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Abstract   Based on the perspective of customer behavior, this study explored tourists'
intangible perceived values with regard to their nostalgic experiences of visits to heritage
sites.  The approach of means-end chain (MEC) was adopted for analyzing the cognitive
linkages among the attributes of heritage sites, the consequences derived from these attributes,
and the subsequent abstract values that followed. The qualitative method of "laddering" was
used for the MEC approach in this study.  The data were collected through one-to-one in-
depth personal interviews of seventy-four tourists' experiences on the heritage sites they
had visited.  By using the results of content analysis, a HVM (hierarchical value map) was
drawn to show the relationships among concepts.  The results revealed that tourists pre-
ferred a heritage tour under a simple, natural and warm atmosphere that can lead them to have
a peace of mind and increased knowledge.  Moreover, the tourists' core values on their
nostalgic experiences were different among various age groups.  Marketing implications and
future research directions were recommended at the end of this study.
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