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Part 1
1.Customer perceived value 
1.1 Definition of customer perceived value
Customer perceived value is rooted in the service-oriented value theory (Vargo and Lusch, 2008), which is the value evaluation of products and services perceived by customers in the process of consumption, that is, the value perspective of customers. Earlier studies suggested that customer value was a balance of perceived gain (perceived quality or equity) and loss (perceived cost by paying price) (Woodruff, 1997). Gain included “product value, service value, personnel value and image value”, while “total customer cost includes money cost, time cost, physical cost and energy cost” Kotler (2001). However, the customer value from this perspective failed to distinguish individual preferences and individual differences and was hard to show the dynamic process of customer value, so it was difficult to identify the overall customer value.
Zeithaml believed that customer value was actually customer perceived value, and defined as “the consumer’s overall assessment of the utility of a product (or service) based on perceptions of what is received and what is given”(Zeithaml, 1988). By introducing psychological elements (such as perception, trade-off, evaluation) and economic elements (such as revenue, cost, utility), the overall assessed the customer perceived value (Suryadi et al., 2018). Gronroos complemented the study of customer value composition. By adding relationship elements to the definition of customer value, he divided customer value into “core value” and “added value”, and the added value generated by additional elements in the relationship may strengthen or weaken core value (Grönroos, 1997).
[bookmark: _Hlk6838343]However, customer value is subjective, and customer values are various under different values, demand motivation and personal preferences (Ravald and Grönroos, 1996). Holbrook makes a detailed distinction between functional consumption and experiential consumption. The study of the experiential perspective involves four dimensions: experience, entertainment, exhibitionism, and evangelizing. He believed that "customer value is a preference experience of mutual influence" (Holbrook, 2002) which includes the following aspects: First, value is determined by preference. Second, customer value is interactive, including the interaction between customers and products, services, people, places, events. Third, customer value is relative, including the relativity of scenarios and individual customers. Fourth, customer value is an experience, which includes not only the purchase of products but also the consumption of products and the perception of value in the process of consumption. 
1.2 The attributes that affecting customer perceived value 
The attributes identification is the key process to provide the available dimension in perceived value measuring. The attribute factors of perceived value include quality and price(Heskett, 2009), in which quality covers tangible product quality and intangible service quality (Po-Tsang and Chen, 2010), image and brand, high-level abstract factors (such as emotional value and empirical value). The price can include currency cost and managerial cost, physical strength, etc. Non-monetary costs, including costs and time costs (Kolter, 2003). 
Although customer perceived value from the viewpoint of gain and loss has been deeply studied, it is difficult to guarantee the reliability of detection because of its single dimension. As perceived value is a kind of subjective cognition, it differs in different customers, different cultural backgrounds and different periods. Therefore, more and more scholars believe that customer perception should be a multi-dimensional model, which is influenced by attributes in many aspects. Sheth and Gross (1991) researched 650 contexts, then established “consumption value and market choices theory”, identified five general types of consumption values, namely “function value, emotional value, social value, epistemic value and conditional value”, which was supposed to apply in all markets. Ulaga and Chacour (2001) through empirical research, customer value was divided into a multi-attribute construct: “product-related quality, service-related quality, and promotional-related quality”. Woodall summarized 90 recent contexts and synthesis of the 18 sub-customer value concepts related to value sources to 3 categories (Woodall, 2003). "The first is performance value, including functional value, material value, practical value, functional value, efficiency value, play value, possession value; the other is psychological value, including aesthetic value, emotional value, spiritual value, epistemic value, logical value; the third is social value, including status, esteem value, ethical value, excellence value, image value".
According to the previous review, customer perceived value attributes come from many sources, which determines that customer value is a multi-dimensional function. However, the measurement of customer value is closely related to the concept connotation and is affected by uncertain factors such as customer subjectivity, dynamic consumer behavior, and boundary dependence. Moreover, in different types of industrial and commercial products or services (Zboja, Laird and Bouchet, 2016), the content of perceived value is also significantly different. Therefore, different customer value dimensions and customer value scales were presented in many empirical studies. That was why “value is always intangible, heterogeneously experienced, co-created and potentially perishable” (Vargo and Lusch, 2008).
1.3 Measuring methods
The construction of perceived value scale is regarded as one of the most important issues in the marketing literature (Parasuraman, 1997). In terms of measurement methods, the mixed method is used to measure perceived value. The driving factors are identified qualitatively and measured quantitatively. Qualitative research is mainly used to explore attribute factors and determine dimensions. Focus group discussion, in-depth interview and observation method are widely used. 
[bookmark: _Hlk6732782]Quantitative research mainly measures the identified factors. Because consumer perceived value is a multi-dimensional concept, multi-dimensional value result system can explain consumer buying behavior more effectively in order to ensure validity.        Parasuraman, Zeithaml, and Berry used quantitative research methods to explore the attributes of customer perceived service quality. The research established a 5-dimensional scale (“tangibles, reliability, responsiveness, assurance and empathy”) with 22 item instrument called SERVQUAL, in service and retailing enterprises (Parasuraman et al.,1988). On account of the good reliability and validity, it has become one of the representative achievements in measuring service quality. However, Fick & Ritchie (1991) debated that SERVQUAL didn’t reflect the overall quality of “service experience” as neglecting affective and holistic factors. Woodruff (1997) holded that there was a hierarchical system of consumer value which constructed a “attributes, consequences, and goals” structure from bottom to top, in which each hierarchy contained several dimensions. When the environment or industry changed, the variables of customer value hierarchy would also change. Holbrook (1999) discussed value dimension from another angle of view, he put forward a typology of perceived value based on 3-dimensions, which are “self-oriented vs. other-oriented, active vs. reactive, and extrinsic vs. intrinsic”. Ulaga and Chacour developed a CPV structure method, identifying 8 factors and giving them different weights for scoring, connecting the scores of each dimension to form different octagons through driver profiles, and finally getting the total scores intuitively (Ulaga and Chacour, 2001). Amini, Falk, and Schmitt used CPV structure method to evaluate the effectiveness and reliability of this method from two-time points before and after the purchase of durable goods value (Amini, Falk and Schmitt, 2014). Sweeney applicated the exploratory factor analysis and formulated the famous 19-item “PERVAL” scale, which was abstracted to 4 dimensions (“quality, Emotional, Price, and Social”)(Sweeney and Soutar, 2001). However, the scale only evaluates the value of consumer durables and is not applicable to service products, and only measures the customer value of a post-purchase situation without considering the whole consumption behavior cycle.
2.Customer perceived value in cultural heritage tourism
2.1 Perceived value in tourism
Customer perceived value in tourism is also based on the gain-loss theory (Kotler,2001). Although many scholars believed that customer value is a kind of cognitive evaluation, most of the specific measurements were based on the theory of gain and loss. Most of the concepts and theories cited were based on the overall utility of customer value, such as Zeithaml’s theory. Because of the experiential consumption characteristics of tourism products, researchers also focused on tourism preference and service experience, such as using Holbrook’s concept of “customer preference experience”. 
[bookmark: _GoBack]Tourist perceived value was an important factor in forming destination image. Demographic composition (Lin and Huang, 2018), cultural context, purchasing media and distribution channels had an impact on the overall perception of Tourism (Sabiote-Ortiz et al., 2016). It was worth noting that, unlike the functional value of durable goods, tourism perceived value was a dynamic variable, which is highly sensitive to tourism experience (Gallarza and Saura, 2006). It emphasized the difference between the expected value of tourists and the actual perceived value obtained through experience, so as to make them match as much as possible in the tourism process. Therefore, the measurement and comparison of perceived value pre-travel, on-travel, and post-travel were also widely concerned by scholars (Akhoondnejad, 2015; Gannon et al., 2017). Akhoondnejad examined the 298 tourists traveled in Iran and discovered that there was a significant difference between the pre-visit and post-visit in destination images, which directly affected the value of perceptions and traveler satisfaction (Akhoondnejad, 2015). At the same time, tourists not only evaluated the “destination’s consumption experience”, but also “the purchase experience of tourism products” (such as buying travel agency’s tourism products online or offline) (Sabiote-Ortiz, et al.,2016). However, tourists would not distinguish the consumption experience from the purchase experience but evaluate them as a whole (Sánchez et al., 2006). Therefore, this part should be considered comprehensively in the evaluation of tourists’ perceived value.
Some researchers also studied the relationships between trip value and revisit intention through destination perceived image(Gannon et al., 2017). Generally speaking, there were obvious differences in the value of perception between first and repeated visits (Petrick, 2004). Value perception had also become an important criterion to measure tourists’ satisfaction and re-visit behavior. Many studies have studied how tourism perceived value and tourism motivation match together to influence tourists’ satisfaction and loyalty (Lo and Lee, 2011; Wang et al., 2017; Wu, Cheng, and Ai, 2018), meanwhile, there was a link correlation between them, which is “quality-value-satisfaction-loyalty chain”(Gallarza and Saura, 2006; Cronin and Taylor, 1992). 
2.2 Cultural heritage tourist perceived value
As a special consumption, cultural heritage has become a world-wide tourism resource. Cultural elements are underlying most tourism activities, cultural heritage tourism is increasing year by year (Timothy,2011). UNESCO's definition of cultural heritage composed of three types of categories: monuments, groups of buildings and sites. "Monuments includes architectural works, works of monumental sculpture and painting, elements or structures of an archaeological nature, inscriptions, cave dwellings and combinations of features, which are of outstanding universal value from history, art or science. Groups of buildings conclude groups of separate or connected buildings which, because of their architecture, their homogeneity or their place in the landscape, are of outstanding universal value from history, art or science. Sites consist of works of man or the combined works of nature and man, and areas including archaeological sites which are of outstanding universal value from the historical, aesthetic, ethnological or anthropological point of view” (UNESCO,1972). 
The authenticity is a crucial factor that affects tourist perceived value. MacCannell (1973) proposed that finding potential cultural authenticity in destinations is an important goal of cultural tourists. In his definition, authenticity was an “overall evaluation of the genuineness of a tourist destination”. Specifically, authenticity could be divided into three categories: Object-based authenticity, Constructive authenticity, and Existential authenticity. Among them, Object-based authenticity was the inherent gene of heritage destination, which could be regarded as the authenticity of tourism objects and could be proved by historical and anthropological sources (Lau, 2010). It could be reflected in buildings, lifestyles and tourism activities (Leigh, Peters, & Shelton, 2006). Existential authenticity was defined as the authenticity of tourism experience gained through participation in tourism activities, thus establishing personal contact with tourism destinations. It was an important factor for tourists in choosing heritage destination (Kim & Jamal, 2007). Different from traditional tourism products, which emphasized the importance of service quality of tourist destinations (Chen and Tsai, 2007), cultural heritage tourism also considered the authenticity of tourist destinations and the protection of historical relics as crucial influencing factors of tourists’ perceived value. In the context of heritage tourism, authenticity has been proven to have a positive impact on tourists’ perceived value (Murphy, Pritchard and Smith, 2000; Lee and Phau, 2018). Furthermore, tourists’ perception of authenticity was positively correlated with tourists’ satisfaction, thus facilitating destination revisiting (Tu and Su,2014). In perceived value evaluation, authenticity could be used as a functional factor to reflect the quality of service about heritage sites (Kolar and Zavkar, 2010; Lee et al., 2016).
[bookmark: _Hlk7374711]2.3 Dimension and Measuring 
Tourist perceived value is an important content in the field of tourism which has been gradually studied in the past two decades. The perceived value of tourists is one of the basic bases for the evaluation of destination service quality, the competitiveness of tourist destination, and even the service design of scenic spots. Based on the research results of customer value in the general marketing field and the specific research situation in the tourism field, the measurement method of tourists' perceived value is developed and tested empirically. The dimensions of tourists' perceived value range from 5 to 8, mainly including functional value, emotional value, social value, and cost value. From the point of view of the design basis of the scale, it can be divided into three categories: the quality & value scale based on economic perspective, the measurement scale based on experience perception and the product service scale based on consumption perspective.
(1) Evaluations based on quality and value scales
Based on the gain-lost theory, Murphy, Pritchard, and Smith(2000) constructed a destination product model from a two-dimensions instrument of perceived trip quality (consisted of overall satisfaction and quality) and perceived trip value (with the attributes of reasonable prices, value for the money, value for trip).In the research environment and infrastructure in tourism destination had positive effect in both perceived trip quality and value. Although this model was widely applicable in tourism activities and provided an idea in promoting the competitiveness of tourism destination, it was debated too general. In addition, in the context of tourism, scholars prefer to use experience quality instead of service quality, because the former not only reflected the attributes of service providers but also considered the social and psychological perception of tourists’ participation in tourism activities (Chen and Chen, 2010). Thus, the other drawback of the model was only concentrating on the economic value which lacked the specific experienced quality attributes.
Table 1 The Multi-dimensions of Perceived Value Measuring Instruments in Tourism
	Name
	Instruments
	Multi-dimensions
	Based on scales

	[bookmark: _Hlk6917462]Mathwick et al. (2001)

	EVS 
	Four quadrants
· consumer return on investment, 
· service excellence, 
· playfulness,
· aesthetic appeal
	[bookmark: _Hlk6917416]Four quadrants Matrix. (Holbrook,1994)

	Petrick, James F.
 (2002)
(Cruise leisure tourism service)
	SERV-PERVAL
	25-items 5 dimensions:
· [bookmark: _Hlk6911193]Quality,
· Emotional response,
· Monetary Price,
· Behavioral Price,
· Reputation
	PERVAL Scale
(Sweeney& Soutar,2001）
· quality,
· Emotional,
· Price,
· Social

	[bookmark: _Hlk7813563]Sánchez et al.
(2006)
(Travel agency products)
	GLOVAL
	24 items 6 dimensions
· functional value of the travel agency (installations)
· functional value of the contact personnel of the travel agency (professionalism); 
· functional value of the tourism package purchased (quality); 
· functional value price; 
· emotional value; 
· social value
	PERVAL Scale
(Sweeney& Soutar,2001）

	Jamal et.al (2011)
(In the field of community-based homestay tourism)
	
	25-item scale in five dimensions
· Function value (establishment)
· Function value (price)
· Emotional value 
· Experiential value (activity, culture and knowledge)
· Experiential value (host-guest interaction)
	GLOVAL
(Sánchez et al, 2006)

	Rasoolimanesh,2016
(A community-based homestay in heritage site)
	
	· Function value (price, host provider, service, establishment)
· Emotional value (hedonism, novelty)
· Social value
	Jamal et.al (2011)
Based on GLOVAL


	Fu et.al (2017)
Historical re-enactment festival and participant’s perceived value
	
	· Functional value for price
· Functional value for quality
· Social value
· Emotional value
	GLOVAL


Source: own summarized from the literature review

 (2) Scale measurement based on experience theory
EVS (experiential value scale), (Mathwick, Malhotra and Rigdon, 2002) used the four quadrants of Holbrook (1994) classification, “intrinsic/extrinsic value” and “active/reactive value” to establish four quadrants of perceived value measurement based on tourism experience. The four dimensions were: “①Consumer Return on Investment (CROI), reflecting active sources of extrinsic value, referred to financial, behavioral or psychological returns; ②Service Excellence, reflecting Reactive sources of extrinsic value, ③Aesthetic Appeal, reflecting Reactive sources of intrinsic value, and ④Playfulness: active Sources of intrinsic value”. The advantage of the EVS scale was that it measures the utility and hedonism of perceived value, especially the difference between tourists’ experience and general consumption. However, some researchers pointed out that it failed to incorporate social value into the measurement system, so the scale also lacks comprehensiveness. In future research, social value and hedonic value are indispensable and more important value components in tourists’ value perception. Although researchers pay more and more attention to the dimensions of hedonic value and social value, it is more difficult to measure social value and playfulness value relative to functional value, so the measurement indicators are often not uniform.
[bookmark: _Hlk7342478](3) Instruments based on the theory of consumption perspective
[bookmark: _Hlk7358520][bookmark: _Hlk6915908][bookmark: _Hlk6915937]At present, the establishment of the measurement model of tourists’ perceived value mainly focuses on the consumption-oriented perspective, and expands on the basis of PERVAL scale. The SERV-PERVAL Scale proposed by Petrick is used to make perceived value of a service detection. On the basis of Sweeney and Zeithaml researches, he applied PERVAL to the research on customer value of leisure tourism service. In his opinion, customers “loss” meant price perception and non-monetary cost, while “gain” meant emotional reflection and quality of product or service. So, he built instruments, which was a multi-dimensional scale with 5 dimensions and 25 items. ①Quality, (4 items) refers to consumers’ judgment of the overall excellence of the product or service. ②Emotional response, (5 items) refers to tourists' judgment of the pleasure brought by the product or service. ③Monetary Price, (6 items) is consumers' evaluation of service Price, ④Behavioral Price, (5 items) is the non-monetary Price and ⑤Reputation, (5 items) to obtain service, and was the Reputation and status perceived in consumption (Petrick, 2002). He linked the model to travel buyback intentions, and a 2004 survey found that, there was a significant difference in the perception of cruiser routes between first-time visitors and multiple visitors. Quality was the most important predictor for first-time visitors, while the overall predictive value was the best predictor for the re-visitors (Petrick, 2004).
[bookmark: _Hlk6919438][bookmark: _Hlk6919448][bookmark: _Hlk6919457]Sanchez et al. established the perceived value of tourism product purchase experience, namely GLOVAL scale, through the qualitative and quantitative mixed method, which was also based on PERVAL scale and integrated the overall multi-dimensional evaluation of tourism consumption experience and purchase experience from the perspective of travel agency tourism products and packages. The instrument was classified into six multi-dimensional dimensions, including 24 measurement items. They are: “① functional value of the travel agency (installations); ②functional value of the contact person of the travel agency (professionalism); ③functional value of the tourism package purchased (quality); ④functional value price; ⑤emotional value;⑥social value” (Sanchez et al., 2006). It is worth mentioning that this study examines the whole stage before, during and after tourists purchase products, to a certain extent, to make up for the shortcomings of the predecessors. However, they only examined the customer perceived value of travel agency products. Whether the scale can be extended to the whole tourism product has not been known, and cultural differences and other factors are not taken into account in sample selection, so there are some improvements. On the foundation of GLOVAL, Jamal et.al (2011) developed a 25-item scale, focus on the functional, experiential and emotional aspect of value, consisted 5 dimensions in the research of the community-based homestay tourism.
3.Gaps
As a special tourism product, the authenticity of heritage destination is one of the characteristics of heritage tourism. Authenticity has been proved to have a positive impact on tourists’ perception through various validations, but how authenticity, as one of the attributes, affects the perceived value of tourists in heritage destinations together with other dimensions is seldom involved. This also explains from another point of view that due to the particularity of heritage tourism; the dimensions and scales of tourists’ perceived value measurement have not yet been set up representatively and uniformly.            
The complex characteristics of tourist destinations determine that the dimension of tourist perceived value of heritage destinations is more complex than that of general products and services. Woodruff’s customer value hierarchy model points out that customer value is not a general and abstract concept, so it has a clear hierarchy. However, through the above literature, we can find that the dimension of tourism perceived value, especially the dimension of tourism evaluation of historical heritage, is usually analyzed at a unified level, so it is difficult to evaluate systematically. At present, the dimensions of tourists’ perceived value, including historical heritage tourism, pay more attention to the dimensions of hedonic value and social value, but there are great differences in the dimensions or indicators used in different studies. For example, under the theory of experience, the hedonic value is divided into aesthetic feeling and pleasure, while the scale from the perspective of consumption is measured by such emotional indicators as comfort, relaxation, and pleasure. While the social value was reflected in different perspectives, such as reputation or interaction of local residents. How to integrate experience, hedonic, emotional and social values more comprehensively and systematically in the setting of heritage tourism scale will become the focus of future scale.




Part 2

Analysis of the Article 
Title: Celebration of heritage: linkages between historical re-enactment festival attributes and attendees’ value perception
Authors: Xiaoxiao Fu, Wenqian Zhang, Xinran Y. Lehto & Li Miao
Journal of Travel & Tourism Marketing (2018)

1. Philosophy
Saunders, Lewis, and Thornhill (2007) pointed out that research philosophy concerned the significant assumption about the way people see the world, which supported the research strategies and methods chosen in research. Through these, people express their unique views on the relationship between knowledge and knowledge development process. It composed of three dimensions, which are ontology, epistemology, and axiology, respectively, each explains the questions that “how you see your research objects”, “what counts as valid, legitimate and acceptable knowledge” and “what the role of values and ethics in the research process”. In the field of tourism, the debates between “Naturwissenschaften and Geisteswissenschaften”, between “nomothetic and deductive science and ideographic and inductive science”, between “explanation and interpretation”; between “quantitative and qualitative research” have existed in a long time (Dann & Seaton, 2001; Alatas, 2006; Platenkamp, 2007; Botterill & Platenkamp, 2012). Although some scholars thought that critical realism, because of its irrational factors such as "interpretive, linguistic and critical" would take the place of absolutism and rationalism advocated by positivism and regain the ontological consciousness approach (Platenkamp and Botterill, 2013). But what is undoubtedly is that since the 19th-century positivism was introduced into the social science from natural science, benefiting from its universality and valid, it is still the most fruitful philosophical paradigm in the field of tourism research. The study in this paper is designed and analyzed from the perspective of positivism.
Figure 1 The Philosophies of Positivism in management research
	Ontology:
External, 
objective and independent of social actor
	Axiology:
Research is undertaken in a value-free way,
the researcher is independent of the data and maintains an objective stance.

	Epistemology:
Only observable phenomena can provide credible data, facts.
Focus on causality and law-like generalizations, reducing phenomena to simplest elements.
	Data collection techniques:
Highly structured, 
large samples, 
measurement, 
quantitative, but can use qualitative


[bookmark: _Hlk7899477]Source: Saunders, Lewis and Thornhill, 2007 
1.1 Ontology
Ontology is about the “nature of reality”, explaining “what assumptions do we make about the way in which the world works?” (Saunders, Lewis and Thornhill, 2007) The positivist paradigm views both of nature and social world are existential, that is independent of human reception(Sale et al.,2002). They are established by “universal laws and ultimate truths” (Phillimore and Goodson,2004), which can be objectively perceived by human beings. 
In Fu’s studies (2018), the scale design of event attributes, perceived benefits, and perceived value was derived from previous research theories and rules. For example, the measuring scale of tourists’ perceived value originated from the widely used four-dimensional scale of consumer perceived value PERVAL, and the questionnaire items were detailed in combination with the field of heritage tourism industry. In addition, the research applied the three-hierarchy “mean-end chain” model in marketing, which was “attribute, consequence, and value” to tourism heritage experience, for the purpose of verifying the relationship among tourist experience, perception, and value. It came to the conclusion that the relationships between the three elements are a progressive three-level system with strong correlation(Fu et al., 2018). It can be seen that the author acknowledged the fact that the tourist perceived value existed objectively and could be recognized. Its underlying rule was based on the marketing theory and could be applied in the field of heritage tourism. It had broad applicability not only in the division of dimensions about tourists’ perceived value but also in the abstract rules of the hierarchical relationship and relationship chain among tourism event attributes, perceived benefits, and perceived value.
1.2 Epistemology
[bookmark: _Hlk7987554]Epistemology is the theory about how we acquire knowledge, the nature of knowledge (including the scope and legitimacy of knowledge), and the relationship between researchers and knowledge(Guba and Lincoln,1994; Slevitch, 2011). The epistemology of positivism holds that investigator study phenomenons without influencing it by obtaining data through neutral observation (Denzin & Lincoln, 1994), which are mainly observable and quantifiable data. Through scientific methods, such as Numbers, causal explanation, hypothesis testing, and prediction, they are processed in a scientific, objective and value-neutral way, so as to grasp the laws of the world. 
In this study, knowledge mainly refers to the content and degree of tourist perceived value in heritage tourism, which concerns human emotional aspects. The author believed that even the experience and value perceived by tourists in the social sciences could be collected, quantified, measured and analyzed through scientific methods. The event attributes, visitor perceived benefits, and perceived value are three kinds of abstract concepts related to each other. Statistical scale was adopted to turn them into measurable and statistical data, and its correlation was detected by the mathematical model method. Therefore, this study was based on the epistemology of typical positivism.
1.3 Axiology
[bookmark: OLE_LINK2]Axiology explains the “studies judgments about value” in the social exploration process (Saunders, Lewis and Thornhill, 2007). It has a significant meaning in the selection and formation of research questions, as well as in evaluating the importance of researches. It reflects questions about what is valuable and what is considered necessary or "good" for human beings in society. According to axiology of positivist, studies should start from the perspective of value-free so as to keep the researcher neutral and independent from the researching phenomenon as far as possible, so as to maintain an objective position and increase the credibility of researches.
In this study, Fu et al. (2018) considered that perceived value was a vital concept to understand consumer behavior, while festivals and historical events contributed to heritage protection and community development. Therefore, it was of great significance to measure the consumption experience of this specific type of activity and its influencing attributes in the reappearance of heritage festivals. From the perspective of positivist values, the author believed that it was more meaningful to stand in the objective and neutral position than to consider the interaction with the interviewees. Therefore, the opinions expressed through anonymous questionnaires were more valuable and more credible than the information obtained through subjective interviews.
2. [bookmark: _Hlk8067926]Methodology
2.1 Approaches （Deduction）
The research approach is divided into the deduction of detection theory and the induction of establishment theory (Saunders, Lewis and Thornhill, 2007). The typical research approach of positivism is deduction, that is, people's cognition of the existing laws can be demonstrated through new cases. Once the theory is demonstrated, the cognition conforming to the new cases will be preserved as credible objective laws. Saunders (2007) summarized important deductive characteristics as follow: causally explain the relationship between the variables, controlling the content and testing, highly structured methodology, concepts evaluating quantitatively, reductionism, and generalization.
As mentioned above, the research of Fu et al. (2018) attempted to explain the causal relationship between event attributes and tourist perceived value, then control it through the establishment of internal dimensions of each variable. The framework of mean-end theory was employed to form a highly structured method to ensure the rationality of hypothesis verification. In this study, three abstract concepts, namely perceived value, perceived benefit and event attribute, were quantitatively measured by means of a scale. This method abstracted the mass information of perception and simplified it into five perception degrees, so as to make the data statistical. Finally, 248 valid questionnaires were collected to ensure a sufficient sample size in order to generalize tourists' perception rules in festival activities from a statistical perspective.
2.2 Strategies and methodological choice (Survey and Mono method)
Based on the quantitative demand of the positivist paradigm, this study applied the questionnaire survey strategy in data collecting. The information collected by this strategy “can be used to suggest possible causes of specific relationships between variables and to generate models of those relationships”(Saunders, Lewis and Thornhill, 2007). But the premise is that proper data instruments should be designed to ensure the representativeness of samples and good response rate during collection. The methodological choice is a data collection technique and analysis process, in terms of the types of qualitative and quantitative data collection and methods used including mono method, multi-method, and mixed method (Saunders, Lewis and Thornhill, 2007).
Data collecting instrument was well organized, in which Fu et al. (2018) adopted a questionnaire containing 44 items (excepting basic demographic information). The structure of the questionnaire was designed from event attributes (20 items), perceived benefits (8 items) and perceived value (16 items) aspects. Most items were derived from the dimensions of qualitative or quantitative analysis previously verified or summarized in the literature review. The whole scale was measured by a 5-point Likert scale and 253 questionnaires were collected, among which 248 were effective responses. This study applied the mono method which used a single data collection technique and cope with analyzing procedures (Fu et al., 2018). In the mode of data analysis, Exploratory factor analysis was used to extract common factors. The General linear model (GLM) was used to test the correlation between variables (Fu et al., 2018).
2.3Time horizons (Cross-sectional)
This study focused on the perception of heritage holiday celebrations, it was limited by a specific time and specific research object, thus, Fu et al. (2018) employed a Cross-sectional method in sample collecting based on the questionnaire. Such static research usually adopts the survey strategy (Easterby-Smith et al. 2008). Although it does not like the Longitudinal studies, which have the capacity to study in changes and development, it is suitable to describe the frequency of a phenomenon or explain the relationship between different variables (Saunders, Lewis and Thornhill, 2007).
[bookmark: _Hlk7817567]2.4 Reliability and validity
[bookmark: _Hlk8130677]Reliability refers to the degree of consistent consequences in data collection and analysis (Saunders, Lewis and Thornhill, 2007). There are four potential threats of the reliability, which are "participant error or bias" and "observer error or bias"(Robson,2002). Validity examines the degree to which a measuring tool or instrument can accurately evaluate what is to be measured. It concerns the sample size, the reasonable of scale structure.
In reliability measuring, although the literature review revealed that mixed audience was beneficial to formulate authentic atmosphere in tourism (Fu et al. 2018), both of the questionnaire design and data collection didn’t separate the local residents and visitors, which have the risk of participant error or bias. Nevertheless, the responded data had well reliability in the internal consistency among the items of the scales testing from the Alpha Cronbach α. All three scales, which measured the event attributes, perceived benefits, and perceived value respectively, were at the range of 0.7 to 0.9. 
In validity testing, this study applied EFA (exploratory factor analysis) using the principal component analysis method to extract the common factors in the way of Varimax Rotation. The structural validity of the scale was evaluated by the correspondence between the structure and the measured values reflected in the results. These indicators include cumulative contribution rate, commonality, and factor loads. Fu’s study (2018) showed that these indexes meet the requirements of validity in the common factor extraction in the three scales, so they have good structural validity. In particular, four common factors including emotional value, social value, functional value for quality, and functional value for price were extracted through principal component analysis in the scale of perceived value. Most of the factor loads of each item were within the range of 0.7-0.9, thus the differentiation between common factors is very obvious. In addition, the study also used Kaiser-Meyer-Olkin measure, one of the most important validity indicators in factor analysis, to detect the relationship between variables of the three set scales. The closer the KMO value is to 1, the better the correlation between the scales and the more suitable for factor analysis. The KMO of scales about event attributes, perceived benefits, and perceived value got high scores, which were 0.89,0.808, and 0.897.
3. Ethics
In this study, firstly, ethics was embodied in confidentiality and anonymity. The respondents were promised that they would not be personally identified or presented in an identifiable form (Saunders, Lewis and Thornhill, 2007). Questionnaires were designed anonymously, and even the researchers could not tell which questionnaires came from the respondent. Secondly, during the survey, all the respondents were informed of the purpose of the survey, and the questionnaire had already indicated that it was used for academic research. At the same time, the respondents were informed of their rights, which made the collection of questionnaires voluntary. Thirdly, in the questionnaire design, the author made a clear citation of the source of the scale items in the questionnaire and summarized the literature of the reference system instead of copying it. 
4. Limitations
First of all, the questionnaire lacked the test of the piloting, which was the flaw in the data collection and analysis process of Fu’s study. Although relatively mature items were used in the design of the scale, due to the particularity of the environment and tourism activities, some questions related to attributes of historical re-enactment and physical facets are also added in the design of the scale. If there is no piloting and the questionnaire is collected on a large scale without first judging the validity and reliability of the scale structure, there would be a risk that the data involved in the vulnerability would be invalid.
Secondly, local residents and visitors are different subjects of tourist destinations. Although they all participate in the activities, there are great differences in the experience and perception of the activities, whether on emotional perception, perceived cost or functional value perception. In Fu’s study, the survey population included both local residents and foreign tourists but didn’t make a distinction in the questionnaire or survey procedures. 
Thirdly, Fu’s(2018) study was a static cross-sectional way to obtain data one-time, without considering the dynamic changes in tourism experience, which was another limitation in research and design. From the literature review of the first part, we can see that the perception of differences before, during and after tourism is the direction worth exploring in tourist experience. To find out the gap between the expected experience and the actual experience can optimize the characteristics of cultural heritage products, tap the needs of tourists, and improve the supply level of tourism activities. The use of longitudinal studies and the comparative analysis of data collected several times are also possible research methods.
Fourthly,in terms of research methods, Fu’s (2018) study adopted a single quantitative analysis method. However, considering that the object of this study is human perception, it has emotional contingency and individual difference to some extent. From the perspective of different research philosophies, it may be possible to gain a more comprehensive understanding of this subject by starting from the pragmatism paradigm, adopting a mixed research method, combining qualitative interview and quantitative questionnaire together.
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