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Research on the Driving Forces of Tourist Destination Loyalty:
A Case Study of Mainland Visitors Hong Kong Tours

HUANG Fucai, HUANG Yinghua
( School of Management, Xiamen University, Xiamen 361005, China)

Abstract: Which driving forces influence visitors’ destination loyalty? How do they do it? These questions are the
key issues of destination marketing. The paper proposes a conceptual model of tourism destination loyalty with five hypot-
heses based on literature review. With data from a questionnaire survey of mainland visitors to Hong Kong, the paper ex
amines the mutual effect between destination loyalty and trip quality, perceived values and satisfaction. The Results re
veal that perceived value is a critical antecedent of destination loyalty while trip quality is a basic driver. Satisfaction,
though drives loyalty in the most direct way, yet shows relatively weak effed. The paper ends with a discussion of several
strategic implications for destination tourist relationship marketing.
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