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Abstract

On the basis of the rapid development of tourism, the research on the relationships among
tourists’ perceived value, satisfaction and willingness to revisit can not only reveal the mechanism of
tourists’ revisit willingness, but also provide a reference for the management departments in tourism
development to formulate policies based on tourists’ perspectives. As a result, through establishing
the relationship model of tourists’ perceived value, satisfaction and willingness to revisit based on the
customer satisfaction theory and the conducting of the questionnaire survey at tourist attractions in
Guizhou, China in order to have a further analysis and processing of survey data and empirically
analyze the relationships among the variables, the research results show that tourists’ perceived value
has a significant positive correlation with satisfaction, satisfaction has a prominent positive correlation
with willingness to revisit, and there is a significant positive correlation between the perceived value
of tourists and their revisit willingness. Therefore, it can be seen that satisfaction plays an intermediary

role in the relationship between tourists’ perceived value and their willingness to revisit to some extent.
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1. PR LA

JEE 75 7= FER V0 A U 2 i B AT ) AR SR, PT LA E N AT B B Al Cardozo(1965)
B — IR H U S S (Customer satisfaction theory), B S5,  “BI&H =" LTI E 8
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2. W LRIE
B BN ET S, WAREEIFRE T ADM KK I, Kristin & Zauberman

(2005) WFFLRIN, e 48 ZRRIEAH AT BRI EXS G e 2 @ 8 B RO IE R, Xt
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05 7 P R 5 AT N = B AR A B M. Liu (2015) P& AN EME NP AR &, BF R
BT 5 U 15 5 a0 g U 2 ) S R ] R S, SISUE AP 5 285 SR AR B o SR N L R VR R
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Wu (2019) HF 5 A L 2 09 5 FE W9 248 SQE FE I X380 22 e BEOR, H B4 b 23022 e G248 ek >

Indexed in the Thai-Journal Citation Index (TCI 2)



Chinese Journal of Social Science and Management Vol.3 No.2, 2019 49

f 3 . AR R ME S, Baker & Crompton (2000) $&H, 7 25 Wi 72 J2 ¥l 25 ) ik
H R AR I 500 BRBE . FERN M . B AR IR 55 DA B 00 SR Vi B & 7 T s A2 G i i 0 B 7 oK
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PMESHW R EBG BE BRI R 250 H W50 R I R BN N (B e 2 = B L 3
SO, WA H DL R AR
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ff). Cronin et al. (2000) A 78K B, JoT 25 N o3 & o M i DA B Joii 2% il 7 #48 /2 o 7% DA s 47 A
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#, HF KA Lai & Chen (2011) AFFEH KRR . RS b, MR R A AR S2bR
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B LA N 7 73 500 305 OGR4 2 B PR S5 X e i 2 10 A YA, 7 O A e R PR (1] ) 25 >R i
TREEAAIEE BRI . bR DL B, 32 B (R A 53 N 48 3 A SR AE Tl e b % Jie 7 T B A
TERM ST, 5N 0 8 R = X IT R A B B A — @ AR . DV REsh R R A R 2
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TR, RIS 5600y, 8 SCTTR A 128 0 o0 5 XORE SCasillastih, RS R 4572
iy, BSEMIRE 7 ANEFLR XA ERIRFX, R 04801y, HA- A 1A E L5t IX,
RO M 25600y« A LRI M AE6104,  [FIILS804y, BIBR LA INE, ARG
7] 555003, 1) 2 A0 %90 .2%

3. (B R T

SRy e B i) o U (S BE AR, Rk i) 5 B HEAT TS AU AR, 5 A 56 SR
Cronbach’s o REAGE, R IR, W REIME R IVEE RECH0.836, WEEREEREN
0.866, FHJif IS RECN0.856, FTARRIVGEREINET08, ARG ERI. ML
FEo RN BRI E, AR RUE T, B0 70 bR R e St b AR S B ikt B
FIRATIEIE, BERMNBERERTLL, 1G5 R0 i R 23 (7 T 7 B &R K MOMERAT 36 . 48
FIATH, e R ENMERKMOME 90.712, $EHUHRI3ANA BB (1) 57 ZE iR 26278 590, T = BE 1)
KMOfE 40.891, $REI2AN A B 7B S T7 2R RT79472, HiFRIEKKMOE ~0.715, 1#REH2
NN T T Z R8T 615, =AM EIKMOMEI R T0.7, MHEEA R T )5 ) Z iRk
RYEILT0%, HILHE &R BARE A, fFagit FrER,
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W A 0.836 0.712 3 78.590
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28.7%, 46-55% N#EH16.2%, 56% UL L ANFEH6.4%. MREXT RIZHUERERE, NEE
M K BLR B A 1.1%, 19 S I N TE 98.2%, i B R B FRFE Y (5 H33.1%, AR R L
t657.6%, 32 NFE SR SO R S . HWONTT I, TIRAR 512.2%, X883 22 2 &
ER A, HIA25007C AN I 49.8%, HIA2501-50007C 1) 525.5%, H YA 5001-75007C
11527.3%, HWAT7501-100007G ] fi14.4%, H YA 100007T A E ) 410.9% . £ ik 7 U051,
HeBE— AN NI 15 10.5%, YERE S RE B 542.4%, M A —EE I 31.1%, SERAT
LR ) 5 16%
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46-55% 16.2 25007GLA A 9.8
564 KU E 6.4 2501-50007% 25.5
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6. [l 353 Hr i 1

Dk NS AR BRI S 2 SR RE I, FEAT ST AR S AT AP A R, O AR
B BB FEFE AN H WSONAE Syl A2 S N [R50 A A2 o S0 st A2 8 (4 40 AR FH )2 2 [l
VEE KA 56 o
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B 2 SRR SR A T U 2 T e B AT 3 IE AR OGO R e AR U 2 I RN B /K PR ey, T o
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TE5 -0.104 0.021
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JERSLLON 0.000 -0.004
AR &
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AR2 0.028% 033250k
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PERSAAIIAT AN, AR L s R B BA BB Rk R, RSHRIAT R, HEE
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