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Abstract: Chinese mainland tourists are important to tourism industry in Taiwan. The study objective is to analyze the
marketing effects on satisfaction of Chinese tourists in the Souvenir Avenue at Taoyuan international airport. Research
framework was based on the European EPSI rating system and SERVQUAL service factors. The multiple regression model
was used to evaluate the six hypotheses of antecedent effects. The results showed that some hypotheses were supported.
Avenue image and product quality were not significant antecedents. Tourists’ expections had significant effect on their
perceived value and satisfaction. Tourists’ perceived value had significant effect on their satisfaction evaluation. The
satisfaction level was an significant antecedent factor of tourists’ purchase loyalty. Some perceived SERVQUAL factors were
important antecedents of perceived value and satisfaction in the survey.
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1. BIAEEREER

BE & 4 R A B B s i EL B A K, [ o i B e i 20 s )
H a4 H iR iRl , 4Bk i #3534 Amadeus BT
BRI 5T Bt (Oxford Economics), YERINEME & 3854,
AN, iR EF AR N 1% L eEKRGDPR R
B (CRT) [1].

20134F, |3 P e v B s E B 1JK 187048 3£ 7t (35
JK61001E & ¥E) , BRASVK fE MRl —F1I20084F, 2300
BFE I (6T E W) (Traveladvertiser, 2015) [2]. B
M Verdict 5 8 35 B A7 4 #% /A 7] [ Global Airport
Retailing (2015) [31F8H, #£20084F £ 20154 [ ) HEL
R TIIIE B R, TS 3E 46, 43 R 23X 4
8. 5, BRI Hh [ 7€ 3£ 4:6. 38R 2K 4:6. 26, FINHLIE %
42, 68 E42. 76, FEFEINHIEEFESE13. 62
#2414, 80,

R AT LT, 20155 2286 N IR S 58 pl T
KB, 2720184, REZBENXIGHIEMIT0E AKX,
A RE YA SRR B2 W5, 00018 70 . BRI i 3% 1h

J& WAEh TS R RS RE ATk (b gl A 2015) [4].

RSN, W B 5 A 2015469 A 10 H AEHE5 55—
WiE AR [ 35 0E F48 K4 (Souvenir Avenue) | ,
DA RS 10 B 255 PR 256 195 fofF 2 1 2 ) S8R — 3 10 4% 5 BB N R 44
RRRA T BRSSP, SRONH B 2 AL IR, S
NEER R AT CATE AR5 15 B R I B P 0z (1) O T4, 16 et
NBREEZ I 4L . B BByt SR RE
EAETEMRE, WAA SURIRE, AR
BREFE R, R, 755 AT 7R B R
KA R iR R = .

PP RSB T —8], KEK
wE G R0 e A A 2 S B]IER (2015) [5] A
20154E7 H16 H ¥ i sn i & sk & e B 1+ KA T8, Bl
FATRAB AL R BB 8, A, FRBELR Bk & L P8 HE4 %
BAE, KEEREWE &SRR AU H Ak 2
ZHON . FAREL. EE A, HERE R W
FEMEREA . B FIEER LK TR I

R AT B — HOWE A DI S R
W S SR, A B N LA A 22 I 9 B (5 FH S e P A A
KA, B2 P E . BB AF. @#ado. F
BEFEAG3E. LR TR SHRIRES, (BB R AR
FOANR AR /D, T Rk ] BB T8 R 2 K&
PEFAEm R AL, HartiBiin. AT 70 DL & 4y
ATk [l B R A a — AL 3 B A 0 K B e o S A TP A8 Kt
PR EMWERE, UMERAGEEETIHNHESSE.

2. SCRREIEE

AT TC T BRSP4 AT A 7 ok SRR
R A DL 2 KPR B < S B DRIE, ST ACHIE 7T 5 5 [nl

FREFA AR B SRR 1 A AF T-48 Ay 0 B 2 300 28 B R u
b B BRI T S D AT SRR AR AT [T B, e AR 1
WA T 2275 FUEPS T AU AH B8] SCRR AC X AT 1 22 ] B

2.1. #FHEME

2.1.1. fEFEER

£EF18 (Souvenir) Bl &V B AFEAE & Uik, ABERE
AR EMEEEE, L-mEe MeeE. (7] ®
KRB, A [ZBF] sk, W5 FF A7 EpE Fnr
W EEG, ki N T8 22 (BEHBEEAN,
2013) [6]. fEFHE2 PRS0, A A HKEY, —
A2 i T PR R 2 B R AR AR, RS SRR A E
mho BRMAMHENRIE 2 R, AFFREZE, FHEFHET
W, Nama R mAME. S EORM: 2 8, BRE
2 N I W (R R L BRR 2 5%, 2009) [7]. ki
P08 2 08 E 3 FE ke & I B, B [l g e 4
O A48 eIk B E F, — J7 1 AE 7 SR A Atk B K
1R FEtnl 3 S E s EE S O, 2014) [8].

2.1.2. fEFEIIRE RSReE

PEFAEMRR R 2, KR BRI BB A . R BB
HEENE. Littrel 158 A (1994) [9] @AM 2 7 2 dRF PRI
FUBTEEE AL RE B 2 (BB T A i DA AR NI (38,
R Re S A TR R RO L A B R S B
Wl HAhEE R e a2 2. R4
iR . SFERELTRENE, DLAR TS A 44 T B
YERIME e TurnerBiReisinger (2001) [10] 42 H =IHH# %
s BEESEMN, 2ilk: EE R S8 &
rm BE R R (BRG, JBIR SR/ BLACRRFE. Littrell
HEN 9 MR A T 1A B T B R M a5 B0 B )
W E R, WETFEA S P EEE (uniqueness) A1, J&
AR EM T BR8] 2EAR VE Mk, b,
PEFREEERE T R 2 (aesthetic) « 2B H K
(quality) . 2B E T EH (use) WRAI, PLEILiRFEE
FIPE (convenience) #5fi, #REr g2 EEH B s H S 1H

2.2. BENMERENNE

2.2.1. BERAHE

I R AR A [ RE AR I A T 2 BT R
AT DA A B R | . RSN E N R
—, R 2 RSB A B A B o BSIR S AR S e
ft A HE (FG/&JF, 2015) [11]. BouldingZ A (1993) [12]
TR A R I B PR R 22 O R JE T TR GE, KBRS [ 15 B B A
B R HLHR H 5 U0 B 2 A TRl AR (1 U B K Y2
BRI R, WEEAOEALE, AR EDEE
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mELM RS2, X G R 0 R (Kurtz B2
Clow, 1998) [13]. BouldingZF A [12] T Hi F A HA 22 5
R ABEINE R 2 A F B AT, KRR FE 5
REGEERT . | FIASHE 5T LUl RG], R, ASHF9E R
VE R .

2.2.2. REMBHE

RS e A ST, B DA — B DR ER A —
RO H 8 e IS, Parasuraman®® A (1985) [14] (BA
T G APZB) 5B A [ AR A2 B R AN A R b A5k | B
DA A B8 50 i & (perceived quality) T & 56 52 1
PZB# it B ik 1 (gap) 53X, FH4& HISERVQUAL BRI Tk
b 4% 1 T AP AL B X (D) AT (tangibles) (2) A FE4E
(reliability) (3) /x JE 4 (responsiveness) (4) 1x 78 4
(assurance) (5) [F/#.0» (empathy) o

2.3. BRWREECEEER

Cardozo (1965) [15] fH- 4 B Z i = O ME 2 5 24T
SHERIO RIS, MR A KO RO T R e Ny B AT
#o ParkZE N (2004) [16] 5Ky 2 B 1N FH 03 B B
S, B R R S L O TR B A () R 2 7S
TER R OER AR, FTLATH B TR T R E W B R
T A PR, T L TR R o B PR B RS A%
B0 CARTAY 1) S JE 45 S . Parasuraman® A (1994) [17] F5k
TR 25 2T T PR B e e A S RS T R o B S =
STk BT R R I PR 2R . Zedtham] B2Binter—(1996) [18]
B SE HH B T S R T, B R RS 1
BRE. WARE. EHg. g iiE T8 K m
B B RATRE, A A RN, RIEAHT 7R H
FL AT B R TRIAE A9 09F 70 136 10 R 2 T o P S T

2. 4. IR REET

Fornell (1992) [19] &2 %4 83 % (loyalty) J& B = ff
REFT&E S, [ o gt | . (R
I | BRI, GronholdZE A (2000) [20] #4721
AR o> A BRI, i A [EREZE.
B 2 A SIS A (O L [R) — A ) oAt 2 ot ) R
Oliver(1999) [21]1 ¥R LBREE PN T R: [—HERE
UF E i BRI TE A SR A P ARG, TR RN
JE T R R B s 5 2 A e A R R ] o L,
A2 R e 3 AR B AT A AN, TRE P B
FE i BRSO AN R T, BXRE R I B A A B e A 2
o B IR A BT 2 B ) SR ARR R SRR ) — e R AT
BEINFRSE, RRPEAEEMERSEF PRI
M A A TE .

HHEBERE R ER, JacobyBlKyner (1973) [22]
P2 DB S B AT 2 R0 Bk il 4 1 R R0 AR 1) O A
FTH. Oliver (1999) [23] FH i IfH 25 K0 Bl 55 8 43 4% VU {1 P
B, BNRRHNEEES (cognitive) . 1HEEH (affective) . 17
e lE B E (conative) s fTENEIK (action), FoREH &
P B SRR P T T TR BRI R, T RE A RO R B R SRR 2
B BT

2. 5. EPSI

Fornel 155 A (1996) [24] 528 %535 BV B # 1W = FE 1
(ACST) EffABEhads. SEmmimsEalsEr:. ¥n T
HEFERE., ®REM g WA E. (HIEACST 1
A AL [ 0 R B s B v A B BR AN FETE %, BT DA EREPST
Rating Groupfk#E K M 2 B & BR$E BT IR W= T
ks, F8 AEPSI(Extended Performance Satisfaction
Index) [25], BRACSTHY)ZE7I7E JAEPST ) ZE4% ol g it A &
IONB gt RN S (R, Hs) — Rt h,
DR L AS AT 52 388 FHEPS T4 A i S A . B2 LB
ESFIE[25], A ERE. BEENE., maiss. B
o B RR AR AR . AW S BB K A Sk . Ek1of B
Westlund (2002) [26] 4% HHEPST(#) 3L %E (Master) iR 42k,
TR FE AR R ME— RS N I RT N R R, BHAEPST
(I 2R T UGS il ASHIF 9 S 13 B 5 S A Bk R A 5 — 3
AL A T4 O 7 A8 B0 26 6 T L 2B 5 B 7 A A
B DK WA HIE 5 22 % B3R FIEPS THE Al & 10 488, (B4 m& 32 %0
TR, DRSS NE, IREZaiE s sk,

3. MR
3. L AR S 2EE

AT HBEPSTHIA R R REFWE. Hih .
s b FRRIMEAE W RERE . BB A PR R AR (25,
261, X ALAH B AW T B SRR (D Wi

R — (1) : ASETE AR R R (B iR I
EHEE EREE.

R — (H2) : Jiie 2 IR e 2w R (B R I X
EH B B E.

it = (H3): T dh A S BRI B R AME A, ik T
JEHBE R E.

B IY (H4) = 8 0 s it i 2 R MMELAEL, iR %%
A B B

Bt 1 (H5): il e R o0 (B (B R 2 e A R B
.

TEERE7S (H6) : ik 2 i L 3 R 2 A6 L A B LA

T,
3. 2. fERRAET

AT 5T LA A S A 2 T, BRET SR A bk A — B
P18 R I 0 K B e 7 B H AR 7%, Bt A B A Bl
B TR RATT SHIE B BB A8 KA B . A
Fent b, SRR SRR B BRAF A H B e RS, AR E]
B — AL A T4 R AT S A 1) R o ik 5 B H AR iR 2% 4
WA E GOEAT R G BRI E T NR, BTG
A AT ELER AN

MG AL G B RA 5, 20 A

B EARNOFEHEIE AR ML 2. B
3. FEE. 4 B R. 5N, 6. iRIEH . 7. BRI
WL, 8. TEHAS B A FrE .
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B ERy: IREBEETFEEEY S, KL
SERVQUAL fit & 5 3R BREPS T 22 2 5% 5t - THAR T 2 5 IH, 3t
FE5LEZ O IE.

KR
Avenue Image
i WA
Expectati
i % 28 S0 U R T R % B
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BT WU AL

4. WEFREER
4.1, BAANOSEEE. REME. SEMT

AHEFRI G SRS A5 LA L0 219 H, 483t
20405 93, [0y 3612048, S B st /R B AN T ol AN 52 48
Z WAy, SEETEAE MG L6, BRMEHER
99%. AWFFHFIREAIFEAGR, SEERN. BEE. £
JE . WSWRARYL . BB FE RPN S

AR RIS, Zah5E 6 EE N MiTE200B0EK
(47.4%) , LLC#S AN H (63. 8%) Mt fE% (58%), HERE
FET- 35 A BB K (67, 2%) 5% %2, AR T35 438 7T
HRLLUT (37. 1% A FE . DHlEBEMRIFTR,

K1 ZAIREEA BRI

JEH Vik.] ABL LA (%)
EER s 49 42%
5] g/q s 67 58%
BiE b NS 116 100%
20(&) LR 13 11.2%
210BORE 55 47. 4%
s ] 31CHOBR 24 20. 7%
410B03% 17 14. 7%
51% M LAk 7 6%
. KU 42 36. 2%
SRR [ 74 63. 8%
B () LR 0 0%
e e () 27 23. 3%
AT B/ K 78 67. 2%
T FLAT B A E 11 9. 5%
28R 15 12. 9%
2B 27 23. 3%
T AW (& 3bE 43 37. 1%
) 507 25 21. 6%
1mE 3. 4%
9Lk 1.7%

SRl S E Y AR R B R ORAT H
RRAEH B, TR E AR PR B, AR S
o, ORHER 2 B A B A DU A 3 (98%) » BT 24 H

224

B AR UL (R IR 2y d = (80. 2%), THATHE EAETFASMEE S
7. 57 FIME, FEAROIR S HH BIAR B 2y i S B R 2 PR

2 RE MBS AERSET R

HE R AB Bt ()
i 114 98%

—— T () 1 1%
E 1 1%
FoAt 0 0%
12k 93 80. 2%

BELE H IR B 36K 16 13. 8%
5K AL 7 6%

AT A% FH spss. 218k 8 18 47 D8] 2508 THI T4 1) 52 8 TE
{55 (reliability) 43 b7 S A% 48 0 D5 25 B sk B o A o R
HCronbach’ s a {R¥ &5 5 /KF, Hairs N [27]48H
—MAG AR a >0. TIREEFHEFE, 0. 7> a 0. 610
52, TEEEN SRR AEEE MG P FEH 2 IR
B4 | s B33

4.2. BT

4.2.1. REDBMEENERZERER

AT IE R HT (Regression) /e f§ A 3T G, iR HAE.
T A B R R T LT R T S 35 4 L iR AR ATE
HAWEBE, RS RIGEIEET T, & REIHRER
iS5,

FATETFR P E IR (Coeff. of Determination) J&
0. 889, e plt=0.000<0. 05, LR K, FKRE
. HAEE. FEARAS B RN R A R AVE A B
BEIE RS2, [N 2 oo 1 AT = A L A BE R T
P,

BRE N =R 2, R5M) e e BN bERR
B R AR B AE 2 )V A B3 AR (p=0. 237>0. 05); Jik&
1 B8 B R B M 2 T S B B Y OE 1 B 4R (B =0. 188,
£=0.002<0. 05) ; P& i A B BLERRNE B 2 W] v A B3 1) )
1% (p=0. 486>0. 05); HR%AH P BL R R0 2 4] 2 T B
IR ( 8=0. 159, p=0. 013<0. 05) ; JRF AT 55 1 B 2R 2{E
iz M BRI EH BMZ ( B=-0. 159, p=0. 041>0. 05); &
BREMERZMEEZHMEREZ ENBEZR (S
=0. 273, p=0. 000<0. 05); Hr A% PR et BLER SEAE < ] 23R
BAZ E R BA1R ( 8=0. 298, p=0. 000<0. 05) ; AR5 [F) FH .00 B
RAEE MR B BEENIE R EF (B =0.26
7=0. 000<0. 05) .

IR FRFEM R AT RS, RIS, FRME.
SEVE. SOBEVE. fREEME. RIELOEABEENRE., £5d
AR ER R 2B A 4R (multicol linearity),
FEAEAN OB L2 [ & R ZEMR0. 1K, FKox H 8 IHM
B SLAR R TSI T RV [27]. #5TP ) fo 2 B0, 1A L,
HHR A E SRR 2K 2 31 fE B B LA R A
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3 WU ARG 2T

RT R B E RO E .

HEETD Cronbach’ s o TS B
LR 0.875 5
iR R 0. 881 5
T A 0. 824 4
YR EpiA 0. 894 4
R ] S 0.903 5
b5 J S 0. 849 4
R PR 0.921 5
A% [ Oy 0.916 4
it 2% e SR 0.910 5
e 25T 0. 866 5
itk 75 RE B EE 0.833 5

4.2.2. RERBENERVERR

IKIERF TSNS, %, WHE, BamAS. B
SFE T S sB HEAE R R 28 4 SR, iR AR A ik 5
W AT 2 AT, ROHRE 0. 786, p=0. 000<0. 05,
FERIFAE KYE, FoR % il bRk S 20 ms 5 B R

FTHE BN AT R R T P LR R R T R B R R
1 B 85 R A iR B A ( £=0. 208, p=0. 007<0.05) . A
T PE (B =0.181, p=0. 022<0. 05) . ] % 14 ( B =—0. 346,
7=0.000<0. 05) FBHIEH ( £=0. 724, p=0. 000<0. 05) Z:Y
THe H— 0 TH, BLREWEE A EHREERFRENEE
BIREER. A S. RIEME. (5 & RO T (p
>0.05) » FTH)FZE B AIA0. 1LL L, HR& HSHN R

ALY, R4l
i U FEARHE
A EE B
< - Bet # VIF
s mp Dt fe
B 1.735 .326 5.323 . 000
PN A
;ﬁﬂ/ .074 .070 .078 1.063 .290 .378  2.643
e
Eﬁg’ﬁ .208  .075  .223 2.776  .007 .314  3.188
=z
E””$ -.066 .062 -.064 -1.063 .290 .564  1.773
HM 181 .078  .209 2.326 .022 .251  3.984
AfEEME -.346 .094 -.365  -3.700 .000 .207  4.822
JMEME - 129 .085 - 142  -1.525 .130 .232  4.303
fRE5ME -.001 .102 —-.001  —-.008 .994 .163  6.120
[F3L  .036 .066 . 047 .542  .589  .266  3.759
Bl
%Wﬁ J724 116 . 844 6.261 .000 .111  8.993

4.2.3. REFEHBENERELERNER

BRI S B E A R R, TR A A
R, AR A BT RS A 8 S 9. RS F R
0.553, p=0.000<0.05, FEF|FEKHE, B£=0.813, T
Jite ok R B S LA RS IR T s 2, AR 4R HG,
DRl S AR AR M A5 R

K8 k% S AEERRE .

2 [H 0 4 BH SR AL AR VE R REAALE R R FRBR  FE  p Durbin—Watson
0.743  0.553 0.549 140.790 0.000%%k 1. 803
R4 iR R AV A AR A A E
9 R B IR SR B E -
R K WEGK FRe p B DubinVatson RO er LR R
0.943 0.889 0.880 106. 901 0. 000k 2.186 SRR ﬁiﬂ: . Stampr
3 0
5 AR R B B w7
s s Beta Mz VIF
A A R R Jtaak g 1 933 .402 2.323  .022
ml ot o WE 813 .069 .743  11.866 .000 1.000 1.000
g‘i‘g §§ Beta e fE  VIF
WW -.207 272 -.761 . 448 5. &hEEmEAEERR
T
g 0% L0808 LIS B8 2008 AR ARG A B EISS 8 — UL T K
EEH‘“;HB 188 .060 .173 3.134  .002 .343  2.920 s it LAY T 2 5 BE A A KPR B R /oK
%‘DZ& AR IEPS T 5 29 i B SERVQUAL iy B M T, 1B AT G
;f”” - 036 .052 -030  -700 .486 .567  1.765 st WA ERER R R AT . AR 2R L HE /S TH
HME 159 063 .157  2.514 .013 .266  3.762 Rt Hrp e O B AH2 15 [2H6; B B IR
FEEME -.159 077 -.144  -2.073 .041 .216  4.635 e AgHA; MRRSOL I B A M3 . S2a L RBERRE B
RREEME 973 066 . 257 4144 000 270  5.708 T RE IR ERAEE A TRV E, BRE
o ’ ’ ' ’ ’ ' W, IRFATEE. RS RSB IR ORaE
fRegt: 0298 .080 .278 3.704 .000 .184  5.424 e RN N ,
- PR AR FEHLG . RRWE S BREHE FIRE.
FELL  .260 .049 . 296 5.330 .000 .337  2.971

K6 ik R B R R E .

R R? FBEBR FRE pfE
0.886 0.786 0.768 43.204 0. 000%%*

Durbin—Watson

2. 323

WEENE RS R R R . ERRE AL,
3 R 2 0 R R () 0. 553, AR R AU (AR
ZESA LR, W] DA by O B Re R L BIREUA0. 813,
EV SESREUN YA TR S TSN S o) S
FMEELE B, [ DR
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B R AR A e 22, AE SR RS2 BRI JASE R 4
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