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Since the 19th National Congress of the Communist Party of China, the shift in
the primary social contradiction has led to an escalating pursuit of high-quality life
among the population, with a high-quality tourism experience increasingly becoming
the focus of tourists' attention. In the wake of the global tourism industry entering a
new development stage post-pandemic, mountain tourism, with its immense potential,
has gradually emerged as a leading trend and has become a significant force in
driving innovation and growth in the tourism sector. Mountain tourism destinations
serve as crucial vehicles for promoting regional economic growth, cultural heritage,
and ecological conservation. The construction of their brand image not only concerns
the sustainable development and competitiveness of the destinations themselves but
also represents an essential pathway for the tourism industry’s transition towards
high-quality and sustainable development. Therefore, analyzing and exploring the
factors affecting the brand image of mountain tourism destinations holds significant
theoretical importance and practical value in enhancing tourists' satisfaction,
optimizing the intrinsic value and external image of tourism destinations, and
fostering high-quality development of the tourism industry.

China, a country with numerous mountains, especially Yunnan, a mountainous
region, is endowed with abundant and unique mountain tourism resources. However,
there has been limited empirical analysis by scholars, both domestically and
internationally, on the factors influencing the brand image of mountain tourism
destinations in Southwest Yunnan. Considering this, the study uses Yulong Snow
Mountain as a case site and adopts a combination of research methods, including
literature review, field investigation, and statistical analysis, to focus on the core issue.
Within the framework of existing brand image theories, and drawing on outstanding
research achievements from both domestic and international academic circles, this
study constructs a conceptual model of factors affecting the brand image of mountain
tourism destinations. It investigates the factors influencing the brand image of Yulong

Snow Mountain tourism destination, considering mountain tourism destination brand
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quality, brand awareness, brand trust, and brand personality as the independent
variables affecting brand image, and proposes four research hypotheses based on
structural equation modeling. Data was collected through field research and online
questionnaires and processed and analyzed using statistical software like SPSS 22.0
and AMOS 24.0 on 377 questionnaires; based on the results of empirical analysis, the
study concludes the main research findings, proposes development suggestions, and
outlines the innovation and prospects of the research.
The main conclusions of this study are:

(1) Identified four variables affecting the brand image of mountain tourism
areas: brand quality, brand awareness, brand trust, and brand personality of the
mountain areas, with empirical analysis showing each dimension is clear and
independent, exemplified by Yulong Snow Mountain.

(2) Summarized and validated the measurement indicators for the four factors
affecting the brand image of mountain tourism areas. Brand quality can be measured

through "product," "service," '"infrastructure," and "tourism experience"; brand

nn nn nn

awareness through "reputation," "recognition," "promotion," "unique positioning,"

and "first mention"; brand trust through "quality," "commitment," "benefit

nmn

protection,”" "natural environment," and "social environment"; and brand personality

nn

through "excitement," "competence," "sacredness," and "vitality."

(3) Constructed a model of factors affecting the brand image of mountain
tourism areas and validated its rationality and scientific nature, concluding that brand
quality, brand awareness, brand trust, and brand personality all have a positive impact
on the brand image.

(4) Regarding the construction of the brand image of Yulong Snow Mountain,
four development suggestions are proposed: precisely shaping the brand image of the
scenic area, focusing on enhancing the brand quality of the scenic area, improving the
brand awareness of the scenic area through multiple channels, and comprehensively
creating a unique brand personality for the scenic area.

This study innovatively adopts the tourist perception perspective to analyze the

brand image of mountain tourism areas, emphasizing the importance of tourist

experience in shaping the brand image. Through empirical research on Yulong Snow
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Mountain, it not only provides a new theoretical perspective but also practical
guidance for the construction and management of brand image. The multidimensional
factor model developed deeply explores the key factors affecting the brand image,
demonstrating its innovative and practical value in academic research and practical
application.

Key words: Mountain Tourism; Brand Image; Influencing Factors; Yulong

Snow Mountain
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