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Abstract

There are more and more people going abroad for study. But there is
still a few issues for totally consumer behavior of study tour. Therefore,
author using descriptive statistics to analyze demographic characteritics.
Besides, the maor purpose of this study is to establish the model of
consumer behavior of college students and discussing the relationship
among the image of study tour product, perceived value, satisfaction and
post-purchase behavioral intentions. In addition, LISREL is applied to
investigate the relationship among the five latent variables. We collect
samples that have been study abroad. Finally, we get 363 effective samples.

The results of the study indicate that study tour agent have a direct
significant impact on the study tour image, perceived value, satisfaction
and post-purchase behaviora intentions. Moreover, Study tour image have
a direct significant impact on percelved value and an indirect impact on
satisfaction. Study tour image have a negative influence on post-purchase
behavioral intentions. Besides, perceived value have an indirect impact on
post-purchase behaviora intentions through satisfaction.
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