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The influence of destination brand image on perceived value
of tourist post visit Oran city
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Abstract :

This study aimed to identify the effect of brand image of tourist destination on the perceived
value of post visit city of Oran. To achieve objective of this study, a questionnaire form was designed
as a tool for collecting information, and we shared it across various social networking sites, bringing
the final number of the sample to 226 individuals. In order to test the main hypothesis of the study and
analyze data, the statistical packages for the social sciences program (IBM Spss V.21) was used. The
study concluded with a number of results, the most important of which were:

- The tourism destination brand image affects the perceived value of tourists after post visit city of
Oran, including the functional, emotional, social value and the overall value .
Keywords: Tourist destination, destination brand image, perceived value, tourists post visit, Oran city
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