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ABSTRACT
The purpose of this study is to discuss the destination image and post-event behavioral intentions among tourists visiting Shinshou
Township, and to analyze the difference in terms of these two aspects between tourists of different characteristics. Five hundred
copies of the questionnaire were given to the tourists who visited the ShinShe "Seas of Flowers" Floral Exposition, and 487 valid
copies were retrieved (valid retrieval rate is 97%). The following findings were yielded after a statistical analysis: (1) Most of the
tourists visiting Shinshou Township are females, married, between age 20 and 39, who live in the central region, college educated or
higher, working in various industries, and have a monthly income between 20001 and 40000 NT. In addition, most of them learned
about the destination from, and drove to the location with, their friends/family, and they have visited Shinshou Township four times
or more. (2) The tourists’  destination images, from high to low, are cultural atmosphere, the atmosphere of the tourism
environment, and the image of convenience and price; the tourists’ overall post-event behavioral intentions are quite high. (3)
There is no significant difference in destination image between tourists of different marital status, age, occupation, education level,
monthly income, location of residence, source of activity-related information, and companions. However, there is a significant
difference in destination image between tourists of different genders, means of transportation, and the number of prior visits. (4)
There is no significant difference in post-event behavioral intentions between tourists of different marital status, age, occupation,
education level, monthly income, location of residence, source of activity-related information, companions, and means of
transportation; however, there is a significant difference between tourists of different gender and number of prior visits. (5) All aspects
of the tourists’  destination image can effectively predict their post-event behavioral intentions.
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