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Rethinking the Management Strategy of “Residents Re-location” in Heritage Tourism from the Perspective of Stakeholder Experience Co-creation——A Case Study of the World Heritage destination of Lu Mountain in China

Abstract
The study of heritage tourism has entered a relatively mature research period, but there is still much room for the study of the co-construction of tourist experience based on the combination of supply and demand. The purpose of this paper is to deepen the understanding of tourism co-creation mechanism of heritage sites under the background of interaction between tourists and residents. Based on the theory of place attachment, local identity, and local dependence, this study considers that the emotional interaction with residents has a positive effect on tourists' experience of the authenticity of heritage destination. Moreover, these interactions will establish an emotional connection between tourists and destination. Under the influence of the existing "residents’ relocation" management policy, tourists' experience will be affected to some extent. This study is helpful to the formulation and reflection of government policies in practice, and also to the application of community participation in heritage destination marketing.
1 Introduction 
How to create a high-quality customer experience to ensure customer loyalty, optimize brand image and ultimately promote profit growth is the core topic of marketing for all businesses, including the tourism industry, under the context of the experience economy. Consumers not only look for a unique consumer experience through interaction with producers (Vandenbosch, and Dawar, 2002) but also seek a unique experience in which buyers and sellers participate in the co-creation of products (Prahalad and Ramaswamy, 2004), especially in tourism. In the past three decades, tourist experience has gradually become an independent field as insight consumer research (MacCannell, 1976; Cohen, 1979; Mitchell, 1983; Ryan, 1997; Wang, 1999; McCabe, 2002; Rageh, Melewar & Woodside,2013) 
With the increasing demand for cultural visits to ancient times, cultural heritage tourism has gradually developed from a niche market to a mainstream market for mass demand. In 2018, the UNWTO proposed that cultural tourism will continue to grow, and for the first time provided the scale of the market. In 2017, the cultural tourism market reached 516 million visitors, accounting for 39% of the total international tourists (UNWTO, 2018). The essential difference between cultural heritage tourism and general tourism lies in tourists' experience and perception of the value connotation of cultural heritage which formation is complex. It is not only influenced by the physical and spatial environment, products and services, as well as social interaction factors of tourist destinations, but also depends on the tourists’ individual factors such as knowledge, memory, cognition, emotion, and self-identity of consumers, to construct a subjective experience world. Therefore, the tourist experience of cultural heritage can be regarded as a co-creation between tourists and the physical environment of heritage destination as well as the residents. At present, most of the research of tourist experience in heritage sites are from empirical perspectives, mainly focusing on the types of the tourist experience, influencing factors and other conceptual content. There is still lacking deep exploratory research on how tourist interacts with inhabitants and spatial elements of heritage sites to construct the experience.
The purpose of this paper is to use qualitative research to analyze the tourist experience and interaction of hosts and guests in Mountain Lu, a world heritage site, in the context of the specific management strategy of "relocation of inhabitants". From the perspective of tourists’ experience to understanding the engagement of tourist not only to interact with heritage attractions but also interact with residents. 
So, the main research question focus on how do tourists co-create tourism experiences with local residents in a heritage destination? Thus, there come sub-questions: 
1. How do tourists construct historical and social meanings from the interaction between heritage sites and residents? 
2. How do residents help to facilitate the construction of tourist experience? 
3. What are the positive or negative impacts of residents' relocation policy on the community and tourists' experience?
Research assumption
The presence of residents as a “backstage” of tourism enhances the authenticity of the tourist experience. The interaction between residents and tourists will also enhance the place attachment and place identity of the tourists emotionally, thus promoting the co-creation of the tourist experience.
Contributions
[bookmark: _Hlk17842305]1. Academically, this paper enriches the in-depth experience and interaction of tourists in heritage sites. Qualitative analysis is used to study how to co-create tourist experience from the view of production, supply and demand in cultural heritage tourism, which is also an area that needs to be deepened and expanded in the study of heritage tourism (Richards, 2018). 
[bookmark: _Hlk16840295]2. The results can be used for tourism market research and heritage site management evaluation in practice.

2 Study background 
Lushan World Heritage site is located in Jiujiang City, Jiangxi Province, China. The elevation difference between Lushan and the city is 1474 meters. In 1996, Lushan was organized by UNESCO into the World Heritage List and awarded the title of "World Cultural Landscape" (UNESCO,1996), which embodies the interaction and perfect integration of the magnificent natural landscape and human landscape. The cultural history can be traced back to 201 BC. Lushan has many ancient Chinese cliff stone carvings and rich temples, Taoist views and Academy buildings, reflecting the development of Buddhism, Taoism, Neo-Confucianism academy of Zhuxi and Xunlu Culture. The modern history of China has left more than 600 of hundred-year villas on Lushan Mountain. It has become the political center many times in the modern history of China. It is a turning point of modern history that the Lushan Conference was held in Lushan Mountain, leaving intact historic relics such as Lushan Meeting Site. It is worth mentioning that a town named Kuling, which dated from 1895, has developed to 15,000 community population, which is the only scenic spot in China with an “independent administrative town” on the top of the mountain. In 2009, to integrate heritage resources, promote tourism development and alleviate ecological pressure, the local government changed the original mode of private decentralization and self-management of tourist attractions. Through the mode of government management and public-private cooperation, a tourism company was established, and residents were included in the company unified management scope to participate in the provision of tourism services. Meanwhile, 12,000 local residents will gradually move out to live under the mountains. The business policy of population migration once caused controversy in academic circles. 
3 Literature review
3.1 Heritage tourist experience and authenticity
3.1.1 Heritage tourist experience 
As a pioneer of experiential economy, tourism industry began to study tourists' experience in the 1970s. From the perspective of sociology, anthropology, phenomenology, psychology and other different social disciplines, it studied the definition, motivation, process, level and mode of experience. On one hand, quantitative research is widely used in the study of tourists' experience, which is refined into a series of concepts through empirical research. The motivation, expectation and satisfaction analysis of tourists' experience are measured by scale, the types and dimensions of tourism experience and the factors affecting tourists' experience are classified. The research results in this area are very rich, mainly focusing on the common problems in tourists' experience, such as the motivation of experience(Lo and Lee, 2011), the dimension of experience (Richards and van der Ark, 2013), and the factors affecting experience (Meng, Wei and Yu, 2011). However, due to the strong cultural differences in tourism activities, especially in heritage destinations, there is no unified scale system for the dimension and influencing factors of the tourism experience.
 On the other hand, qualitative research considering context and subjectivity has become an important research method of tourism experience and its influencing factors (Cohen,1979; Pine & Gilmore, 1999; Xie, 2005). From the sociological point of view, MacCannell (1973) first pointed out that tourists' experience needs to consider the differences of tourists' motivation and behavior. He defined the pursuit of "stage authenticity" as the motivation to attract tourists to participate in the tourism experience. He believed that the behavior of experience in tourism scenes was limited to the movement between the "front stage" and "back stage", and people expected to find the authenticity of the life of the tourist destination through the "back stage". Urry (1990) interpreted the tourism experience as a gaze. As an individual visitor, gaze meets the "other" to construct their own tourism experience, which reflects the high-level needs of tourists. Many scholars regarded heritage tourism as a meaningful process of interlacing time and space, reflecting a sublimated "nostalgia" social and psychological needs (Turner,1973; Hewison,1987; Rojek,1993; Shaw,1991; Urry,1990; Micheal,2002). It should not be regarded as an arbitrary act but as a social and psychological need. It satisfied tourists' demand motivation for cultural heritage perception and experience (Yale,1991), through the commercialization of material cultural heritage ("cultural heritage", "natural heritage", "cultural and natural dual heritage") (UNESCO,1992) or intangible heritage (local context, historical figures, historical events, etc.) (UNESCO, 2003). 
3.2.2 Authenticity
[bookmark: _Hlk16680053]Traditional tourism attaches great importance to the service quality of tourist destination, while cultural heritage tourism attaches more importance to the authenticity and the conservation of heritage resources, and regards it as a vital component affecting tourists' perception (Chen and Tsai, 2007). Different from the definition of the physical authenticity of heritage by heritage management departments, under the background of cultural tourism, researchers defined the authenticity from three dimensions: Object-based authenticity, Constructive authenticity, and Existential authenticity (Wang, 1999). Object-based authenticity emphasizes the primitive authenticity of the inherent material environment and cultural resources of tourist destinations (Lau, 2010). Constructive authenticity emphasized that authenticity should not be regarded as the attribute of the object but as the result of the process of interpretation experienced by the perceptron (Hughes, 1995; Taylor, 2001). Existential authenticity, as a hot research field of heritage tourism, reflected the personal connection between tourists and destinations through participation in destination activities, interaction with stakeholders and other tourism experiences (Kim & Jamal, 2007). Hughes (1995) and Taylor (2001) argued that authenticity was not static, because culture changes, so authenticity was seen as a social structure that can develop in time. In terms of the validity of authenticity, many empirical studies have proved that authenticity affects tourists' satisfaction and loyalty to Heritage Destination experience at different levels and depths (Kolar and Zabkar,2010；Murphy, Pritchard and Smith, 2000; Lee and Phau, 2018). It greatly affects visitors' experience construction and co-creation (Bob,2003). Enhanced participation in tourist destinations can enhance the authenticity of heritage tourism and thus enhance loyalty （Bryce et al., 2014; Lee et al. ,2016). Besides, the active participation of residents is also considered as living heritage to enhance authenticity (Tunprawat, 2009).
3.2 Tourists’ experience co-creation
From the view of the relationship between tourists and destinations, heritage tourism is a tourist experience in which tourists produce and construct their own meanings (Urry,1990). It is an experience created by the interaction between tourists and resources (Moscardo,2001). Poria(2002) regards cultural heritage tourism as a phenomenon arising from tourists' perception of special places. Therefore, it should be understood not only from tourists' motivation but also from tourists' perception of heritage sites (Poria et al., 2001).
3.2.1 The experience co-creation models 
Tourists use their knowledge and previous experience as spontaneous resources to integrate their material, social and cultural resources to increase the creation of tourism experience value (Arnould et al. 2006). Tourists not only participated in the consumption of tourism products but also involved in the experience creation of tourism products. In the joint development of tourism products, physical, mental, emotional, socially or spiritually engaged with tourism settings and activities are acquired. Many scholars have explored how tourists interact with various factors of destination to construct tourism experience. Di Domenico and Lynch (2007) draw a conclusion that consumers are not only bystanders but also the interaction between consumers and the physical environment is not static. On the contrary, consumer experience is multi-dimensional, immersive, spontaneous, and reflected in the interaction between consumers and the physical environment and the host-guest interaction. Walls and Wang (2011) constructed a framework model of tourists' experience from the perspective of the destination market. The core of the model is visitor experience, which can be divided into four parts from two axes: ordinary experience (everyday life, routines and acceptance of events), extraordinary experience (intense and positive experiences that ultimately provide meaning and perspective to tourists), cognitive (objective) and emotive (subjective) experience. In the periphery of tourists' experience, it is not a vacuum but surrounded by a series of factors influencing the construction of tourists' experience: individual characteristics, human interaction elements, physical experience elements, and situational factors. Their relationships are mutually reinforcing.
[image: ]
A framework for tourism experiences (Walls and Wang, 2011)
3.2.2 The interaction of tourists and inhabitants
The core of tourist experience is the interaction between the environment and people (Walls and Wang,2011). The construction of experiential meaning may be influenced by the interaction between tourists and destination facilities (tangible scenes and intangible cultural connotations). It may also be influenced by the interaction between tourists and destination aborigines or other tourists (Prebensen & Foss,2001). Binkhorst and Dekker(2009) proposed a "tourism experience network approach", which regards tourism as a network in which stakeholders participate and create tourism experience together. All stakeholders (including tourists, inhabitants, tourism service providers, government and non-governmental organizations, etc.) are connected in the experience environment. And they interact in different space-time contexts. Among them, host-guest interaction is one of the most dynamic theories in the tourism industry. When tourists share and recognize each other's meanings and values in a certain atmosphere, this integration process increases the value of experience creation (Prebensen, Chen, Uysal,2014). Timothy & Boyd (2003) regarded local residents as part of tourism products. At present, many developed countries have conducted in-depth research on the interaction between tourists and residents, but in China, little research has been done on both the construction meaning in heritage tourism and the cultural and social interaction between tourists and residents (Zhang and Smith, 2019).
In addition, with the development of cultural tourism, the object of tourism culture has changed (Richards, 2018). While pursuing a unique culture, the pursuit of daily life has become one of the tourists' experience motivations (Richards, 2011). Tourists want to live like local people (Richards & Russo,2016). Thus they created a series of new labels, such as "Temporary Citizen" or "Global Citizen" (Kannisto, 2018). In the meantime, the static definition of cultural tourism objects has been challenged by "new cultural tourism"(Jovicic, 2016), because tourists and locals begin to play different roles relative to each other (Richards, 2018). The relationship and interaction between tourists and local residents become more subtle.
[bookmark: _Hlk15751871]3.3 The theory of sense of place
3.3.1 The sense of place
The sense of place refers to the psychological feelings of the people brought about by the place (Tuan,1974). Local sense promotes the generation of cultural situation. Tuan (1975) used behavioral science and phenomenology to study how collective personality was reflected in the so-called "cultural landscape", emphasizing that the concept of "place" was not only a geometric space but also the relationship between man and land. For the first time, he used the word Topophilia to describe a strong sense of place, meaning "emotional bonds between people and places or environments", which evoked a resonance that "encompasses our pleasant and diverse relationships in specific locations of the world, whether individuals or cultural participants with a long history" (Tuan,1974). Steele (1981) described the sense of place as a process of experiment, believing that it was the product of the interaction between human and local, an experience produced by and endowed by human, and to some extent, human created the place. Place covered all the subjective meanings attached to a place (Cresswell,2006), so people might highlight their own experiences, senses, and feelings to construct innumerable meanings (Torkington,2011). It could be seen that the sense of place is not static, but changes with personal life experience and influence inside and outside the community (Kianicka at el. , 2006).
[bookmark: _Hlk16754040]3.3.2 Place attachment and place identity
[bookmark: _GoBack]The significance of sense of place comes not only from the “natural environment” but also from the combination of “natural and cultural characteristics in the landscape” (Cheung et al.,2003 ), including the significance and value of elements in "human activities, social and psychological processes"(Gieryn,2000). For this reason, sense of place is “a highly qualitative and complex concept” that be unavailable to simply calculated by quantitative methods (Geertz,1996). However, scholars hold different opinions. From a quantitative and measurable perspective, Shamai & Ilatov (2005) has developed various indicators to capture the multi-dimensional characteristics of the sense of place (Walker & Ryan,2008; Williams et al.,2003).            
Specifically, the sense of place can understand the special significance and value of a particular place to users from three levels: place identity, place attachment and place dependence. “Place identity” refers to information that is considered special or memorable because of its unique physical characteristics or because it is related to important real or mythological events. Relph (1976) holds that place identity is embodied in the triple attributes of objective matter, function and meaning. Among them, the place meaning is the symbolic meaning, ideological feeling, attitude and value that people give to the place, which reflects the subjective attribute and complexity of the place. He put forward the concept of Placelessness to describe the homogenization of tourism products and the loss of place identity under the influence of globalization, especially the loss of authenticity (Relph,1976). "Place attachment" reflects the positive relationship between groups or individuals and the environment, and the emotional attachment to places developed from experience, memory and intention (Relph,1976; Williams et al.,2003). When individuals attach to places, this place usually brings them intimacy. And a sense of meaning in life (Tuan,1975). “Place dependence” is embodied in the strength of the individual's perceived connection with a particular environment (Stokols & Shumaker, 1981).            
In the field of tourism, the sense of place can be examined from the perspective of tourists and residents to maintain the emotional connection between tourists, residents and tourism managers and specific places. Therefore, it can be widely used in the development, protection, management, marketing and image planning of tourist attractions (Zou,2017) This paper is based on the sense of place as lenses, to study the interaction between tourists and residents in the process of tourism, in order to divide the experience of tourists.
3.4 Gaps 
From the above literature review, from the perspective of research methods, quantitative analysis is widely used to analyze tourists' perception and experience, experience motivation, experience type, the dimension of experience, factors affecting experience and so on. However, quantitative research cannot solve the deep-seated experience mechanism and demand of tourists' psychology. Therefore, tourists' experience is usually difficult to measure by quantitative scale. Tourism experience has attracted more and more attention through qualitative anthropology, phenomenology or psychology. Heritage tourism has formed a new way of thinking about supply, demand and tourists' experience, emphasizing consumers' unique identity and self-realization (Timothy,2011).
From the perspective of tourism experience, previous studies mainly focused on the causes, contents, influencing factors and ways of presentation or presentation of tourism experience, focusing more on experience consumption, and less on the production, supply and demand of cultural heritage experience (such as experience co-creation) (Richards, 2018). In addition, there is a continuing focus on individual cultural consumers, while there is a lack of research on the social groups and dynamics of tourism (Richards, 2018). In practice, there are few studies on the cultural and social interaction between tourists and residents in building heritage significance in China (Zhang and Smith, 2019). Therefore, from a qualitative point of view, it is necessary to study how tourists can co-create tourism experience and significance with residents in heritage sites, both academically and practically. 

3.5 The Research Questions
How do tourists co-create tourism experiences with local residents in a heritage destination?
Sub - questions:
1. How do tourists construct historical and social meanings from the interaction between heritage sites and residents? 
2. How do residents help to facilitate the construction of tourist experience? 
3. What are the positive or negative impacts of residents' relocation policy on the community and tourists' experience?
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4 Methodology
4.1 Philosophy——Interpretivist
4.1.1 Ontology
[bookmark: _Hlk16779195]Ontology is defined as “the assumptions about the nature of reality”, it determines the way researchers looking at them and studying the research objects (Saunders, Lewis and Thronhill, 2016). Interpretivist philosophy looks at the construction of different meanings by different people in different cultures, times and social environments from a subjectivist perspective (Saunders, Lewis and Thronhill, 2016).In such a complex and abundant situation, it is impossible to try to find universal and definite rules applicable to all people. Therefore, social science research and analysis cannot be conducted in the same empirical way as natural science (Crotty,1998). 
Based on interpretivism paradigm, this research starting from the point of view of that personal experience is not only affected by the tourism destination physical environment, service facilities and the interaction of local residents but is also influenced by tourists’ individual factors. Therefore, different tourists, according to their own background, will map different situational meanings and generate different tourism experience. 
4.1.2 Epistemology
Epistemology is about the assumptions of knowledge, what is acceptable, effective and legal knowledge, how to acquire knowledge and how to communicate knowledge with others (Burrell and Morgan, 1979). Interpretivist philosophy emphasizes the importance of language, culture, and history in shaping our interpretation and experience of organizations and societies（Crotty,1998), and it is critical that researchers take an empathic stance (Saunders, Lewis and Thronhill, 2016).
Therefore, this study holds that the deep-seated perceptions, memories, experiences, narrative and interpretation obtained through in-depth interviews; narrative and artistic facts such as words, symbols, stories, pictures obtained through document analysis (Crotty,1998); and dialogues, meetings and groups interaction obtained through observation can be used as data sources.
4.2 Inductive
Induction is the process of drawing conclusions through observation and logical argument and then generating theories (Ketokivi & Mantere,2010).
According to the previous literature review, there are few studies on the heritage tourists’ experience co-construction, and there is no fixed theory or model. It is difficult to make empirical research based on the existing theory. In addition, the objective of this study is to explore the interaction process between tourists and inhabitants of heritage destination and to construct a mechanism for tourists to experience co-creation. This is an exploratory process of constructing theory, that is, “there is a gap between the conclusion and the observed premise”(Saunders, Lewis and Thronhill, 2016), which needs to be filled by generating theory by induction.
4.2 Research choice
Ballantyne el.at (2009) analyzed 2868 tourism research articles and found that quantitative research has occupied a dominant position. Among them, 59% of the articles used quantitative analysis comparing with 19% of qualitative analysis. Even so, qualitative research has become an important choice for tourists' experience research. Xiao & Smith (2006) argues that this is because the interest in tourism research has shifted from an industrial perspective to a social science perspective. Xie (2005) regards the " empirical science" as "a hammer" and believed that it does not hesitate to hammer the travel experience, which should be a whole consciousness, into fragmented units. In the mature research field of heritage tourism (Timothy, 2018), researchers are not satisfied with simply describing tourists' experience and heritage sites, but are committed to insight into how heritage brings personal and social changes to tourists, emphasizing consumers' unique identity and self-realization (Timothy, 2011). 
[bookmark: _Hlk16785633]Research choice from the perspective of interpretivism mostly adopts small sample and qualitative analysis and interprets a series of phenomenological data through in-depth qualitative research methods (Saunders, Lewis and Thronhill, 2016). This paper holds that tourism experience is influenced by personal experience, cognition, emotion and other subjective factors which made the tourists' perception inseparably integrity. The research on the interactive mechanism and mode between tourism stakeholders can be carried out through qualitative research, as it goes insight into the experience situation of tourism to "deeply describe" the tourism experience.
4.3 Research Strategies
4.3.1The reasons why use case study
[bookmark: _Hlk19108221]Case study is an in-depth study of a topic or phenomenon in its realistic context (Yin 2014). Understanding context is the basis of case study (Saunders, Lewis and Thronhill,2016). In this case, the object of study is often the current event, and the researchers cannot control the related factors. The four common uses of case studies are 1. to explain the complex causal links between various factors in real life that cannot be explained by experiments and surveys; 2. to describe a stimulus or its real situation. 3. Explain some themes of an evaluation activity in the form of descriptions. 4. When the causal relationship is not obvious enough and the causal relationship is complex and changeable, we should explore it (Yin,2018). 
This study mainly explores the phenomenon of how tourists and residents co-create experience together. Because of the differences in their backgrounds, the interaction between tourists and residents in the special historical heritage sites will produce special situations and emotional attachment as well as place identity. The relationship between these psychological factors is greatly influenced by the situation, the interaction is complex, and there is no obvious causal relationship. Therefore, qualitative case study method is suitable for exploratory research. 
4.3.2 Case study strategy——Single case and Embedded case
According to Yin (2018), case study strategies are divided into four categories through two dimensions: single case versus multiple cases; holistic case versus embedded case. This research adopts the embedded single case study strategy.
The reason for using single case study is that the case is unique and highly situational. Unusual is embodied in, first of all, Lushan is one of the earliest and only five World Cultural Landscapes in China identified by UNESCO. UNESCO's choice of cultural landscape requires that cultural landscape heritage sites "must be based on their outstanding universal values and clear representativeness in geographical and cultural regions so that they can reflect the unique cultural connotations of the region" (UNESCO, 2005). Secondly, Lushan is the only scenic spot in China with an independent administrative town on the top of the mountain. Tourists not only feel the cultural landscape but also interact with the local community aborigines very frequently. The high situationally is reflected in the fact that the situation occurs in the special policy background and time of residents' relocation, which has a very good enlightening effect. Moreover, the changing policy and community situations are difficult to replicate in a similar context. Therefore, this study is very suitable for the "single case study" method.
In this case study, there are two sub-research units: tourists and residents. Their interaction constitutes an important part of this study, respectively. Therefore, this case study belongs to an embedded case study design. Embedded case analysis has advantages over holistic case study because sub-units can help researchers expand the scope of research and conduct a more in-depth analysis of cases (Yin, 2018). In this study, on the one hand, from the perspective of tourists, the impact of heritage destination environment and residents' interaction on tourists' emotional engagement are analyzed, thus affecting tourists' experience of the heritage authenticity. On the other hand, from the perspective of residents, this paper analyzes how the interaction of tourists affects residents' place attachment and place identity, thus playing a positive role in tourists' perception.
4.4 [bookmark: _Hlk15139514]Data collection
4.4.1 Sources
To ensure the validity of data, case studies are often conducted by interview, observation, documents, archives and other data sources (Yin, 2018).
1) Semi-structured qualitative interview 
[bookmark: _Hlk19107858]The semi-structured interview is one of the most important sources of information in case studies (Yin, 2018), and it is suitable to explore the complex connections between the subjects (Saunders, Lewis and Thronhill,2016). In this study, semi-structured interviews were used to collect data from tourists and residents respectively. According to the research topic, non-leading open questions are flexibly used to present the significance of tourists' and residents' perception and the causal reasoning process of their interaction through in-depth communication. Polit will be carried out for each types of interview to optimize the formation of the questions. For tourism research, semi-structured in-depth interviews usually take 30 minutes or more (Jennings, 2002), each interview is expected to last 30-60 minutes.
2) Participant-observation
Observation method has strong objective authenticity, and can be related to the context of events, and can deeply understand the motivation of individual behavior (Yin, 2018). By participating in tour groups activities, the researcher conducts tourism experience as an observer, observing the interactive behaviors of both tourists and residents. 
3) Documents analyzing 
The greatest advantage of the document data source is that it is not established as the result of case study, so it is natural and true; moreover, it is accurate, wide-coverage, and stable information (Yin, 2018). Some scholars believe that online resources are the best way to check the customer experience because their experience is not affected by observation (Kozinets, 2002). In contrast, in some sense, the researchers and the respondents co-construct meanings in the traditional research methods (Hammersley&Atkinson,1995).
In this study, the documents data is derived from the tourism public media (blogs, diary, comments, etc.) that describe and exchange tourists' experience in Mountain Lu. Considering the richness and breadth of online data, to ensure that materials are targeted,
in the online data selection of this research, through the series of procedures, the resources in the online community are screened, and the data with high relevance to the research questions are retained, and the false promotion information or the cumbersome irrelevant information are excluded.
4.4.2 Sampling
[bookmark: _Hlk18940439][bookmark: _Hlk18939663]Non-random sampling is mainly used in qualitative tourism research, which means the probability of each unit in the study is unequal (Jennings,2002). It includes convenience sampling, purposive sampling, snowball sampling, expert sampling and quota sampling (Sarantakos,1998). Among them, convenience sampling is considered to be the least satisfactory method, which is neither purposeful nor strategic (Patton,1990). Purposive sampling is based on researchers' sufficient understanding of potential research subjects, and expert sampling is suitable for focus group or Delphi method (Jennings,2002). Therefore, these three methods do not apply to this study.
This study plans to use snowball sampling for residents interviewing and quota sampling for tourists interviewing. Snowball sampling finds all the other participants through a member, which is used when it is difficult to find participants (Jennings,2002). Residents in the community often have formal or informal "network links", through the recommendation of a resident can rely on the network to expand enough samples. Quota sampling refers to the fact that researchers divide the whole research into several categories according to pre-determined attributes or characteristics, and use convenience sampling in each category (Jennings,2002). As a large number of moving consumers, tourists' activities in heritage destination are accidental and random. Also, according to the qualitative exploratory nature of the study, diversity is considered more important than representativeness (Cassell & Symon,2004). Therefore, in order to reduce the random errors and ensure the diversity of samples, this study uses a quota sampling method, through the division of age and gender, to sample tourists. Although Creswell (1998) regarded that the typical basic theory research included 20-30 interviews, the sample size was not pre-defined in this study. When the data reached saturation after the interview, the sampling could be completed.

4.5 Data Analysis
[bookmark: _Hlk19392220]Eisenhardt (1989) divides case analysis into within-case analysis and cross-case analysis. The former is a comprehensive analysis of each case as an independent whole, while the latter is a unified abstraction and induction of all cases based on the former, which leads to a more incisive description and a more powerful explanation. The multi-case analysis includes these two processes. However, the single case study of this study only uses within-case analysis to complete the processing of a large volume of data. Generally speaking, within-case analysis is based on a huge amount of data, using pure description to form detailed write-ups, which is the core of insight generation (Gersick, 1988).
Different researchers have different opinions on the operation process of data analysis. Neuman (2000) considered that qualitative data analysis includes the establishment of the classification system, repeated comparison of data and establishment of relationship model. Huberman (1994) classifies data analysis into three processes: data screening, data display and conclusion induction. Screening data is to extract massive data and classify them according to topics and concepts; displaying data refers to describing the relationship between categories and concepts visually or modeled; conclusion induction refers to constructing abstract theory by repeatedly comparing data.
Spiggle (1994) pointed out that there are seven operational stages in qualitative analysis: "categorization, abstraction, comparison, dimensionalization, integration, iteration, and refutation". These assist in describing data, extracting and systematizing meanings, as well as building theories. ①Categorization refers to the classification of data in the coding process, enabling to identify topics and categories.②Abstraction, which is based on classification, extracts the common characteristics of basic categories and forms a higher-order conceptual structure;③Comparison, which refers to the systematic comparison of similarities and differences of data in the process of classification and abstraction.④Dimensionalization, including the identification of attributes and structures, to explore the main features of data. ⑤Integration is to integrate categories and structures defined by the former. ⑥Iteration, which means that "researchers do not perform specific research stages in sequence, but move back and forth between different stages", which can occur between data collection or reasoning process, and also in the data reasoning process. ⑦Refutation reflects and reviews the categories and conceptual frameworks extracted or summarized.
Regardless of how the program of data analysis is divided, codes are often used in the process of data analysis and refer to the designation of meaningful labels for the descriptive or inferred information edited (Miles& Huberman,1994). The three common in-depth coding stages layer by layer are "open coding", "axial coding", and "selective coding" (Strauss,1990). In this process, notes and path diagrams are used to record the desired goals, to prevent loss of direction in the coding process. 

4.6 [bookmark: _Hlk18134759]Soundness and Trustworthiness 
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Figure 1 Data Collection and Analysis

[bookmark: _Hlk19005274]Yin (2018) identified four research quality test criteria used in the case study for construct validity, internal validity, external validity, and reliability. However, Internal validity cannot be used for descriptive and exploratory case studies (Gibbert, Ruigork & Wicki, 2008). Therefore, this study uses the three criteria of construct validity, validity, and reliability to test the trustworthiness and credibility of the case study.
Constructive validity refers to the formation of a set of correct, operational, and systematic research indicators for the concepts to be studied (Gibbert, Ruigork & Wicki, 2008). Multiple sources of evidence in the data collection phase can effectively guarantee the validity of the structure Yin (2018). For tourists and residents of heritage destination, this study adopts three data sources which are semi-structured interviews, participation observation, and document analysis. Different sources data support each other to form a stable triangulation of evidence.
External validity is based on the establishment of a category that summarizes the results of the study (Gibbert, Ruigork & Wicki, 2008), which ensures that the research results are inductive for further study in other case studies. This study established the theoretical hypothesis that the benign interaction between residents and tourists is conducive to strengthening the local attachment and local identity between tourists and destinations through authenticity, and constructing from the experience of destinations and tourists. In data collection and analysis, it helps the research process not deviate from the original intention and lays a foundation for demonstrating the external validity of the research.
The reliability test is to ensure that the steps of the study can be the same in subsequent case studies, thereby reducing errors and biases in the study (Yin, 2018). This study will use the creation of case study databases and evidence chains to ensure reliability. In addition, the investigator triangulation was used for data analysis, in which three main researchers (with different professional skills) explained the interview data of residents respectively, reducing the possibility of the researcher's disciplinary bias which reduces the credibility.
4.7 Ethical issues
This study will pay attention to the privacy of the respondent or the photographer in the process of data collection and analysis such as interviews and observations, and to guarantee their rights. Before the interview, the interviewee shall be informed of the purpose and content of the interview. The principle of voluntary participation shall be adopted, and confidentiality and anonymity shall be guaranteed. Use and analyze data honestly.
In addition, this study involves the use of online data, and the ethics of its use is still controversial. Although some researchers believe that participants publishing information on the “public media” is equivalent to “public statements” (Langer and Beckman, 2005), so there is no need for ethics. In this study, however, BBS publishers didn’t take into account that the content would be used for academic purposes when publishing online information (Haggerty, 2004). Thus, the use of online data also has ethical and intellectual property issues, so it is necessary to get the permission of the author in advance to obtain data.
5 Limitation
This study discusses the experience co-construction from the perspective of ordinary tourists. However, the categorization and differentiation among tourists are not taken into account. Therefore, it may not be possible to further explore the differentiated contents of heritage tourism experience. Future research can start from the classification criteria of heritage tourists, and make a more in-depth exploration of a certain type of tourists. This will be more conducive to understanding the composition of the niche market within heritage tourism and provide more targeted support for the marketing of heritage sites. 
In addition, from a methodological point of view, the way of sample selection of tourists is not very ideal. Although the diversity of age and sex ratio of tourists are taken into account, the interception interviews are more random and exert some pressure on the quality of data collection. Therefore, it is possible that to ensure data saturation, the number of interviewees may produce a large amount of work.
6 Conclusion 
This study explores the co-construction mechanism of the tourist experience in heritage sites under the background of residents' interaction. Understanding the complexity and subjectivity of the emotional interaction between guest and host can help us explore the meaning construction of tourists' needs as well as the social impact of management policies and tourism development. From the perspective of interpretivist, through qualitative research and case study strategy, this study collects data between tourists and residents through in-depth interviews, participant observation, and online document analysis. It is coded, analyzed and extracted to construct the theory of tourists' experience co-creation. In this study, the residents are not only the background of heritage destination but also the interaction between tourists' pursuit of the real living conditions and residents, which provides tourists with a deeper understanding of the local cultural meanings and memory. In the process of contacting tourists, residents not only acquire the commercial profits from tourism, but also form their understanding, attachment to heritage destination, and connection with tourists, even emotional maintenance. Tourists use their emotional input to get the emotional response of residents, which has a deeper and better experience of the authenticity of the tourism destination.            
By using qualitative research methods, this study explores how the interaction between tourists and residents in the heritage site experience can help tourist’s co-creation the tourism experience and explores its mechanism. This adds knowledge to the field of heritage tourism. In practice, the study has practical applications in setting and evaluating management policies and residents' involvement in the marketing of heritage destination.












Part 2: Reflective Essay 
1 Similarities and Differences between Quantitative and Qualitative Analysis
1.1 Differences
1.1.1 Different philosophical paradigms of research
The use of quantitative or qualitative analysis methods is closely related to the choice of philosophical paradigm in research, which involves ontology and epistemology. Saunders, Lewis, and Thronhill (2016) proposed five philosophical paradigms for management research, namely Positivism, Critical Realism, Interpretivism, Postmodernism, and Pragmatism. Quantitative research follows the paradigm of positivism and holds that social phenomena exist objectively, that phenomena have objective laws, that they are not affected by subjective values, and that human beings can objectively recognize the world. Therefore, quantitative research emphasizes generalization, measurability, and objectivity to verify objective truth.  
Qualitative research mainly comes from the paradigm of interpretivism (constructivism). It holds that subject and object are inseparable, and social phenomena perceived by individuals will be affected by subjective factors. It constructs meaning with the object. Theories are often constructed in a deductive way. The paradigms of post-modernism and pragmatism both agree with the ontology of richness and complexity constructed by individual thought and real society. Therefore, under these two philosophical paradigms, qualitative analysis will be adopted. Among them, pragmatism focuses on solving problems, and holds that as long as the theory and method of solving problems can be used, therefore, pragmatism also uses quantitative research to achieve mixed methods to solve problems.
Critical realism holds that only when we understand the social structures and mechanisms that shape social phenomena, can we really understand them Bhaskar (1989). Therefore, critical realism studies often use qualitative analysis methods in the form of in-depth historical analysis to analyze the temporal changes of social and organizational structures (Reed,2005).

Table 1Comparison of five research philosophies in business and management research
[image: ]
Source:(Saunders, Lewis and Thronhill, 2016)
1.1.2 Research questions and objectives are different
Quantitative research focuses on and answers to relatively macro, general and objective questions, especially those concerning the relationship between variables, which more reflect the commonness of the research population. Qualitative research mainly focuses on and answers to relatively micro, special and subjective content, especially the interaction between subjects in specific situations. Such questions embody the study of individual personality. The research questions are reflected in the research objectives. Accordingly, quantitative research is more aimed at describing the distribution, structure, and trend of the population, revealing the relationship between variables, and verifying the existing theoretical assumptions through statistical methods. Qualitative studies reveal more about the causes and background of phenomena, the internal relations of influencing factors (Carson et al ., 2001), the subjective cognitive and interpretative behavioral significance of the subjects (Reige & Perry, 2000), as well as the development and construction of new theoretical assumptions (Yin, 2003) as the main objectives.
1.1.3 Differences in Research Strategies and Methods
Faced with the complexity and interconnectedness of research issues, quantitative and qualitative analysis adopts opposite research strategies. Quantitative analysis seeks "a single truth governed by universal laws" (Davies, 2003), using the strategy of "simplification" to abstract and decompose the research object into "limited" key variables to reduce complexity. The quantitative relationship between variables is detected and analyzed by large sample size statistics and analysis. On the contrary, qualitative research "needs an open system approach based on the existence of multiple realities that can only be studied as a whole" (Davies, 2003). Therefore, qualitative research adopts the strategy of "complexity", which includes context factors (space-time and scene) in analysis to improve its complexity (Flick, 2009). Through the subjectivity and difference of the small sample, we can deeply understand and interpret the phenomenon and its significance.
Coping with the research strategy, quantitative analysis extracts objective universal laws, which need to ensure the accuracy and reproducibility of the research process and results. In this case, even in social sciences, people's behavioral relationships can be disassembled and quantified into scales and other standardized ways, through structured surveys to obtain objective, high-reliability data. Qualitative research uses Narrative Research, Phenomenological Research, Grounded Theory Research, Ethnographic Research and Case Study Research (Creswell, 2013) to understand the internal mechanism and significance of phenomena. In data acquisition, it uses in-depth interviews, focus groups, observation methods or text analysis to obtain rich descriptions, and use "empathy" to understand the behavior in specific situations (Yin,2003).
Of course, differences in research methods also lead to corresponding differences in qualitative and quantitative research procedures.
1.2 Similarities
Although the two methods of analysis follow different philosophical paradigms, research purposes, and approaches, as scientific methods of research, they all have scientific criteria (Bryman,2012).            
Firstly, both of them pay attention to the rigor of the method and analyze the data systematically. In data collection and sampling, the analysis process requires reasonable procedures to ensure the validity of data collection and analysis. Moreover, the validity and reliability of the analysis data are important concerns of the two methods to ensure that the data and analysis will not be deliberately distorted.            
Secondly, they all depend on the theoretical framework and pay close attention to rigor. Quantitative hypothesis validation is based on the theoretical framework. Qualitative methods allow theoretical construction and theoretical testing (Bonoma 1985; Carson et al . 2001) to ensure that research is conducted in a logical direction to ensure structural validity.            
Thirdly, the use of both methodologies should take into account academic ethics and the rights of visitors, while following confidentiality.            
Forthly, the two methods are not at the opposite ends of the scale. Although quantitative research is mainly used for empirical theory or hypothesis testing, it can also be used to generate theory in exploratory research. Qualitative exploratory research is mainly used to generate theory, but it can also be used to test hypothesis and theory (Jones, 2017). Qualitative data can be quantified by description; quantitative analysis can also collect data through questionnaires containing open questions.            
Finally, they often complement and cooperate. Qualitative analysis avoids blindness and worthlessness in quantitative analysis. Quantitative analysis makes qualitative analysis more scientific and accurate.
2 The difficulty of Qualitative and Quantitative Methods
In my opinion, in-depth qualitative research is more difficult than quantitative research. The reasons are as follows: 
Although the quantitative research methods of large sample data have great demands on collecting time, labor and cost, the method and process of data statistics and analysis are more unified. Besides, quantitative analysis simplifies external variables and controls the main variables. Therefore, the analysis results are less affected by uncertainties, and the repeatability of the study is high.
In contrast, although qualitative research avoids large sample size and quantitative statistical data issues, it does not mean that its data collection process is easier. Most qualitative studies take a long time to collect data, such as ethnography, anthropology, and grounded theory. It takes many years to gradually integrate into the research group and obtain reliable data (Creswell, 2013). At the same time, in data analysis, the qualitative goal is to deeply analyze the reasons and mechanisms behind the phenomenon. Its research strategy is to integrate personal context and context into the problem, to make the research data complex and enriched, which makes data analysis and coding more difficult. In addition, the coding extraction and data interpretation are greatly influenced by individual factors such as the subject background, cognitive level, academic sensitivity and qualitative analysis skills of the researcher. Therefore, this requires researchers to review themselves repeatedly in the process of qualitative analysis according to the theoretical framework and research process.
3 Planning application method
I intend to use qualitative method in my dissertation. The reasons are as follows:
[bookmark: _Hlk18340817]The philosophical paradigm of this is interpretivist. In addition, the main object of the study is the co-creation of tourists' experience to a unique heritage destination under specific policy situations. The study will be conducted from the perspective of tourists, service providers, local aborigines, government departments, and other stakeholders. Moreover, the construction of tourists' experience is influenced by individual emotions, background, educational level, and pre-cognition of destination, so it has complex and rich interactive significance. Therefore, I plan to use the philosophical paradigm of interpretivist, the strategy of case study and the method of qualitative research to complete my graduation thesis.
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