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Empirical Analysis of the Relationship among Tourists' Urban Perception of Non-
tourism Aspects, Tourist Satisfaction and Loyalty : Taking Changsha as an Example
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(1. College of Tourism ,Hunan Normal University , Changsha 410205, Hunan ,China;
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Abstract: The perception on non-tourism elements of city is of great significance to urban tourism satisfaction and is an
important impact factor to urban tourism decision-making. This paper explores the relationship among urban perception,
tourist satisfaction and tourist loyalty based on SEM model, by using the 500 domestic tourists™ questionnaires data in
Changsha which is an excellent tourism city. The results show that: 1) the perception on urban has significant influence to
visitors™ satisfaction with the path coefficient being 0.913; 2) the visitors™ tourism satisfaction has significant influence to
visitors™ urban tourism loyalty with the path coefficient being 1.121; 3) the average path coefficient of tourists™ perception
on urban non-tourism aspects to tourist satisfaction is 0.9498, but the perception on urban tourism aspects is 0.8765. The
results indicate that: 1) the perception on non-tourism aspects of city has greater direct influence to visitors™ satisfaction,
but has no direct influence to visitors™ urban loyalty; 2) the visitors™ satisfaction has stronger impact on visitors™ loyalty
than the perception on urban non-tourism aspects to visitors™ satisfaction; 3) the perception on non-tourism aspects in city
has greater influence to tourism satisfaction than the perception on tourism aspects. Therefore, we should pay more
attention to perception on urban non- tourism aspects and improvement of visitors® satisfaction in urban tourism
development management, in order to enhance visitors™ loyalty to cities in China.
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