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Abstract: In the tourism activities, the interaction between the host and guest is widespread, and it 
will affect tourists' tourism experience and loyalty. The tourists’ loyalty is conducive to improving 
the competitiveness of the tourist destinations. However, there are few studies on how the 
interaction between the host and guest affects loyalty in the existing literature. From the perspective 
of the host and guest interaction, this paper explores the influence mechanism of host and guest 
interaction on tourists' loyalty. Taking Guanxian ancient city as an example, through questionnaire 
survey and structural equation model, the following conclusions are obtained: host and guest 
interaction has a significant positive impact on tourists’ pleasure experience and loyalty. Tourists’ 
pleasure experience has a significant positive impact on loyalty. At the same time, the study found 
that pleasure experience has a partial mediate role in the relationship between the host-guest 
interaction and loyalty. This research enriches the content of the subject guest interaction field, and 
has a certain practical significance for the management of the subject guest interaction and the 
promotion of loyalty. This research enriches the content of the subject guest interaction field, and 
has a certain practical significance for the promotion of loyalty.  

1. Introdution 
With the development of the tourism industry, people's expectation of the tourism also has 

changed, which is not only satisfied with the traditional and shallow tourism, but also the deeper 
and long-lasting experiential tourism. This formal tourism This form of tourism cannot be separated 
from the interaction between tourists and the host of the destination[1], and this kind of interactive 
communication is also becoming more and more frequent. Meanwhile, the contradiction between 
tourists and destination hosts seems to be escalating, and it appears more frequently in the public 
view, such as swindle money out of customers. The tourists in these incidents have been deceived 
by the host of the destination in the course of their travel, which not only suffered property losses, 
but also affected the tourism experience and the quality of interaction between hosts and tourists, so 
the tourists will have a feeling of disaffection with the destination. On the next trip, it will be 
blacklisted, and it will also expose their experiences and grievances to relatives, friends, and the 
public, thus negatively publicizing the tourist destination and thus affecting the decisions of other 
tourists.  

The interaction of the tourists and the host influences tourists’ loyalty, thus affecting the tourism 
competitiveness of the tourist destinations. Nowadays, there are many literatures on tourist loyalty, 
and the research on loyalty is more mature, but the research on subject-guest interaction and tourist 
loyalty is less, and the influence mechanism between them is not clear. Therefore, taking host and 
guest interaction as an independent variable and  loyalty as the dependent variable, this study 
explores the influence mechanism of host and guest interaction on tourists' loyalty, and discuss the 
role of pleasure experience between host and guest interaction and loyalty. 

 This paper discusses the influence mechanism of host and guest interaction on loyalty, and 
discusses the mediate role of pleasure experience between host and guest interaction and loyalty by 
carrying out a questionnaire survey on the tourists of the ancient city of Guanxian county. 
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2. Literature Review and Hypothetical Presentation 
2.1.  Host and Guest Interaction  

Social interaction is any form of social contact between individuals. Most of our lives are 
composed of some kind of social interaction, and social interaction is the formal and informal 
context of people's interaction[2]. Social interaction is any form of social contact between 
individuals. Most of our lives are composed of some kind of social interaction. Social interaction 
refers to the formal and informal context of people's interaction. In the process of tourism marketing, 
social interaction includes three aspects: employee-customer interaction, customer-customer 
interaction and host-customer interaction. The main body of host and guest interaction is the host of 
the tourist destination and tourist. Among the activities such as eating, living, traveling, traveling 
and so on, the host of the tourist destination has the earliest contact with the tourists[1]. The hosts of 
tourist destinations include tourism practitioners and residents who are not engaged in the tourism 
industry, who are directly or indirectly contacted by tourists in the course of tourism activities[3]. 
While the host group will change with the development of tourism destination, from 
homogenization to heterogeneity, and foreign capital will make the host more diversified[4]. 
Therefore, the host of this paper refers to the three groups of tourism residents，namely host who are 
employed and not employed in the tourism industry and foreign merchants. There are the following 
types of host -guest interaction: Chen Yingying believes that host and guest interaction can be 
divided into three types: "self-subjectivity", "other subjectivity" and "ethical other"[5]. Fan et al 
divides it into two dimensions: social oriented interaction and service oriented interaction[6]. 
According to the interactive content, Zhang Ji et al divides it into three aspects: the interaction of 
goods and services, the interaction of culture and customs, and the interaction of emotion; and 
divides into linguistic interaction and non-verbal interaction according to the form of interaction[7]. 
Through literature review, and combined with the purpose of this study, the host and guest 
interaction is divided into two dimensions: interaction frequency and interaction quality[8]. In social 
interaction, the behavior decision of one actor will change because of its budget constraints, 
expectations and preferences affected by other actors[2]. In the process of host-guest interaction, 
their satisfaction will be influenced by the attitude, behavior and perception of the tourism[3]. The 
harmonious interaction between mutual respect and tolerance is beneficial to the construction of 
harmonious tourism relationship[5]. 

2.2.  Tourist Loyalty  
Loyalty is the guarantee of maintaining the advantages and benefits of the competition[9]. 

Customer loyalty is of great significance to the development of an enterprise or destination. 
Newman and Werbel believe that customer loyalty is manifested in repeated purchases of 
products[10]. Customer loyalty can greatly reduce operating costs and increase competitive 
advantage[9]. Loyalty is a complex concept, it has more than 200 definitions at present, which can 
be roughly divided into behavioural, attitude and complex. In the aspect of tourism research, at first, 
tourist loyalty focused on revisiting, but because of the complexity of tourism activities and 
vulnerable to time, distance and other objective factors[8]. Therefore, most of them now adopt a 
comprehensive point of view[11]. Shao Weiqin believes that, tourist loyalty means that tourists prefer 
a tourist destination and choose it again if they have the money and leisure[12]. An Shiwei believes 
that the loyalty of visitors will be highly satisfied with the tourist destination or the tourism product 
and will be highly trusted and self-motivated and will serve as the first option in the next tourism 
decision[13]. To sum up, the loyalty index refers to the re-selection of tourists' next travel decision 
and the recommendation of destination to others[14]. Tourist loyalty is affected by tourist satisfaction, 
perceived quality, tourist experience quality, tourism motivation and other factors, which play a 
separate or joint role in tourist loyalty[15]. So the quality of experience of interactive perception 
affects the loyalty of tourists. 

To sum up, the following assumptions are made: 
H1: Host and guest interaction has positive impact on tourist loyalty.  
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H1a: The frequency of interaction has positive impact on tourist loyalty. 
H1b: The quality of interaction has positive impact on tourist loyalty. 

2.3.  Pleasant Experience 
The core element of tourism activities is tourism experience[16], while the acquisition of 

experience is inseparable from the interaction between the subject, the object and the environment 
of the experience[17]. The tourism experience is a kind of physiological and psychological feeling, 
which is formed by the tourists' active participation in the tourism activities and the interaction with 
the tourism object[18]. Aho believes that emotion is the core component of tourism experience[19]. 
The experience of the tourism usually contains the feeling of satisfaction and pleasure[20], and the 
pleasure is a positive emotion[21].  

In tourism activities, the communication and interaction between tourists and the hosts of tourist 
destinations is an integral part of tourists' tourism experience. A successful interaction can 
maximize the emotional energy of tourists[22] and help to deepen the impression of tourists on the 
destination, rather than just stay at the landscape level. The research shows that the interaction is 
beneficial to the enhancement of the pleasure experience[23]. Therefore, the interaction between the 
tourist and the host of the tourism destination will also have a certain impact on tourists’ 
experience.To sum up, the following assumptions are made: 

H2: Host and guest interaction has impact on tourists’ pleasant experience. 
H2a: The frequency of interaction has positive impact on the pleasure experience.  
H2b: Interactive quality has positive impact on pleasure experience.  
It has been found that the main factors affecting loyalty include tourist emotion in the tourism 

situation[24]. The customer's emotional experience has a great impact on the customer's loyalty, 
especially the positive emotional experience[25]. Meanwhile, the study found that the pleasure 
experience helps to improve customer brand loyalty[26]. It can be seen that pleasure experience has a 
certain impact on loyalty. The possible cause is, on the one hand, that the peace of the mind can be 
obtained through the harmony with others, so as to bring loyalty to the individual; On the other 
hand, it is to gain a pleasant experience, thus enhancing loyalty. This paper holds that as a kind of 
social interaction in the tourism situation, the interaction between the host and the guest is often in 
the state of physical and mental relaxation and appreciation of the beautiful scenery, which is 
conducive to the creation of positive emotions, that is, to have a positive impact on the pleasure 
experience, and then affect loyalty. To sum up, the following assumptions are made: 

H3: Pleasure experience has positive impact on loyalty. 
H4: Pleasure experience plays a mediate role between the host-guest interaction and loyalty.  
 
 

 
 
 
 

 
 

Fig. 1 Concept model 

3. Research Design  
3.1.  Variable Measurement 

For the measurement of host-guest interaction, pleasure experience, loyalty, this paper uses the 
measurement scale of the relevant literature, and modifies it appropriately according to the purpose 
of the study. Among them, the host-guest interaction adopts two dimensions: the frequency of 
interaction and the quality of interaction. The interaction frequency draws lessons from the scale of 
Wu Junsheng[27], Che Wenyu[28], the interaction quality draws lessons from the scale of Wish[29], 
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Mile[30], unifies the Li Kert 5 subscale, and designs a total of 10 items. The pleasure experience is 
referred to the scale of Liu Rong, Yu Hongyan[26]. The item includes “enjoyment”, “happy”, 
“fascinating”, “satisfaction”, specifically, "I enjoy the communication with the residents", "the 
communication makes me very happy", "the communication is very interesting", "I get a lot of 
satisfaction from this communication". The items are measured by 5-point scale of Likert, which is 
completely different from "1" to "5". 

3.2.  Receipt Collection and Study Sample  
The author sent out four questionnaires in Gucheng District of Guxian County in March 2019, 

and collected 300 questionnaires on the spot by using the method of field investigation. Except for 
the uncompleted and non-compliant questionnaires, a total of 291 valid questionnaires were 
obtained, with an effective rate of 97%. Among the 291 effective questionnaires, the proportion of 
male and female was more balanced, the proportion of women was 59.2%, and the proportion of 
men was 40.8%. In terms of age distribution, the largest proportion was 21-35 years old (61.8%). 
The proportion of 1-20 years old (13.6%) was close to 36-50 years old (15.7%). In terms of 
educational level, the proportion of college or undergraduate education was 67.5%, followed by 
senior high school, secondary vocational school or vocational high school accounted for 16.2%. In 
terms of occupation, the largest rate of enterprises and institutions was 35.6%, followed by the staff 
of government organs (26.2%). In terms of the number of trips, the proportion of the first time was 
41.4%, and the second time was 20.4%. In terms of tourism-generating region, the tourists mainly 
from Sichuan Province, accounting for 66.0%, and most of them were tourists in Chengdu.  

4. Empirical Analysis 
4.1  Reliability and Validity Analysis  

Reliability analysis can reflect the consistency of questionnaire results. The research uses 
“Cronbach’ s Alpha coefficient” (Cronbach value) to measure the reliability of questionnaire data. 
According to Table 1, the overall Cronbach' s alpha value of the questionnaire is 0.919, which is 
much greater than 0.7, and the Cronbach' s Alpha value of the scale dimension is more than 0.7, 
which indicates that the scale has good internal consistency and high reliability. 

The validity analysis, that is, efficiency analysis, refers to the analysis that the content of the 
survey reflects the degree of the content of the examination. The standard load, combined reliability 
(CR) and average variation extraction (AVE) are tested for this study. The standard load of the item 
of the scale is greater than the standard of 0.5, the combinatorial reliability (CR) is greater than 0. 6 
and reaches the level of 0.9, the average variation extraction (AVE) is more than 0.5, which 
indicates that the validity of the scale is high. 

Table 1 Reliability coefficient and convergence validity of variables 
Variable Item Normal loading Cronbach’ s Alpha CR AVE 

Interactive frequency A1 0.860 0.900 0.93 0.72 
 A2 0.851    
 A3 0.865    
 A4 0.840    
 A5 0.825    

Interactive quality B1 0.762 0.756 0.90 0.65 
 B2 0.875    
 B3 0.854    
 B4 0.795    
 B5 0.752    

Pleasant experience C1 0.873 0.872 0.91 0.73 
 C2 0.871    
 C3 0.829    
 C4 0.835    

Loyalty D1 0.561 0.819 0.90 0.69 
 D2 0.910    
 D3 0.873    
 D4 0.918    
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4.2. Variable Discriminant Validity 
The difference validity is judged by comparing the square root of the average variation extraction 

(AVE) with the correlation coefficient between the two variables. If the latter is smaller than the 
former, it shows that the scale has the difference validity. As can be seen from Table 2, the square 
root of AVE of interaction frequency (0.849), interaction quality (0.806), pleasure experience (0.854) 
and loyalty (0.831) is greater than the correlation coefficient with other variables, so the scale has 
differential validity. 

Table 2 Correlation coefficient and differential validity between variables 

Variable  Interactive frequency Interactive quality Pleasant experience Loyalty  
Interactive frequency 0.849    

Interactive quality 0.629** 0.806   
Pleasant experience 0.689** 0.591** 0.854  

Loyalty  0.498** 0.497** 0.709** 0.831 
Average value 3.923 3.669 4.001 4.151 

Standard deviation  0.792 0.575 0.727 0.613 
Note: .Diagonal elements are the square root of AVE for each construct. 

4.3.  Model Test 
The research uses Amos 21.0 to construct the influence model of interaction frequency, 

interaction quality, pleasure experience and loyalty. The reliability of the whole model is judged by 
the fitting degree of the model, and then the hierarchical regression method is used to test whether 
the hypothesis H1, H2 and H3 is valid in turn. As can be seen from report 3, the CMID/ DF value is 
2.138 and the RMSEA value is 0.77, which meet the good standards. NFI (0.881), RFI (0.861) are 
close to value 0.9, and the results are acceptable. IFI (0.933), TFI (0.921) and CFI (0.932) are 
greater than 0.9. Therefore, the hypothesis verification model is feasible. 

Table 3 Model fitting degree analysis 

The results of the study hypothesis are shown in Table 4. From Table 4, it can be seen that the 
standard coefficient value of interaction frequency is 0.307, P<0.001 in the test of host and guest 
interaction, that is, the interaction frequency has a significant effect on loyalty, H1a is supported; 
the standard coefficient value of interaction frequency is 0.303, P<0.001 in the test of host and guest 
interaction, that is, the interaction frequency has a significant effect on loyalty, H1b is supported; 
Therefore, host and guest interaction has a direct impact on loyalty, that is, H1 is supported. In the 
test of host and guest interaction and pleasure experience, the standard coefficient value of 
interaction frequency is 0.524, P<0.0001, that is to say, the interaction frequency has a significant 
effect on pleasure experience, H2a is supported. The standard coefficient value of interaction 
frequency is 0.261, P<0.001, that is to say, the interaction frequency has a significant effect on 
pleasure experience, H2b is supported. Therefore, host and guest interaction will have a positive 
impact on the pleasant experience of tourists, that is, H2 is supported. In the test of pleasure 
experience and loyalty, the standard coefficient value of interaction frequency is 0.709, P<0.001, 
that is to say, pleasure experience has a positive effect on tourist loyalty, that is to say, H3 is 
supported. 

 
 
 
 

Fitting index CMIN/DF RMSEA NFI RFI IFI TFI CFI 
Model result 2.138 0.077 0.881 0.861 0.933 0.921 0.932 

Good standard <3 <0.08 >0.9 >0.9 >0.9 >0.9 >0.9 
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Table 4 Hypothesis test results 

Path Standard 
coefficient R2 F value Adjust 

R2 
Adjust F 

value T value P 
value 

Interaction frequency→loyalty 0.307 0.248 62.365 0.248 62.365 3.925 *** 
Interaction quality→loyalty 0.303 0.304 41.011 0.056 15.028 3.877 *** 

Interactionfrequency→pleasant 
experience 0.524 0.474 170.496 0.474 170.496 8.030 *** 

Interaction quality→pleasant 
experience 0.261 0.516 100.029 0.041 16.016 4.002 *** 

Pleasant experience→loyalty 0.709 0.503 191.536 0.503 191.536 13.840 *** 

4.4.  Mediation Variables Test 
It is a method of high recognition to test the intermediary effect of intermediary variables by 

using Process macro plug-in in SPSS. The author adopts the model 4 in Process, the bootstrap 
Samples is set to 5000, the Bias in Bootstrap CI is used to correct, and the confidence interval is 
95%. The results are as follows. 

From the table, we can see that the indirect effect value of interaction frequency→pleasure 
experience→loyalty is 0.3713, the mediation of the minimum value and maximum value is [0.2861, 
0.4791], it does not contain 0 value, which indicates that the indirect effect is significant. Therefore, 
pleasure experience has a mediation effect in the relationship between interaction frequency and 
loyalty. The indirect effect of interaction quality→pleasant experience→loyalty is 0.4026, the 
mediation of the minimum value and maximum value is [0.2936, 0.5468], it does not contain 0 
value, which indicates that the indirect effect is significant. Therefore, pleasure experience has an 
mediation effect in the relationship between interaction quality and loyalty. To sum up, pleasure 
experience has an mediation effect in the mechanism of host and guest interaction affecting tourist 
loyalty, that is to say, H4 is supported.  

Table 5 Mediation test of pleasant experience 

Path Z value Indirect 
Effect 

Boot 
SE Boot LLCI Boot ULCI 

Interaction frequency→pleasant 
experience→loyalty 7.8407 0.3713 0.0481 0.2861 0.4791 

Interaction quality→pleasant experience→loyalty 7.1241 0.4026 0.0634 0.2936 0.5468 

5. Research Conclusions and Enlightenment  
5.1.  Research Conclusions 

From the perspective of host and guest interaction, this study takes host and guest interaction as 
independent variable and tourist loyalty as dependent variable to discuss the influence mechanism 
of host and guest interaction on loyalty, and finds out the role of pleasure experience between host 
and guest interaction and loyalty, and draws the following conclusions:  

(1) In tourism activities, the interaction between tourists and hosts is widespread, and host-guest 
interaction is the basis of tourists' pleasant experience and loyalty. The host-guest interaction not 
only has a significant impact on tourists' pleasant experience, but also has a positive impact on 
tourists' loyalty. Therefore, improving the interaction between tourists and hosts is conducive to 
shaping tourists' loyalty to their destination.  

(2) The interaction between tourists and hosts is conducive to improve the pleasant experience of 
tourists. The results show that the frequency and quality of interaction between tourists and hosts 
have a significant impact on the pleasant experience of tourists. The frequency of interaction is 
beneficial to increase the communication opportunities between tourists and hosts, and the quality 
of interaction reflects the interaction effect between tourists and hosts. The organic combination of 
the two is beneficial to tourists to produce pleasant experience and enhance pleasant experience.  
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(3) The pleasant experience of tourists has a positive impact on tourist loyalty. The emergence of 
tourists' pleasant experience is helpful for tourists to remember their tourist destination. The 
improvement of pleasant experience is helpful to deepen the impression of tourist destination in the 
hearts of tourists, which is beneficial to increase the probability of tourists revisiting and the 
possibility of recommending tourist destination to others. 

(4) The pleasant experience of tourists plays an intermediary role in the relationship between 
host and guest interaction and tourist loyalty. This shows that the host and guest interaction will also 
indirectly affect tourist loyalty through the pleasant experience of tourists. They are in common 
contact, cannot rely solely on host-guest interaction to enhance loyalty, and focus on the pleasure 
experience. 

5.2.  Management Implications 
Tourist destinations should increase their loyalty to tourists. Tourist loyalty will not only increase 

tourists' willingness to revisit, but also make tourists spontaneously recommend tourist destinations 
to others, so as to achieve a good publicity role. In this way, it can not only enhance the tourism 
competitiveness of tourism destinations, but also reduce the cost of tourism destination publicity. 
Therefore, the relevant departments should pay attention to the interaction between tourists and 
hosts, and focus on improving the loyalty of tourists. How to improve tourist loyalty, the author has 
the following two suggestions: 

Improving the current situation of host-guest interaction is beneficial to enhance the loyalty of 
tourists to tourist destinations. The host-guest interaction can be improved from two aspects: the 
frequency of interaction and the quality of interaction.  

In terms of the frequency of interaction, it can increase the opportunities for interaction between 
tourists and hosts, such as designing tourists to be more attractive, more experiential tourism 
activities, and increasing the contact between tourists and hosts (tourism practitioners, foreign 
merchants); Improve the industry literacy of host tourism practitioners and foreign merchants, and 
create a good environment for host and tourist service communication, exchange and conversation, 
interaction and cooperation, listening and communication. 

In terms of the quality of interaction, the enthusiasm of the host to the tourists is enhanced, so 
that the host is willing to communicate and interact with the tourists, so as to deepen the impression 
of the tourists on the tourist destination and leave a good impression; Encourage hosts to 
communicate with tourists in Mandarin, reduce communication barriers and improve the quality of 
interaction between tourists and hosts.  

Attach importance to pleasant experience. Pleasure experience not only positively affects the 
loyalty of tourists, but also affects the loyalty of tourists through the intermediary of pleasure 
experience. We should consider the pleasant experience of tourists in order to provide the basis for 
the emergence of pleasant experience of tourists in the planning and design of tourism activities and 
tourism products. Meanwhile, we should pay attention to creating a harmonious and interesting 
tourism atmosphere, reduce or even avoid tourists' dissatisfaction, and improve tourists' tourism 
emotion and experience, so as to create a good pleasant experience. 

5.3.  Lack of Research and Limitations 
There are some shortcomings and limitations in this study. Firstly, the role of the social relations 

is not considered in the discovery of the interaction and loyalty of the main customers, and  the 
establishment of good social relations can lead to the loyalty of the tourists in the tourism 
experience, so the role of these variables in the model can be further tested. Secondly, other factors, 
such as the individual characteristics of tourists, tourism experience variables, are not taken into 
account in the adjustment of host and guest interaction and loyalty.  
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