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Relationship among Tourist Perceived Value Tourist Satisfaction

and Behavioral Intentions A Literature Review
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Abstract: The relationship among tourist perceived value tourist satisfaction and behavioral intention has
received considerable attention of scholars and practitioners in the domain of tourism consumer behaviors. This
paper introduces theoretical background and conceptual content of tourist perceived value tourist satisfaction
and behavioral intentions as well as the relational model of three concepts. Then it exemplifies typical empiri—
cal studies with the causal models. Finally it points out some problems in the existing researches why their
conclusions are inconsistent with each other and future research directions in the hope of providing references
and enlightenment for relevant domestic studies.
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