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Cultural Atmosphere: Exploring the Key Concept for Measuring
the Integration of Culture and Tourism

Zhang Chaozhi Xu Ding Wang Chuhan

Abstract: Promoting the deep integration of culture and tourism is a strategic deployment goal put forward by the
20th National Congress of the Communist Party of China for the tourism sector. However, there lacks corresponding
theoretical frameworks and specific operational plans for measuring the depth of cultural and tourism integration.
From the perspective of consumers, this article analyzes the formation mechanism of cultural and tourism integration and
cultural atmosphere, compares related academic concepts of cultural atmosphere, summarizes the embodied, mobility,
and diachronic characteristics of cultural atmosphere, and proposes the use of cultural atmosphere for evaluating the
depth of cultural and tourism integration based on the perceived cycling model and the Stimulus—Organism—Response
Theory. This provides theoretical support for promoting the deep integration of culture and tourism.

Key words: cultural atmosphere; the integration of culture and tourism; Stimulus—Organism—Response Theory;

assessment; the integration depth
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