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Research on Impact of Tourist’s Sense of Place on Tourist’s Loyalty

Mediation Effect of Tourists” Satisfaction

LIU Chun—yan' > ZHOU Man-shi' > ZENG Guo-sheng’ Lii Jia’ MAO Duan-gian®
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2. School of Geography and Environment Jiangxi Normal University Nanchang Jiangxi 330022 China;
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Abstract: Taking Lushan Scenic Area as a study object the impact of tourists” sense of place on tourists” loyalty is

empirically analyzed and the mediating effect of tourists” satisfaction is discussed. The results show that natural

scenery social cultural setting and tourism function affect tourists” affective attachment positively and significantly.

Tourists” satisfaction and loyalty are directly influenced by their affective attachment to Lushan positively and signif—

icantly. Effects of natural scenery social cultural setting and tourism function of Lushan on tourists” satisfaction and

loyalty are realized though their affective attachment. Tourist’ s satisfaction partially mediate the relationship be-

tween affective attachment and tourists” loyalty.

Key words: Lushan Scenic Area; tourists” sense of place; tourists” loyalty; tourists” satisfaction



