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ABSTRACT

A procedure is in the past, there were a lot of studies discussing about the factors
affecting the destination loyalty of people, but they did not clarify the relationship among
the variables affecting these constructs. When exploring the factors affecting people’s
destination loyalty, the study takes destination image and destination value as the
antecedent variables, satisfaction as the mediating variable, leisure involvement as the
intervening variables. The study takes the tourist who is over 18 years old, and has
traveled in Kaohsiung City. There were 300 official questionnaires distributed. After
taking away the invalid questionnaires, there were 273 valid questionnaires returned.
After using regression analysis of data to verify the suppositions of different studies, the
following conclusions are drawn: (1) The satisfaction by tourist has positive effect on
destination loyalty (2) The destination image by tourist has positive effect on satisfaction;
(3) The destination image by tourist has positive effect on destination loyalty; (4) The
destination value by tourist has positive effect on satisfaction; (5) The destination value
by tourist has positive effect on destination loyalty; (6) Satisfaction has mediating effect
in the interrelationship among destination image and destination loyalty; (7) Satisfaction
has mediating effect in the interrelationship among destination value and destination
loyalty; (8) Leisure involvement intervenes the effect of destination image on destination
loyalty. According the findings of the study, related suggestions for practices are
proposed by the study.

Keywords: destination image, destination value, satisfaction, destination loyalty, and

leisure involvement.
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