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A study on the choice behaviors of rural food festival

— Based on the analysis of festival quality and value
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2. Corresponding author College of Business Yangzhou University Yangzhou Jiangsu 225127 China)

Abstract: According to the development of tourism industry food festivals have made contributes to local eco—

nomic development. Improving festival quality and unique value are a key to attract visitors to the festival.

Based on the theories of service quality and perceived value the choice behaviors of rural food festival visitors

were analysed. A survey was conducted to rural food festival visitors from Beijing Daxing food festival and the

relationship among festival quality perceived value and choice behaviors was modeled. It was found that festi—

val quality influenced positively visitors” perceived value and satisfaction which derived to visitors” choice

behaviors.
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