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Research on the Appeal to the Public

of National Archeological Parks
Zhang Dongning
(Henan Academy of Social Sciences, Zhengzhou Henan, 450002 )

Abstract: The National Archeological Park has entered its eleventh year of development.In the past, great achieve-
ments have been made in its construction, and a multi—provincial and large—scale protection system has been gradually
established.However, there are still many problems in its public attraction, which results in the huge passenger flow differ-
ence between heat and cold.The public attraction of ruins Park is mainly influenced by subjective and objective factors.
The objective factors are restricted by population base, traffic location and regional economic level to a large extent. The
subjective factor lies in the motivation of the site itself to public visit, which is closely related to the core heritage value
and brand building of the site park.The intervention of gravity model to investigate the influence of objective public at-
traction can be found that 36 site parks are divided into four blocks, among which the parks covering more than 5 million
people and with a traffic distance of less than 50 kilometers have the greatest potential.Only by excavating the core her-
itage value of the site park itself and integrating it into the characteristic brand construction, can the subjective momen-
tum of the public coming to the park be enhanced.

Key words: National Archaeological Park; Appeal to the Public; Gravity Model; Core Heritage Values; Brand

Construction
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