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Empirical Analysis on the Relationship Between Tourist Experience and

the Brand-Building of Leisure Tourism City
——A Case Study of Hangzhou

LI Wan-lian , WANG Dong-liang

(School of Business Administration, Anhui University of Finance and Economics,Bengbu, 233041, Anhui, China)

Abstract ;: With Hangzhou as a case under study., by the SPSS17. 0 to have tested the reliability and va-
lidity of the questionnaires, the reseacher summarized six main factors influencing the tourists” experience
of leisure and tourism cities. Then the paper further explored the correlation between tourist experience and
the popularity of leisure tourism cities through correlation analysis and regression analysis. The results
show the tourist satisfaction with the journey in Hangzhou is of medium level; Five factors including the
factor of service have passed the significance test, whereas the process factor has a low correlation with the
brand-building of leisure tourist cities; And the satisfaction with tourist experience and brand-building
have positive influence on the brand loyalty of leisure tourist cities.

Key words: tourist experience; leisure tourism city; brand-building
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