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Abstract

As the development of China's economic and the improvement of people's living
standards, more Chinese tourists pursuit of more healthy and comfortable way to
travel. Vacation, therefore, presents a huge market potential. From the last century
90's, the National Tourism Administration have begun to actively promote and
develop vacation products, but the majority of vacation products look very similar and
be lack of not only quality but also market competitiveness. Western scholars believe
that the customers’ retention and maintain will increase enterprises’ market
competitiveness and customer perceived value is an important factor to drive
customers’ repeating purchase behavior. This paper took the theory of customer
perceived value and vacationer perceived value as the base and analyzed the
composed dimensions of the vacationer perceived value by using empirical methods.
Beyond those, this paper took the survey data as the base and analyzed the
relationship between the perceived value of the vacationers and their behavioral
intentions. The main contents of the paper are as follows:

First, according to the Western classical hierarchy theory of customer perceived
value, this paper divided the perceived value of vacationer into property layer,
consequence layer and ultimate goal layer; then after depth interviews, questionnaires
and exploratory factor analysis, the perceived value of vacationer eventually was
divided into functional values, cost values, experience values and social values in four
dimensions, and the perceived value measurement scale was designed; Then, this
paper constructed the hypotheses and analyzed the dimensions of perceived value’s
influnce on behavioral intentions of vacationers and explained it. Data analysis
showed that social value is closely related with all positive intentions and encourage
the loyal vacationers vacation behavior; Perceived functional value and cost value has
closer relationship with vacationers’ complainment. Finally, the paper summarized the
innovations and the weaknesses of this study, put forward the prospects for future
research and gave the vacation enterprises a number of recommendations: establish

brand awareness, emphasis on product differentiation and unique, concerned about



vacation products, reduce the cost of vacationers, create a unique vacation experience

and so on.

Keywords: Vacation; Vacationer Perceived Value; Behavioral Intentions
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