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Abstract

This study focuses on Yangshuo as a research case and adapts the foreign homestay tourist expe-
rience scale to the Chinese context. It incorporates perceived value and tourist satisfaction as me-
diating variables, constructing a chain mediation theory model based on the Stimuli-Organism-
Response theory (SOR). Utilizing data from 309 valid questionnaires, this paper employs multiple
regression analysis to examine the relationship between overall experience, its sub-dimensions, and
tourist behavioral intention. The findings indicate that: 1) Overall and sub-dimensions of homes-
tay tourist experience, such as physical and spatial, social interaction, consistency, perceived authen-
ticity, and feeling of home significantly influence behavioral intention in a positive manner. 2) Social
interaction, perceived authenticity, and consistency have a significantly positive impact on perceived
value; moreover, both overall and sub-dimensions of homestay tourist experience have a significantly
positive impact on tourist satisfaction. 3) Perceived value and tourist satisfaction play a sequential
mediating role between homestay tourist experience and behavioral intention. This study enriches
theoretically homestay research literature knowledge while expanding the citation scope of SOR
theory. In practice, it provides the basis and countermeasures for the development of the homestay
industry.
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Figure 1. Theoretical model diagram
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Table 1. Impact index of tourist experience in homestay
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Table 2. Factors of tourists’ choice of homestay
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Table 3. Correlation analysis of tourist experience sub-dimensions with perceived value, satisfaction, and behavioral inten-
tion
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Table 4. Results of regression analysis of tourist experience and perceived value in homestay
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F IR 0.056 0.043 0.073 1.300 0.194 0.774 1.292

RJi 0.255

WEERT 0.242

F 20.712""

¥: "p<0.05, "p<0.01, "p<0.001.
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Table 5. Regression analysis of tourist experience and tourist satisfaction in homestay
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Table 6. Regression analysis of tourist experience and tourist behavioral intention in homestay
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Table 7. Chain mediation model testing
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