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The Impacts of Destination Quality on Tourist Satisfaction and Tourist
Loyalty with Place Attachment as the Mediator and
Gender as the Moderator
JIA Yanju' LIN Derong’
(1. Business School Shandong Normal University Jinan 250014 China;
2. School of Management Xiamen University Xiamen 361005 China)

Abstract:  Pursuing high destination quality is the core need of tourist experience and maintaining a
high level of tourist satisfaction and loyalty is an important manifestation of destination competitive
advantages. From the perspective of destination quality this paper explored into the dimension structure
of destination quality and examined the structural relationships between destination quality place
attachment tourist satisfaction and loyalty tested the mediating effect of place attachment between the
relationship of destination quality and tourist satisfaction and loyalty and verified the moderating effect of
gender between each influence path. The results indicate that: (1) the destination quality contains five
dimensions namely attractions  hospitality ~public service entertainment and 3S quality; ( 2)
destination quality has positive and direct effect on tourist satisfaction; (3) destination quality has
indirect on tourist loyalty while place attachment and tourist satisfaction mediate the relationship between
destination quality and tourist loyalty; (4) place attachment has positive and direct effect on tourist
satisfaction and loyalty; (5) gender moderates the relationship between place attachment and tourist
satisfaction. The authors believe that these results provide theoretical support to the tourism destination
management through the promotion of the overall service quality to stimulate tourists’ place attachment
and enhance their satisfaction and loyalty.

Key words: destination quality; tourist satisfaction; tourist loyalty; place attachment; gender difference
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