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Research on the Implicit Costly Signaling Attributes of Tourism Information from an Evo-
lutionary Psychology Perspective

Linya HE, Chi FAN , Yueting LIU

Business School, Qilu Institute of Technology, Jinan 250200, Shandong, China

Abstract Based on costly signaling theory, this study investigates how tourism information shared by male
tourists functions as a signal conveying economic, social, and physical value, potentially appealing to female
mate selection preferences. Given that tourism inherently represents a costly behavior in terms of financial
expenditure, time investment, and physical effort, we propose that the shared tourism information effectively
reflects the tourists’ mate value dimensions. These dimensions are argued to align closely with core char-
acteristics of female mate selection preferences. Consequently, this paper posits that male tourists’ sharing of
tourism information constitutes a mate selection communication strategy exhibiting costly signaling attributes,
potentially enhancing their perceived mate value. By applying costly signaling theory from evolutionary psy-
chology to tourism and social media communication, this research offers a novel evolutionary perspective for
understanding tourists” online impression management behaviors.
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