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This study aimed to examine the influence among destination Received 18 October 2020
image, perceived value, satisfaction, and revisiting intention and Accepted 7 April 2021

compare cultural differences among Chinese and Australian tour-
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ists. By adopting a quantitative method, this study collected 673 Destination image; revisit
questionnaires from Chinese and Australian tourists in Phuket. intention; perceived value;

Structural equation modeling was used for testing the causal rela- satisfaction; cross-culture
tionship. The results indicated that the destination image impacts .

the functional value, social value, emotional value, and economic KA , RPN
value, on the other hand it does not indicate a direct influence on E%?g%}%iil%“%“
tourist satisfaction. Moreover, the mediating role of social value and MOME; et w3

the emotional value was significant between destination image on

satisfaction and revisiting intention. In addition, this study found

differences between Chinese and Australian tourists revisiting

intentions. Furthermore, current study confirms that tourists’ have

different cultural approaches. The results of study can help destina-

tion managers understand the models that have an impact on

tourists’ intentions to return, which can be used for setting an

appropriate strategy for destinations.
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