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Abstract. It is an important topic for all the tourist destination to cultivate loyal tourists as the
competition of them becomes more and more intense. This paper mainly discusses the causality
among the perceived value, satisfaction and loyalty of tourists who visit ancient villages. The Zili
village of Kaiping in Guangdong province is took as an example to investigate the relationship
among them. 265 effective questionnaires were collected and the data was analyzed with structural
equation model. The analysis suggests that the perceived value of tourists consists of four
dimensions: social value, emotional value, brand value and functional value. The perceived value of
different dimensions has different influence on tourists’ satisfaction and loyalty. Social value and
emotional value have significant positive influence on tourists’ satisfaction and loyalty while the
functional value only has significant positive influence on their satisfaction, but the emotional value
only has significant positive influence on their loyalty. Tourists’ satisfaction is positively correlated
with their loyalty. The satisfaction of tourists plays a part intermediary role among social value,
emotional value, brand value and loyalty, while the functional value and loyalty have a complete
intermediary function among them.
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FER: SVAHSNE, EVAREEIHE, BVAMMNE, FVATIRENE, SATNMRN &l LOY vl % Eil.
*** 39P/NT0.001.

*®6 M ERIKIR SR

FETA Bootstapping (5000)
, RAET Product of coefficients Bias-corrected 95% Cl X
HAE 0
iz} L7 {E i TRR FIR K%
R lower upper
EV—-SAT—-LOY  1.1143 0.0596 18.6941a 0.9969 1.2317 0.000
0.6027 0.0732 8.2353b 0.4586 0.7467 0.000
0.5117 0.0891 - 0.3470 0.6930
SV—-SAT—LOY 0.9756 0.0505 19.3327a 0.8763 1.0750 0.000
0.5396 0.0651 8.2845hb 0.4113 0.6678 0.000
0.4361 0.0736 - 0.3016 0.5869
FV—-SAT—LOY 0.8508 0.0807 10.5439a 0.6919 1.0096 0.000
0.1087 0.0796 1.3663b -0.0480 0.2653 0.1730
0.7421 0.0700 - 0.6100 0.8832
BV—-SAT—-LOY 0.8534 0.0716 11.9227a 0.7124 0.9943 0.000
0.4265 0.0574 7.4238b 0.3134 0.5396 0.000
0.4269 0.0762 --- 0.2909 0.5876 ---

HRE: SVASME, EVRIERNE, FVADHEENE, BV RNMBANE, SATARIFEHZ, LOY AR B,
I DN E RN
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AR 5 DX U A IR AN B PT DA o 488 v e 2 il J R AR S i it 2 S0 k81, L Al A T e 2 %
KO EAE A — AN BARBEAT 70T, B BRIl 2 A A AR EE IR

5.2 EBHEERN

WRIE A BB FTAEE, ASCIR M BUR XS SR, DU A ] oy A i e i R A B

B N IRE B RO ST IR T B . AR AE L R A (R
BB ERGE, SEEDIREM B AR, skl BN B BN . Ty
T B A2 10 72 D RE AR SR AP dh B S%, BiF RIS 2 R T REAMAR ,  IX LR VA &
BHE R IR AL 2 % TR WSS BRI 7P i IR 55, BEELORIT, SCEfRE. Mo T %
OMEN TR, PR 2 A T T 2, AT 3 76 2R L it B3 R4
ARG, (2 G 2 S AR B DL ARSI v AR 7 2 o R AR AT 5 2 Je
Be, BETHE IR R AR LU

B N NTEEEE E RS AR ME . S A5E DA SRR A, AR
R P 7 S A RIRE S, T AR UL, R H e BRI B . A i 2
BN AZTE o AL A R v, BT A A VR AT DO T AR SR A A4 AR 3
ToobRIREE. HIR, ERTRE B NAZIEE A RIE, PR AR, AL ESSEREAT AR E
IR s S, Jr @ F R IR 2 Mg R 1RSI MVE IR AR 2. e
R AT I 1 R R AR I O, A 22 M NIRIT 7RI AN T, R 8 AR iRy s,
I R VR R TR T AR RO SE TR

B=, ENREHEINEERAGIEWEACT, IR SW. B, SHEEHEE NZ
ORAP I v A7 PO RS R ol S 0 DA S A I AR P AR 23R B, Fe 0 420 T AT R U, B
N A SR PR AR A 50 R T PRAUE S RV AN A R A7 AEIETE, B IR A AR S s
FRBEH , R R B AVERCE RSO B, Bt AR . BETRIA
RV it 5 0 A2 0 2 ) 75 5K 5 78 70 RS i T vt e JUT 3o A i SR ) B e R O 4§55 e
YT (B 45 & MR 2 00 A LU AT Lo AR PR, ) R B8 — SR N J 2R i s a2
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