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ABSTRACT
In recent years, special events, appealing to certain quantity of domestic and
international tourists, are regarded as a fast growing mode of tourism. This study, via
collecting data through questionnaires and using LISREL to resolve the relationship of the
factors, discuss structural relationships between motivation, perceived value, satisfaction and
derivative behavioral intentions for tourists who joined the special event. And take the case of
“The 2005 Hutoupi Water and Green Festival” for example. We found the results as follows
1 The factors of motivation to join the special event are  regression / sociality , the
pursuit of the novelty , self-worth and recover equilibrium . 2 Perceived value has
the positive direct impact on satisfaction and has the positive direct impact on behavioral
intentions.
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