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On the Brand Personality of Tourism Destination Based on Cognition

——A Case of Qingdao Tourism Brand

HOU Lihua, WANG Hui, LIN Mengna
(School of Tourism ,Qingdao University ,Qingdao 266071 ,China)

Abstract: After reading the relevant research at home and abroad, the paper designs Qingdao tourism brand personality scale from the

cognition of tourists, launches an investigation to tourists in Qingdao, and finally extracts the Qingdao tourism brand personality dimen-

sions. The result indicates that the characteristics of Qingdao tourism brand personality are " Taste, Openness, Progression, Intellectu-

ality and Vitality". According to the conclusions, Qingdao tourism brand should position in these personality characters, and then

shape the brand personality through the joint efforts of tourism attraction, supporting environment and marketing channels.

Key Words: cognition; brand personality; Qingdao; tourism destination
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