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Abstract - This study population hot-spring hotel tourists who were Taiwan residents and took a vacation at Jiaosi Township 
from May 7, 2015 to May 23, 2015. The survey instruments were using convenience samples way to ask tourists help us to 
fill in the questionnaire and got 400 usable surveys. The results are as follows: 1.Gender show significant difference among 
perceived value, satisfaction and revisit intention. 2. Service quality and perceived valuehave been shown to be positively 
correlated with one another. 3. Service quality and satisfaction have been shown to be positively correlated with one another. 
4. Service quality and revisit intention appear to be highly related. 5. Perceived value and satisfaction were strongly 
positively correlated. 6. Perceived value was shown significantly related to revisit intention. 7. Satisfaction was shown 
significantly related to revisit intention. 
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I. INTRODUCTION 
 
According to the survey of Taiwanese People Travel 
Report investigated by the Tourism Bureau, shopping 
which accounted for 39.2% of the total 43.1% 
categorized as other leisure activities is the top major 
activities undertook by Taiwanese people followed by 
hot spring bathing which accounted for 4.5% and 
joyriding which accounted for 7.9% in 2016. This 
indicates the importance of hot spring bathing activity 
for Taiwanese people and how much they enjoy 
doing this activity (Tourism Bureau, 2016). 
Service quality and satisfaction have been dominating 
constructs since the very earliest studies of tourism 
marketing (Baker & Crompton, 2000). However, in 
recent year it has been recognized that consumer 
behavior is better understood when analyzed through 
perceived value. Indeed, both for marketing 
practitioners and researchers, the construct of 
perceived value has been identified as one of the 
more important measure. From a managerial point of 
view, it is linked to marketing strategies such as 
market segmentation, product differentiation and 
positioning policies (Kotler, 1999). In fact, value is a 
key for gaining competitive advantage; it also has 
been seen as a definitive option to improve a 
destination’s competitive edge (Ribeiro et al., 2017). 
Although the concept of value is old and endemic to 
consumer behavior, many authors have recognized a 
lack of interest in understanding and measuring 
perceived value (Zeithaml, 1988). Interest in the topic 
has resurfaced in recent years, with empirical studies 
on the relationships between quality, satisfaction and 
value. In fact, it could be said that the value concept 
has been constantly revisited by consumer and 
marketing researchers during the last two decades, 

and that new theoretical directions and ideas are still 
emerging from different study areas.  
Customer satisfaction is the one important tool to 
capture competitive advantage (Raza et al., 2012). 
There are many ways to create customer satisfaction. 
But we will focus on two main variables in this 
research. One is perceived value which is often used 
as customer value. Second factor is service quality. 
Literature provides solid ground to consider these two 
variables important in creating customer 
satisfaction.Shemwell(1988) explained thatcustomer 
satisfaction can be created through high services 
quality (Raza et al., 2012).According to Zeithaml, 
Berry, &Parasuraman(1996)providing quality service 
is considered as an essential strategy for success in 
today’s competitive environment (A. Parasuraman, 
1985; Zeithaml, Berry, &Parasuraman, 1996; Raza et 
al., 2012).They used five dimensions of service 
quality in there research. Result showed that service 
quality can be measured in five dimensions whichare 
tangibility, reliability, responsiveness, assurance, 
empathy.  
Perceived value also act as an important tool in 
customer satisfaction based on different studies. 
Petric (2004)emphasizes that perceived value is 
important factor related with customer satisfaction 
and repurchase intention (Zeithaml 1988 p.14)defined 
perceived value as “the consumer’s overall 
assessment of the utility of a product based on 
perceptions of what is received and what is given” 
(Raza et al., 2012). Cronin, Brady, &Hult(2000) 
study show that perceived value is the most 
significant factor for repurchase intention. Perceived 
value is often mixed with customer satisfaction in 
literature but both are different.Difference of opinion 
exists among authors. Perceived value often used as a 
synonym of customer satisfaction but 
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(Woodruff,1997)explains that perceived value can 
occur at any stage of purchase, including 
repurchase.(Oliver, 1981) belived thatsatisfaction 
should be considered as post purchase evaluation. 
Different authors present different dimensions to 
measure perceived value. Zeithaml (1988)defined 
perceived value in monetary terms and presented four 
dimension of perceived value.  
Customer satisfaction is one of the most significant 
components of evaluating trip experience and also a 
challenge as it acts as an integral driver of customer 
loyalty (Um, Chon and Ro 2006; Ribeiro et al., 
2017). With growing competition among 
destinations, business man and government officials 
are dedicating more attention and resources to 
enhance tourist satisfaction and loyalty. In recent 
years, tourist loyalty has become one of the most 
ubiquitous topics examined within the tourism 
industry (Sun, Chi and Xu 2013; Ribeiro et al., 2017). 
As pointed out by some scholars (e.g., Chi 2012; 
Gursoy et al. 2014), antecedents of loyalty have been 
extensively researched, with tourist satisfaction 
appearing as one of the most important (Chi and Qu 
2008; Prayag et al. 2015). Other antecedents include 
customers’ perceived value (Gallarza and Saura 2006; 
Prebensen, Woo, Chen and Uysal 2013), perceived 
services (Chen and Tsai 2007; Chi 2012), travel 
motivations (Jang and Wu 2006; Prebensen et al. 
2013; Prayag and Ryan 2012), level of involvement 
(Havitz and Dimanche 1999; Prayag and Ryan 2012), 
previous experience (Chi, 2012; Gursoy and 
McCleary 2004), emotional experience (del Bosque 
and San Martín 2008; Prayag, Hosany and Odeh 
2013; Prayag et al. 2015) and visit intensity (Antón, 
Camarero and Laguna-Garcia 2014).  
Satisfaction has an explicit influence on tourists’ 
behaviors contingent upon how satisfied an individual 
is with the tourism product (Tudoran et al. 2012). As 
pointed out by Woosnam and Aleshinloye (2013), an 
examination of the relationship between visitors’ 
satisfaction and loyalty has the potential to explain 
intentions to revisit.  
 
In developing this integrative model however, 
attention must be given to extraneous factors which 
could potentially serve to confound the relationship 
between solidarity, satisfaction, and loyalty. Gender 
is one such variable. In the tourism and hospitality 
literature, gender has been considered an important 
determinant (contrary to many other 
sociodemographic factors) of tourist satisfaction and 
behavior (Ramkissoon and Mavondo 2015; Um and 
Crompton 1992) although as pointed out, it explains 
only a limited amount of variance relative to other 
constructs (Fischer and Arnold 1994). To date, no 
research has examined whether gender moderates the 
indirect relationships between the three factors of 
emotional solidarity and loyalty (through satisfaction) 
in an integrative model. In this sense, from theoretical 
and methodological point of views, this study 

provides an integrative model by testing gender as a 
moderating factor between service quality, perceived 
value and loyalty through satisfaction. In doing so, 
developing and testing a moderated mediation model 
will permit the improvement of theoretical correlation 
among variables and ultimately contribute to further 
theory development. Notwithstanding the plethora of 
work examining antecedents of tourist satisfaction 
and loyalty, an integrative model that combines 
gender,tourist satisfaction, and destination loyalty 
remains absent from the tourism literature(Woosnam, 
2012; Woosnam, Shafer, Scott, and Timothy, 
2015).The purpose of this study is therefore to 
establish and test a theoretical tourist’sloyalty model 
which combines by integrating the influences of 
gender within the tourist behavior model.Therefore, 
the purpose of this study is to establish and test a 
theoretical tourist’s loyalty model that combines the 
influences of gender within the tourist behavior 
model. 
 
II. DETAILS EXPERIMENTAL 
 
Study data weregatheredvia a structured 
questionnaire survey. The questionnaire comprised 
three main parts. The first section gathered 
respondent demographic data and tourist spending. 
The second section asked tourists to indicate their 
main service quality for participating in a hot-spring 
hotel. The second section asked tourists to identify 
the services quality they used hot-spring hotel and 
their main considerations when using each service. 
Hot-spring services were divided into five categories: 
“tangibles”, “reliability”, “responsiveness”, 
“assurance” and “empathy”. Finally, third section 
asked tourists to assess the quality of the delivery of 
each type of service using a five-point Likert scale (1 
= strongly disagree; 5 = strongly agree). This section 
also asked tourists to assess their overall satisfaction 
and revisit intention. 
 
The study population hot-spring hotel tourists who 
were Taiwan residents and took a vacation at Jiaosi 
Township from May7, 2015 to May23, 2015. The 
survey instruments were using convenience samples 
way to ask tourists help us to fill in the 
questionnaires, before they check out. The final 
sample comprised 400 usable surveys, representing 
and 95% response rate. 
 
H1: Gender has positive effects on perceived value, 
satisfaction and revisit intention. 
H2: Service quality has a positive effect on perceived 
value. 
H3: Service quality has a positive effect on 
satisfaction. 
H4: Service quality has a positive effect on revisit 
intention. 
H5: Perceived value has a positive effect on 
satisfaction. 
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H6: Perceived value has a positive effect on revisit 
intention. 
H7: Satisfaction has a positive effect on revisit 
intention. 
 
III. RESULTS AND DISCUSSION 
 
This study used principal component analysis and 
varimax for factor rotation to express service quality 
perception of the respondents with the fewest factors. 
Respondents for the Jiaosi Hot Springs Hotel service 
quality awareness of the three structural average 
score in order, the staff service dimensions, followed 
by the hardware service dimensions, and finally for 
the equipment. 
 
 
 

CONCLUSIONS 
 
The results of this study indicate that quality of 
service has significant positive effects on perceived 
value and satisfaction, and further positively affect 
the willingness of tourists to travel. 
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