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ABSTRACT

This study aimed to examine the influence among destination image, perceived value,
satisfaction, and revisiting. The quantitative method was used in this study. A total of 342
guestionnaires were collected from Chinese tourists in Phuket. Moreover, structural equation

modelling was used for testing the causal relationship. The result indicated that destination
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image had impact on perceived value but it showed that no direct influence on tourist
satisfaction. Moreover, perceived value influenced on tourists” satisfaction. In addition, tourists’

satisfaction impacted on revisiting intention.
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51-60 U 35 10.2
gandn 60 U a4 12.9
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USyaed 40 11.7
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