRR(1981 -) LB ML, RMNFERFREE TR F RN, TR G 6 A kSRR
AT, XA



Tourism Science 27

( Randall Collins)

1
Hall( 1980) ( ) o Hall
3 )
N N N ( 1):
1 ( )
(
( )
; ( )
. (
2
2.1 RBBRINMOKREFTHS
MacCannell “ 7 ( N N N
. ) ” ( ) .
MacCannell
(1)

Cohen( 1989)



28

S

MacCannell( 1999)

2006)
2.2 BIREE
Echtner( 1999)
(

(

Echtner

o

13

T Aok 2

H 7 2e iE

"

AN

(=

S

N

(2011)
(1)
1 (2) /
1(3) /
) -

Tt BERL

il & A REN R




Tourism Science

29

3

3.1 &BRIN e IAKFTHE
MacCannell N

( Barthes 1984) .

. (2008 %) 1

113 »

» 13 ” ) “ »

€« ”» “« ”»

“M 2010) .

[13



30

)
( “ ”» “ » ) 5
1 ESE I 2ffiig } et o g
==
A ikl g
M3 |4
CH% S
2
3.1.2
. . . . (1980)
(2008") N .
(
2011) .
( 2):
2
( () () ( () ()
()



Tourism Science

3.2 BIRER
3.2.1 ( )
vime | \RHEER
i
bicd
%
e
3
( 2012).
( ) ~
( )
( Wang 1999 | “ 7
( Wang 2007)
3.2.2
( )
)



32

4

4.1 RFBBINMOBARSTHES

. (2011) Goffman

(2011)
N ( emotional energy) o Goffman( 1982)

. (2009) ¢

(2008) .

”» “ » “ »

“ »
o
“ »
y ~ ~ ~
« ” ( “ n)
’
.« ”»
’
. «
’
” 13 ”
o}
« » [ 24

. . (2009)



Tourism Science

33

4.2 HRER
4.2.1

4.2.2

SEF AT
B S
(BFEH

R 995 4 —

)

REK
T

o

R R E R

&R

BAXROEE) | s |

HEF RSN B .

HEMEBRE

'
i

I bRAE

WA

Rtk

(2009)

'
i
I
i
H '
'
1
'
'

XMEBRATHE
IE 24175 !



34

43 ”»

“«

2005) .



Tourism Science 35

10

11

12

13

Peirce . . ( o e

N X Peirce

Peirce

MacCannell

o

Barthes R. Mythologies M . London: Paladin 1984.
Cohen E. Primitive and remote: Hill tribe trekking in Thailand J . Annals of Tourism Research
1989 16( 1) :30-61.
Echtner C M. The semiotic paradigm: implications for tourism research J . Tourism
Management 1999 24:47-57.
Goffman E. Interaction Ritual: Essays on Face— to+ace Behavior M . New York: Pantheon
1982:47-96
Hall S. Encoding/decoding A //Hall S et al. Culture Media Language: Working Papers in
Cultural Studies 197299 C . London: Hutchinson 1980: 130.
Lau R W K. Tourist sights as semiotic signs a critical commentary J . Annals of Tourism
Research 2011 38(2) :708-722.
MacCannell D. The Tourist: A New Theory of Leisure Class M . California: University of
California Press 1999:109-431.
Peirce C S. Collected Papers of Charles Sanders Peirce ( vol. 5) M . Cambridge: Harvard
University 1934:302
Urry J. The Tourist Gaze: Leisure and Travel in Contemporary Societies M . London: Sage
1990: 129.
Wang N. Rethinking authenticity in tourism experience J . Annals of Tourism Research 1999
26( 2) :349-370.
Wang Y. Customized authenticity begins at home J . Annals of Tourism Research 2007 34
(13) :789-804.

. . M . . : 2011:
413-574.
. I 2012(2):
50-55.



36

14 ) e
J. 2010(5) : 124427.

15 T ) M . ) : 1980:
170471.

16 . ) M . . : 2009. 31—
39; 86-88; 128-135.

17 . M . : 2008:41-51.

18 . M . ) : 2008": 156.

19 . ) M . ) : 2008": 34-58.

20 ) J. 2009( 3) : 69-74.

21 . Web J .
2011(3) :4349.

22 ) M . ; 2008: 48-50.

23 ) . — J. 2005
(4):16

24 ) “ ” —
J. 2006( 5) : 7599.

25 ) M . : 2011:159470.

The Three Forms of Symbols of Tourist Attraction and
Their Prospect of Research
CHEN Gang

( School of Economic and Management Hangzhou Normal University
Hangzhou Zhejiang 311121 China)

Abstract:  The main trend of semiotics of tourism currently is the theory of marker symbols of tourist
attraction proposed by MacCannell. Marker symbols of tourist attraction which reflect cognitive
attributes of symbols were mainly discussed in such fields as tourism marketing tourism media and the
tourist gaze. In addition to marker form of symbols of tourist attraction there are cultural form and
group form. Cultural symbols of tourist attraction which reflect objective attributes of symbols were
mainly discussed in such fields as tourist experience ( and its authenticity) and the design of tourist
attraction. Group symbols of tourist attraction which reflect emotional attributes of symbols were mainly
discussed in such fields as tourist emotion management and their emotional attachment system.
Key words:  tourist attraction; marker symbol; cultural symbol; group symbol
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