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ABSTRACT
This study is based on visitors’  view to examine facility and service in Shinshe, probing into the influence of experiential value on
destination image and visitors’ loyalty, and the connection with the kind of three. Purposive sampling was used to select seven
garden vanilla coffee shops as the research sample. Convenience sampling method was used to select samples. 420 questionnaires
were distributed and 405 questionnaires were valid for statistical analysis. Data were analyzed with descriptive statistics, reliability
analysis, factor analysis, correlation analysis, regression analysis. This result of study showed that experiential value had significant
influence on destination image, especially “ service excellence” affected “ service image” . Meanwhile destination image had
significant influence on visitors’ loyalty, especially “ price image” affected “ price tolerance” . Experiential value had significant
influence on visitors” loyalty, especially “ consumer return on investment” affected * recommend and revisit intention” . The
research also found mediating effect of visitors’ destination image between experiential value and visitors’ loyalty. According to
the result of the study, relevant suggestions were proposed and useful strategy was provided for relating organization in Shinshe
county government, like how to attract more tourists to visit to Shinshe county.
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