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Abstract

Tourists’ revisit intention is of great significance to the sustainable develop-
ment of Chinese tourism characteristic towns. This study took Gankeng
Hakka Town which is a typical Chinese tourism characteristic town as an
example, using confirmatory factor analysis (CFA) method of Structural Eq-
uation Modeling (SEM) to build a structural equation model regarding tour-
ists’ revisit intention. This model included ten paths and four variables which
were tourist satisfaction, tourist motivation, tourists’ perceived value and
tourists’ revisit intention. Through CFA, this paper found out the dimensions
of the three variables (tourist satisfaction, tourist motivation, tourists’ per-
ceived value), also tested the reliability and validity of the measurement items.
Through SEM, CMIN/DF, RMR, RMSEA, GFI, AGFI, NFI, RFI, IFI, TLI,
CFI, PGFI, PCFI and PNFI were selected to evaluate the degree of finesse be-
tween the model and the data. The results indicate that the tourist satisfaction
has a direct and significant effect on the tourists’ revisit intention; tourist mo-
tivation and tourists’ perceived value have no direct influence on tourists’ re-
visiting intention, but they can influence the revisiting intention through the
influence of tourist satisfaction. Therefore, tourist satisfaction has a mediat-
ing effect in the mechanism of the entire model. Among them, the factors of

»  «

“Increase Knowledge”, “Rich Atmosphere” and “Satisfactory Landscape” have
great influence on tourists’ revisit intention. It is suggested that the construc-
tion of Chinese tourism characteristic towns should focus on the develop-

ment of scenic cultural atmosphere and park landscape in the future.
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1. Introduction

China’s urbanization process has accelerated markedly since the reform and
opening up, and urbanization research has gradually deepened. The research
results of small town construction, urbanization development policy, road selec-
tion and dynamic mechanism have emerged.

Hu Jiquan (2005) combed the development process of urbanization at home
and abroad and obstacles that China’s new urbanization construction may en-
counter, and proposed a new urbanization development direction in line with
China’s national conditions [1]; Peng Hongbi (2010) believed that to achieve the
goal of urban-rural integration, it is necessary to strengthen the use of intensive
and ecological development models based on the Scientific Outlook on Devel-
opment, and build new towns with diverse functions and reasonable systems [2];
Qiu Baoxing (2012) analyzed the difficulties in the process of China’s new urba-
nization construction, and drew on the experience of foreign urbanization, and
concluded that China must change the model of new urbanization construction
[3].

Premier Li Keqiang pointed out at the 2013 Central Urbanization Work Con-
ference that urbanization is the inevitable process of modernization. Promoting
the urbanization process is of great significance for solving three rural issues,
promoting regional coordinated development, expanding domestic demand and
promoting industrial upgrading, building a well-off society in an all-round way,
and accelerating socialist modernization. As a result, China’s research on urba-
nization began to flourish. Among them, the research on the combination of
new urbanization and tourism industry has steadily increased since 2013.

Zhang Chunyan (2014) took the example of Jingshan City, Hubei Province,
and constructed a coupled evaluation model and evaluation index system be-
tween tourism industry and new urbanization. She believed that vigorously
promoting the development of tourism and paying attention to the role of tradi-
tional industries are very important for new urbanization [4]; Zhang Xinsheng
(2016) summarized the typical models of China’s tourism-driven urbanization
construction and analyzed the problems existing in each model, he concluded
that China’s urbanization needs to get rid of the dependence on resources and
focus on factors-driven combination advantages [5]; Tang Hui (2018) analyzed
the connotation and characteristics of Chinese tourism characteristic towns,
pointed out the problems existing in the development of tourism characteristic
towns at present and put forward the suggestions for improvement [6].

The concept of “Characteristic Town” was first proposed by Li Qiang, gover-
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nor of Zhejiang Province, when he visited Yunqi Town in 2014, which also set
off a wave of building characteristic towns in China. In 2016, the National De-
velopment and Reform Commission, the Ministry of Housing and Urban-Rural
Construction, The Ministry of Finance jointly issued “the notice on the cultiva-
tion of characteristic towns” (Jiancun [2016] No. 147), the first national policy to
support characteristic towns construction [7]. By August 2018, there were 403
characteristic towns on the list of National Characteristic Towns, the develop-
ment of Chinese tourism characteristic towns was in full swing.

Tourists’ revisit intention is of great significance to the operation and sus-
tainable development of Chinese tourism characteristic towns. By investigating
the influencing factors of tourists™ revisit intention of characteristic towns, we
can find out the existing shortages and improvement spaces of the town, and
combine the resources to make the town develop better. From the research of
Ding Fengqin (2015), it can be concluded that the revisiting behavior of tourists
plays an important role in improving the economic benefits of tourism destina-
tions, reducing the cost of tourism, maintaining the original source of tourists
and the positive reputation of tourists. [8] Therefore, the tourists’ revisit inten-
tion has a diversified impact on business development level of tourism destina-
tions, and is an important reference for improving the operation status of tour-
ism destinations. Therefore, the tourists’ revisit intention is a problem that the
town operators should continue to pay attention to. At present, scholars at home
and abroad have made a certain degree of research on characteristic towns, but
mainly focus on the qualitative discussion.

Liu Xibin (2015) analyzed the features of characteristic towns and put forward
suggestions for orderly promotion of characteristic town construction from the
perspective of government [9]; Zhu Yingying (2016) pointed out the problems
existing in the characteristic towns construction and proposed corresponding
improvement measures [10], Chen Lixu (2016) studied the cultural support of
characteristic towns construction [11]; Chao Pei, Ding Yuan (2017) explored the
connotation of the characteristic towns [12]; Yi Kaigang, Li Feiqin (2017) ex-
plored the development model of characteristic towns with Zhejiang characteris-
tic towns for example, and put forward three kinds of spatial development mod-
els [13]; Fan Bin (2018) put forward suggestions on the construction of sports
characteristic towns from the perspective of Embeddedness Theory [14].

Although there have been a certain number of quantitative studies on charac-
teristic towns, most quantitative studies are concerned with the construction of
characteristic towns development evaluation system. Wu Yizhou (2016) used
the expert consultation method to construct a characteristic town’s develop-
ment level indicator system and evaluation method [15]. It can be seen that the
current domestic scholars’ research on tourists’ revisit intention in Chinese cha-
racteristic towns is basically blank.

Gankeng Hakka Town was selected as one of the first national-level cultural
and tourism characteristic towns in 2017. It relies on long Hakka history and

rich culture heritage. It develops tourism on the basis of retaining the aboriginal
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inhabited villages, and introduced the new concept of “IP Town” to create a de-
velopment model of “cultural + tourism + urbanization”. This study takes the
tourists’ revisit intention of the Chinese tourism characteristic town as the re-
search object and takes Gankeng Hakka Town as a research case. It combines
field investigation, questionnaire survey, reliability test and analysis of variance
method on the basis of reading and summing up the previous research. Then
this study constructs and analyzes the influencing factors model of tourists’ revi-
sit intention of Chinese tourism characteristic towns by the structural equation
analysis method, and verifies the model. Finally, it put forward reasonable coun-
termeasures for the future development of Gankeng Hakka Town.

The theoretical significance of this study is trying to explore the factors af-
fecting the tourists’ revisit intention in the Gankeng Hakka Town from the
perspective of tourists, and the mechanism among each factor, which will pro-
vide theoretical basis for subsequent research. The practical significance of this
study is to explore the factors affecting tourists’ revisit intention in Gankeng
Hakka Town through a combination of field surveys and questionnaire surveys.
According to the survey results, the managers of Gankeng Hakka Town can cla-
rify the future development direction of the town and improve the existing
shortages of the town. On the other hand, this study provides lessons for the

construction of other tourist characteristic towns in China.

2. Theoretical Basis and Research Hypothesis

2.1. Theoretical Basis

There are different definitions of tourists” perceived value and most of the defi-
nitions are mainly based on the definition of customer value in the field of mar-
keting. This study agrees with Morrison’s definition that tourists’ perceived val-
ue is a psychological assessment of a tourism product by an assessment of the
individual’s costs and benefits.

Service quality and satisfaction has always been the core content of early tour-
ism marketing research. In recent years, scholars believe that consumer behavior
can be better understood through perceived value. In the study of the relation-
ship between perceived value and loyalty, Grisaffe and Kumar (1998) believe that
perceived value can cause customers’ recommendation behavior and repurchase
behavior to a certain extent [16].

Most studies on the perceived value of tourists show that tourists’ perceived
value has a significant effect on tourist satisfaction and behavioral tendencies.
Petrick (2001) proposed a revival determinant model, which indicated that the
influencing factors of revisit intention included recreational experience, satisfac-
tion and perceived value [17].

With regard to the definition of the concept of tourist satisfaction, domestic
and foreign scholars have different views. In the 1970s, American scholar Pizam
proposed that tourist satisfaction is the result of tourists’ expectations of destina-

tions and experiences at destinations. If the result of the comparison is expected
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to make the tourists feel satisfied, the satisfaction is positive; otherwise, the sa-
tisfaction is negative [18]. Scholars have empirically analyzed tourist satisfaction
based on different types of tourist destinations. Most of the research results show
that tourists’ satisfaction can positively influence to tourists’ revisit intention.
This paper adopts the definition of tourist motivation by scholar Li Ronggui
(2009), defines tourist motivation as the psychological motivation caused by
tourism demand, influenced by social concepts and norms, maintaining indi-
vidual tourist behaviors and guiding behaviors to tourism goals [19]. In recent
years, many scholars have verified that there is a comprehensive effect between
tourist motivation and revisit intention. Xu Guoquan (2008) take agricultural
tourism as the research object, and find that the farming experience and the ap-
preciation of scenery factors in tourist motivation have positive correlated im-
pact [20]. Qu Ying and Li Tianyuan (2010) have summarized the domestic and
foreign research on tourist loyalty in the past decade, and found that tourist mo-

tivation in the literature has been used as a driving factor for tourist loyalty [21].

2.2. Research Hypothesis

The purpose of this paper is to try to construct a model of the influencing factors
of tourists’ revisit intention in China’s tourism characteristic towns, and to ana-
lyze its mechanism of action. At the same time, this paper explores whether
tourists’ perceived value, tourist satisfaction and tourist motivation can affect
tourists’ revisit intention. If it can affect, is it direct or indirect? If it is an indirect
influence, what is the intermediate variable?

H1: Tourist motivation has a direct and significant impact on tourists’ per-
ceived value.

H2: Tourist motivation has a direct and significant impact on tourist satisfac-
tion.

H3: Tourists’ perceived value has a direct and significant impact on tourist sa-
tisfaction.

H4: Tourist satisfaction has direct and significant impact on tourists’ revisit
intention.

HS5: Tourists’” perceived value has direct and significant impact on tourists’ re-
visit intention.

H6: Tourist motivation has a direct and significant impact on tourists’ revisit
intention.

H7: Tourist motivation has a significant impact on tourists’ revisit intention
through tourist satisfaction.

H8: Tourist motivation has a significant impact on tourists’ revisit intention
through Tourists’ perceived value.

H9: Tourists” perceived value has a significant impact on tourists’ revisit in-
tention through tourist satisfaction.

H10: Tourist motivation has a significant impact on tourist satisfaction through

Tourists’ perceived value.
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The model of influencing factors of tourists’ revisit intention is shown in Fig-

ure 1.

3. Method

3.1. The Questionnaire Design

The questionnaire consists three parts: the first part is about tourist satisfaction
and tourists’ revisit intention; the second part is the basic information of tour-
ists, including age, gender, occupation, education level and income level; the
third part is the tourist motivation scale and the tourists’ perceived value scale.
The measurement indicators of tourist motivation and tourists’ perceived value
scale mainly refer to the research achievements of Guo Anxi and Huang Fucai
[22] [23], combined with the specific situation of Gankeng Hakka Town, a total
of 22 measurement items were designed, and the four measurement indicators
were deleted through project analysis and factor analysis (Table 2).

The questionnaire used to measure the indicators using the 5-point Likert
scale, 1 means very disagree, 2 means disagree, 3 means general, 4 means con-

sent, 5 means Very much agree.

3.2. Data Source

The data of the questionnaire mainly comes from online and offline. From June
to August 2018, a total of 250 questionnaires were distributed and 211 were col-
lected, of which 200 were valid. The effective rate of the questionnaire was

94.8%, which met the sample requirements.

3.3. Sample Description

Among the 200 valid samples collected in this survey (Table 1), males accounted
for 46%, female accounted for 54%, and the proportion of men and women was
basically balanced. The young (15 - 24 years old) and middle-aged (25 - 44 years
old) groups make up the majority of the samples, accounting for 38.5% and 35%
respectively. The educational level of the samples is mainly junior col-
lege/bachelor degree, accounting for 62.5%. The samples are mainly composed
of students, white-collar workers and service staffs, accounting for 27%, 22.5%

and 16% respectively. The income composition of the sample is mainly composed

Y

Tourist
atisfaction

Revisit
Intention

Tourist
otivation

Figure 1. Model of the influencing factors of tourist
revisit intention.

DOI: 10.4236/jssm.2019.123023

351 Journal of Service Science and Management


https://doi.org/10.4236/jssm.2019.123023

M. Zhang et al.

Table 1. Demographic characteristics description.

Item Description Indicator Frequency Percentage
Male 92 46.0
Gender
Female 108 54.0
<14 years old 1 0.50
15 - 24 years old 77 38.50
Age 25 - 44 years old 70 35.00
45 - 64 years old 41 20.50
>65 years old 11 5.50
Ph.D./Master 9 4.50
Education College/Bachelor 125 62.50
Level Technical School/High School 47 23.50
Middle School and Below 19 9.50
Professionals (Such as teacher,
9 4.50
doctor, lawyer, etc.)
Service Staff (Such as caterer,
) 32 16.00
driver, salesman, etc.)
Freelancer (Such as writer,
) 17 8.50
artist, photographer, etc.)
Occupation Worker (Such as factory worker, construction
o 23 11.50
worker, urban sanitation worker)
Institution/Government Staff 12 6.00
Company Employee 45 22.50
Student 54 27.00
Businessman 4 2.00
Others 4 2.00

of groups below 6000 yuan, accounting for 68%.

3.4. Analysis Method

The research conducted a test on reliability and validity of samples by Kais-
er-Meyer-Olkin (KMO), Bartlett Test of Sphericity and Exploratory Factor
Analysis (EFA) on SPSS 23.0. Furthermore, Amos 17.0 is used for Confirmatory
Factor Analysis (CFA) to test the factor loading of the model to test whether the
relationships between the test factors and the items matches the designed model.
Finally, this paper evaluated the overall fitting degree of the model, tested
whether the estimated model is realistic, and modified the model according to

each measurement index to improve the final model.

4. Results
4.1. Exploratory Factor Analysis

The results of extreme grouping method project analysis show that the items in

the scale can significantly distinguish different levels of subjects (independent
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sample T test, p < 0.05) and the correlation with the total score of the project was
significant (correlation test, p < 0.05). The overall relevance of all items in the
scale to the project was greater than 0.5, which met the standard greater than 0.4.
The internal structure of the gauge is good.

This paper used SPSS23.0 to explore dimensions of tourist motivation and
tourists’ perceived value in Gankeng Hakka Town.KMO analysis and Bartlett
test results show that the KMO of tourist motivation dimension is 0.926, and the
associated probability of Bartlett test is 0.00; while the KMO of tourists’ per-
ceived value dimension is 0.878, Bartlett test with a companion probability of
0.00, this result proves that the selected sample is very suitable for factor analy-
sis.

This study uses principal component analysis to extract factors, the maxi-
mum-variance algorithm rotation to extract the common factors, and the com-
mon factors are selected according to the principle that feature root is greater
than or equal to 1. The factor is extracted based on the factor load of 0.4, and the
indicators are eliminated according to the following criteria: first, all factors with
a load of less than 0.4; second, factors and indicators containing only one indi-
cator; third, the load reached 0.4 on two or more factors at the same time. The
analysis results show that there were four indicators with a load of more than 0.4
in more than two factors, which should be eliminated (Friends have not Gone,

Kill Time, Excitement, and Chase Trend).

4.2. Test of Measurement Equation

The measurement equation of influencing factors of tourists’ revisit intention in
Gankeng Hakka Town includes four endogenous latent variables. Measurement
equation test is used to test whether each measurement index of the equation
can effectively reflect each potential variable and the data fitting degree of the
whole measurement equation. The AMOS 17.0 was used to conduct confirma-
tory factor analysis on the equation. As it can be seen from Table 2, the load of
each measurement index on latent variable is between 0.554 and 0.905, and most
of the loads are above 0.80. The square multiple correlation coefficient (SMC) is
between 0.306 and 0.818, and the average variance extraction (AVE) of potential
variables is greater than 0.500, indicating that the equation has good conver-
gence validity, and each indicator can better measure potential variables. Most of
the Cronbach coefficients of each potential variable and measurement index are
over 0.800, and the combined reliability (CR) is between 0.790 and 0.955, which
indicates that the reliability of measurement index is high. It can be seen from
Table 2 that the AVE square roots of latent variables on diagonal lines are
mostly larger than the correlation coefficients between corresponding latent va-
riables and other latent variables, so the measurement equation has good discri-
minant validity. The overall fitting of the measurement equation is good, which
can be seen from x* (df = 203) = 595.902, x*/df = 2.935, all within a reasonable

range.
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Table 2. The test results of reliability, validity, and confirmatory factor analysis of hypothetical model.

Influencin, Factor Loadings Cronbach’
g Measurement Index & SMC C.R. CR AVE
Factor (@) Alpha
x1: Spiritual Support 0.745 0.554 12.552%%* 0.955 0.955 0.662
x2: Kill Time 0.554 0.306 8.438***
x3: Excitement 0.824 0.678 14.807*%*
x4: Friends have not Gone 0.726 0.527 12.154*%*
x5: Show Experience 0.782 0.612 13.509***
Tourist
o.urls‘ x6: Chase Trend 0.849 0.721 15.524***
Motivation
x7: Relaxation 0.860 0.739 16.063***
x8: Relieve Stress 0.884 0.782 16.974***
x9: Learn about Culture 0.905 0.818 17.763*%%*
x10: Increase Knowledge 0.904 0.817 17.785%**
x11: Rich Experience 0.851 0.724
x12: Rich Atmosphere 0.859 0.738 0.945 0.946 0.745
x13: Pleased Mood 0.857 0.735 16.084*%*
Tourists x14: Knowledge Enhancement 0.902 0.813 17.672%**
Perceived
Value x15: Nice Environment 0.828 0.685 15.156***
x16: Money Worth 0.872 0.761 16.275%**
x17: Time Worth 0.858 0.737 15.661***
x18: Satisfactory Landscape 0.882 0.777 4.072%%* 0.889 0.890 0.729
Touri
ourlst x19: Satisfactory Service 0.828 0.685 4.058%%
Satisfaction
x20: Satisfactory Product 0.851 0.724 4.081%%*
Tourists’ x21: Revisit Alone 0.852 0.726 12.881*%* 0.788 0.790 0.654
Revisit
Intention x22: Recommend to Friends 0.763 0.583

Note: ***indicates that the significance level is less than 0.001.

4.3. Test of Structural Equation

Structural equation mainly refers to the structural relationship among the latent
variables. The theoretical equation in this paper is composed of one exogenous
latent variable (Tourist Motivation) and three endogenous latent variables
(Tourist Satisfaction, Tourists’ Perceived Value, and Tourists’ Revisit Intention).
Based on modifying the structural equation, the fitting indexes before and after
revision are obtained as shown in Table 3 that CMIN/DF is 1.231, RMR is 0.047,
RMSEA is 0.034, CFI is 0.993 and RFI is 0.954, which means that the overall fit-
ness evaluation index of the equation achieves the ideal value.

As shown in Table 4, the results of the Maximum Likelihood Estimation
(MLE) of the structural model indicate that: ) H5 (Tourists’ perceived value
has direct and significant impact on tourists’ revisit intention.), H6 (Tourist mo-
tivation has a direct and significant impact on tourists’ revisit intention.), and
H8 (Tourist motivation has a significant impact on tourist’ willingness through

Tourists’ perceived value.) are invalid; @ H1 (Tourist motivation has a direct
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Table 3. The test results of model fitness.

Comprehensive Fitness

Absolute Fitness Indicators Value-added Fitness Indicators ]
Model Indicators
CMIN/DF RMR RMSEA GFI AGFI NFI RFI IFI TLI CFI PGFI PCFI PNFI
Ideal Value <3 <0.05 <0.08 >0.9 >0.9 >0.9 >0.9 >0.9 >0.9 >0.9 >0.5 >0.5 >0.5
Measurement
Model 2.344 0.050 0.082 0.892 0.845 0.93 0.912 0.958 0.948 0.958 0.624 0.766 0.744
Modified
Model 1.231 0.047 0.034 0.941 0.907 0.967 0.954 0.994 0.991 0.993 0.596 0.719 0.700
Structural
Model 1.281 0.052 0.038 0.937 0.903 0964 0.952 0.992 0.989 0.992 0.609 0.737 0.716
Final Model 1.143 0.049 0.027 0.946 0.915 0.969 0.957 0.996 0.994 0.996 0.599 0.721 0.701

Table 4. Result of structural model and effects of the factors on tourists’ revisit intention.

Hypothesis
H1
H2
H3
H4
H5
Hé6
H7
H8
H9

H10

Relationship between the Paths P Result Impact Effect
Tourists’ Perceived Value <--- Tourist Motivation oot Valid 0.406
Tourist Satisfaction <--- Tourist Motivation X Valid 0.261
Tourist Satisfaction <--- Tourists’ Perceived Value oot Valid 0.325
Tourists’ Revisit Intention <--- Tourist Satisfaction ok Valid 0.984
Tourists’ Revisit Intention <--- Tourists’ Perceived Value - Invalid -
Tourists’ Revisit Intention <--- Tourist Motivation - Invalid -
Tourists’ Revisit Intention <--- Tourist Satisfaction <--- Tourist Motivation il Valid 0.387
Tourists’ Revisit Intention <--- Tourists’ Perceived Value <--- Tourist Motivation - Invalid -
Tourists’ Revisit Intention <--- Tourist Satisfaction <--- Tourists’ Perceived Value il Valid 0.32
Tourist Satisfaction<--- Tourists’ Perceived Value <--- Tourist Motivation il Valid 0.132

Note: ***indicates that the significance level is less than 0.001.

and significant impact on tourists’ perceived value.), H2 (Tourist motivation has
a direct and significant impact on tourist satisfaction.), H3 (Tourists” perceived
value has a direct and significant impact on tourist satisfaction.), H4 (Tourist sa-
tisfaction has direct and significant impact on tourists’ revisit intention.), H7
(Tourist motivation has a significant impact on tourists’ revisit intention
through tourist satisfaction.), H9 (Tourists’ perceived value has a significant
impact on tourist’ willingness through tourist satisfaction.) and H10 (Tourist
motivation has a significant impact on tourist satisfaction through Tourists’
perceived value.) are valid.

After deleting the insignificant paths, the final model (Figure 2) is obtained.
After modification, the overall fitness index of the final model is shown in Table
3. The CMIN/DF is 1.143, RMR is 0.049, RMSEA is 0.027, GFI is 0.996 and RFI
is 0.957, each index meets the critical conditions, and the overall fitness degree is
good.

Table 4 shows the relationship between the paths between the latent variables.

Tourist motivation and tourists’ perceived value have no direct impact on the
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Figure 2. Final model of the influencing factors on tourists’ revisit intention.

tourists’ revisit intention, but they can indirectly influence the tourists’ revisit
intention through tourist satisfaction. In this process, the tourist satisfaction
plays the role of the intermediary.

Therefore, the total standardization effect of tourist motivation on tourists’
revisit intention is 0.387 through tourists’ satisfaction; the total standardization
effect of tourists’ perceived value on tourists’ revisit intention through tourist sa-
tisfaction is 0.320; the total standardization effect of tourist motivation on tourist
satisfaction through tourists’ perceived value is 0.132; tourist satisfaction has a
direct impact on tourists’ revisit intention, and the corresponding standardiza-
tion effect is 0.984.

5. Conclusions and Discussion

5.1. Conclusions

In this study, the structural equation analysis method was used to construct the
influencing factors model of tourists’ revisit intention in Gankeng Hakka town.
The mechanism of tourist motivation, tourists’ perceived value and tourist satis-
faction on tourists’ revisit intention were discussed. The following conclusions
were drawn:

1) Tourist motivation and tourists’ perceived value do not directly affect tour-
ists’ revisit intention, but indirectly through the tourist satisfaction. Tourist sa-
tisfaction plays an intermediary role in the whole mechanism and directly affects
the tourists’ revisit intention. Also, tourist motivation can affect tourist satisfac-
tion by affecting tourists’ perceived value, and ultimately affect tourists’ revisit
intention.

2) Among the five measurement indexes of tourist motivation, “Increasing
knowledge” has the greatest influence on tourists’ revisit intention, followed by
“Relieve Stress” and “Learn about Culture”, which indicates that tourists pay
more attention to the folk culture and architecture of Gankeng Hakka Town and
want to have some experience different from daily life. The main visitors of the
town are the staffs of the surrounding industrial parks and science parks. Their
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main tourism purpose is to release stress of work and life and to seek inner
peace. Operator of Gankeng Hakka Town should improve the construction of
science education facilities such as museums for the needs of major customers,
and integrate Hakka elements into the marketing activities to increase the visi-
tors’ experience of Hakka culture.

3) Among the five measurement indexes of tourists’ perceived value, “Rich
Atmosphere” has the greatest influence on tourists’ revisit intention, followed by
“Money Worth”, which indicates that tourists can enjoy authentic Hakka land-
scape and experience unique Hakka activities in the town, and they can also
consume at a reasonable price in the town. Since the town is not fully open to
the public, visitors cannot stay overnight or experience all the facilities in the
town, which causes large time cost to tourists, especially those who drive by
themselves, so the “Time Worth” has the least influence on tourists’ revisit in-
tention. The town’s operator should speed up the town’s opening up and im-
prove the construction of infrastructure such as parking lot and extend the stay
time of visitors in the town to increase their tourists’ perceived value.

4) Tourist satisfaction is measured by “Satisfactory Landscape”, “Satisfactory
Service” and “Satisfactory Product”, while “Satisfactory Landscape” has the
greatest influence on tourists’ revisit intention, indicating that tourists most
want to experience the natural customs and cultural landscape of the town. The
town’s landscape layout is full of Hakka characteristics, and can attract tourists.
“Satisfactory Service” has the least influence on tourists’ revisit intention, indi-
cating that tourists are not satisfied with the overall service level of the town.
Gankeng Hakka Town services mainly include the tour guide services, shopping
services and town staff services, all of which will have an impact on the tourist
satisfaction. Therefore, the town’s operator should strengthen the training and
evaluation of the service skills of tour guides and town staffs, and strengthen the
supervision of retail services quality, increase the evaluation and feedback me-
chanism for tourists, and timely obtain opinions and suggestions from tourists

on towns and solve problems.

5.2. Discussion

This study explores the relationship between tourist motivation, tourists’ per-
ceived value, tourist satisfaction and tourists’ revisit intention in Chinese tour-
ism characteristic towns, which has certain implications for the future research.
However, there are still some limitations in this study. Firstly, the research object
is only applicable to Gankeng Hakka Town, and it lacks reference for other cha-
racteristic towns. Secondly, the sample is not enough, which will affect the accu-
racy of the research results. Thirdly, the questionnaire indicators in this study
are not detailed and specific, and need to be further subdivided and deepened in

future research.
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