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Influence of Destination Image and Perceived Quality on Future
Behavioral Intention of Tourist :A Case of Hangzhou

Bao CGongmin Jia Yuegian,Hu Fusheng
(School of Management ,Zhejiang Universty , Hangzhou 310058 ,China)

Abstract : By means of factor analysis and structural equation modeling ,this paper takesinternational touristsof Hangzhou as the convenience

sample to test the efficacy of the path paradigm of* destination image - perceived quality - satisaction — behaviora intention’ proposed by

previous researches The results show that ,destination image does have a direct postive influence on perceived quaity and an indirect influence
on tourist satisfaction and future behaviora intentions through perceived quality. Regarding theindirect effect of destinationimage and no effect

of satisfaction on behavioral intentions,the results are quite different from previous researches Moreover ,this paper suggeststhat more dimen-

sonsfor operationalizing and measuring the perceived quality and satifaction should be developed in further research

Key words: destination image ;perceived quality ;tourist satisfaction;future behavioral intention of tourist
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