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A Research on the Impact of Red Tourism Destination Brand Characteristics
on Tourists’ Loyalty. Tourists’ Satisfaction as the Mediating Variable

LIU Yufei'”, MAO Duangian'”
(1. School of Graduate, Jiangxi Normal University, Nanchang 330022, China;
2. The Center for Tourism Planning and Research, Nanchang University, Nanchang 330031, China;
3. College of Tourism, Ji’an polytechnic, Ji’an 343006, China)

Abstract: Taking Jinggangshan as a case study, the paper empirically analyzes the relationship a-
mong red tourism destination brand characteristics, tourists’ satisfaction and tourists’ loyalty. The paper
discusses the mediating effect of tourists’ satisfaction. The results show: 1. Five dimensions of Red
Tourism destination brand characteristics have significant positive predictable impact on tourists’ satis-
faction and loyalty, including rural folk customs, red education, leisure, red cognition and picturesque
scenery. Tourists’ satisfaction has significant positive predictable impact on tourists’ loyalty. 2.
Tourists’ satisfaction partially mediates the correlation between tourists’ loyalty and the five dimensions.
Tourists” satisfaction fully mediates the relationship between red cognition dimension and tourist loyalty.
3. The mediating effect of tourist satisfaction between rural folk customs, leisure dimensions and tourist
loyalty is relatively significant. Tourists’ satisfaction has relatively less mediating effect in the correla-
tion between red education, red cognition, picturesque scenery dimensions and tourists’ loyalty. The
mediating effect and the total effect ratio of tourists’ satisfaction are relatively significant for the correla-
tion between brand characteristics dimensions and tourists’ loyalty.

Keywords: brand characteristics; Red Tourism destination; tourists’ satisfaction; tourists’ loyal-

ty; Jinggangshan



