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ABSTRACT

The purpose of this study were to explore the feigarm tourist's service quality, consumer decisinaking
styles and willingness to revisit cognitive andedsities situation, then to understand the infleraf this three
variable. This study takes the scales for servigality, consumer decision-making styles and wiliegs to revisit as
measurement tools. 565 valid questionnaires wetkeated and used descriptive statistics, and stmadtequation
modeling to analyze and verify the data. The resuldicate that: Tourists were satisfied at Son-Kam Creativity
Life Village service quality and willingness to ist; Style of perfectionist, leisure shopping,gericonsciounesss and
habitual loyalty has positive effect of service lijyaand style of impulsiveness has positive efédctillingness to
revisit; willingness to revisit were affected ditlgdoy service quality.
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INTRODUCTION

According to “Annual Survey Report on Visitors Exyiéture and Trends in Taiwan (2005)” of Tourist Bau,
Ministry of Transportation and Communication of RJQ domestic travel rate was 90.0% in 2004 and%1r82005
respectively, increasing by 1.3%; average numbelags per trip was 1.64 days in 2005, nearly as s&sbat of 1.65
days in 2004; percentage of trips taken duringdagié and weekends was 73.5% in 2005, increasingd8y 6ompared
with that of 2004 (67.5%); as for outbound traveerat was 16.4% in 2005, reducing by 4.4% compavitd that of
2004 (20.8%); the above survey indicates the overgllementation of Two-day Weekend Leave policy ooly has
changed people’s working style, but also changedhtliday period more than three days into holigasiod of two
days, which has changed people’s tour style aceghgi Tourist Bureau of Ministry of Transportation
and Communication mentioned people expected to hawe diversified leisure sites to relieve the vigkpressure,
ease the fast paced life and adjust mental and aftéyleisure time increased. With respect to &iyle, more people
choose to take holidays in domestic sites andrdeitaur in nature is most popular in many kindsedgure tour styles;
leisure farm is exactly one of such sites for lestiour, which can allow people access naturahfegésand sunlight, get
interpersonal relationship closer and has positalee for pursuing healthy, eliminating alienatiand edifying mind,
therefore leisure farm has been more popular giadua

Along with the development trend of Taiwan joinimgWTO and implementing Two-day Weekend Leave pplic
“Leisure farm” has been a new industry for agrigréttransformation and multiple leisure activitiedich becomes a
kind of leisure industry featuring recreationalseg by expanding the resources of agriculture wtidge besides
keeping the original agricultural production (Chesmgd Chen, 1996). As leisure farm is one kind &fuiee service
industry, it can only provide quality that meetsisomers’ demands in order to hold the competitissrie the severe
leisure market, however such aim more relies orrdwvgment of operation management and service gu&iarvin
(1998) pointed out high service quality could affieyalty and profit positively, that is to saypoovide service quality
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meeting customers’ demands can increase custohogedty and future repurchasing willingness. Reskasf Tuan

(2005) suggested there were 1102 leisure farmdytota Taiwan, which meant consumers had more aw®win the

consumption decision, however operators of leidarens also had to face more competitors and seftioresat in

leisure agriculture. So operators of the farms nusterstand decision-making styles, characteristics demands of
consumption groups, improve service quality anché¢duleisure products and services that meet demantisstomers
S0 as to attract tourists to take holidays and lawesumptions, thus the farms can own the absalivantage in the
market, further establish loyalty of customers &ade tourists be willing to revisit the farms. Basm the view of
point above, the study expected to discuss diffenand interactions among tourists with differbatkground

variables from the aspects of service quality cogmi decision-making style and revisit willingneaad provide

references and basis of future activity design plaech for operators, researchers and concerned thieki®f leisure

farms.

CONCEPTUAL FRAMEWORK

Shin (1996) studied correlation between servicdityuaf recreational park and revisit willingnestktourists and
found revisit willingness was significantly corridd with cognitive degree and other constructses¥ise quality, as
the correlation degree between perceived servieditgquand revisit willingness of tourists is higliels can been seen
the actual perceived service has a crucial effactewisit willingness of tourists. Chang (2002)réat out a study on
effects of service quality of country clubs in Taiwand customer satisfaction on participation mgiiess and
discovered satisfaction of golf club members forvee quality of the clubs posed an positive effect their
participation willingness. Duan (2004) took Wuliktpya Resort Hotel as object and conducted a stotigerning
effects of service quality and satisfaction on savwillingness, of which the findings showed seeviquality was
positively correlated with the overall satisfacti@iso had some effect on revisit willingness afrists. Tseng (2005)
studied the influence of service quality of Sah-Mdountain Hot Spring Resort Restaurants on custosa#sfaction
and loyalty by using the Palm Tree Restaurant ascftse and found service quality of the restaumadtloyalty of
tourists both were very high, so tourists had d higllingness to revisit the hot spring restaurantl recommend it to
other people. Lee (2006) conducted a study on cmiiality of theme park and revisit willingnesstadirists, which
used Yamay Amusement Theme Park as the case angdhoare of service personnel to tourists wasthian factor
to affect revisit willingness of tourists. In addit, Lee, Chou and Lin (2006) carried out a studycorrelation among
service quality, relationship quality and custotasalty of leisure farms, of which findings indieat service quality of
leisure farms had an positive influence on custoloalty directly and could exert an positive irdhce on customer
loyalty through relationship quality, furthermomdationship quality of leisure farms also couldatesan direct positive
influence on customer loyalty and pose an positiflaence on customer loyalty through service gyali

Consumer decision-making style is the psychologitadlance of consumer behavior and is the decisiaking
process prior to purchasing behavior; that is asaorer will use relevant rules to guide his/her comstion decision
under effect of various factors in purchasing. Heeve few studies paid attention to relationship agh@onsumer
decision-making style, service quality and revisitlingness and this study found many scholars udéf&rent
background variables to discuss consumer decisikifg style (Wu, 2003; Chan, 2005; Chen, 2006)yiserquality
(Yu & Yeh, 1998; Lin,2003; Lin, 2006; Lee, 2006)darevisit willingness (Hwang, 1993; Shin,, 1996; Wfa2002; Yu,
2003; Lee, 2006) after literature review; thus $iedy expected to understand consumer decisionagakile with
different background variables of tourists and eixa@nthe differences on service quality and rewsgitingness for
different consumer decision-making styles.

According to the above literatures review and comee study results, consumer decision-making styllform
different types under the effect of personal lifdesand cultural environment of tourists, whichatan affect appraisal
of tourists on service quality and revisit willingss; in addition many studies have found servicaityusatisfying
tourists can create positive effect over an entsgpor a service industry and promote the willirgmef tourist to
repurchase or revisit; in this way the study toaktérs (gender, age, education, job, marriage, mhpimcome and
habitation) which could affect service quality, samer decision-making style and revisit willingnassbackground
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variables and formulated a questionnaire with régarconsumer decision-making style, service qualitd revisit
willingness based on concerned theories and erapstadies in order to know distribution and diéflece of consumer
decision-making style, service quality and rewsillingness under effect of different backgroundiahles, further to
discuss and verify correlation and influence amaogsumer decision-making style, service quality aedisit
willingness.

METHOD

Sudy Structure

After reviewing the concerned literatures, the gtithmed a structure including three parts: thatfione
discussed service quality cognition, distributidrconsumer decision-making style and revisit wiliress cognition of
tourists in Son-Ten-Kan Creativity Life Village;atsecond part compared and analyzed the variafi@verages of
variables involving service quality of leisure farabnsumer decision-making style and revisit wijliess based on the
background variables (gender, age, education, juriage, average monthly income and habitatmnourists in
Son-Ten-Kan Creativity Life Village. And the thighrt is a study model concerning service qualityeigure farm,
consumer decision-making style and revisit williegs, which is typically used to verify the influencelationship
among service quality of leisure farm, consumergi@a-making style and revisit willingness; Figutepresents the

structure.
H1-2 Sorvi »
Novelty and Fashion ) ervice Quality
‘
Leisure Shopping “‘
%!

"K v
HI l» Revisit Willingness

Figure 1: Relationship Structure among Service Quality of Leisure Farm,
Consumer Decision-making Style and Revisit Willingness

Sudy Range & Object

The study typically took Son-Ten-Kan Creativity &.if Vilage as study range and tourists in
Son-Ten-Kan Creativity Life Village as objects wivould be given questionnaires at the exit; the stigation would
let the interviewees know the study purpose andecrbefore they agreed to fill the questionnaird aheck whether
the questionnaires were completed when they wdtened so as to promote the effective return ratgally 600
guestionnaires were sent out and returned andtie#es65 questionnaires were obtained with effectieturn rate of
949% after removing ineffective questionnaires.
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M easurement | nstrument

Measurement instruments used by the study invobwer parts: basic data of tourists, service quaditgle,
consumer decision-making style scale and revidiingness scale; Likert Five-Point Scale was usedneasure the
point calculation of each scale, including 1 pdiot “Strongly Disagree”, 2 points for “Disagree”, @oints for
“Neutral”, 4 points for “Agree” and 5 points “Strgly Agree”; higher score means higher degree oéexgent; specific
description of the scale content is as followingeTService quality scale, a modified version ofehis 26 items by
reference to service quality measurement scaleigrobabs by Parasuraman, Zeithaml and Berry (1988n3q2005)
and Lin (2003) and literatures mentioned above. Tbesumer decision-making style scale, a modifieion of there
is 41 items by Sproles (1985), Sproles and Kend&B6); Wu (2003), Chen (2006) and Chan (2005) Ete. Leisure
Farm Reuvisit Willingness Scale including 4 itemgeafeferring to the revisit willingness scalesabtished by Wu and
Huang (2001); Lee (2006); Lin (2004); Chen (2006J &hen (2004).

As Huang (2004), Chiou (1991), Chang (2006) suggkstalidity and reliability analysis couldn’t starfidr
stability of a scale until they had been testeittbir the study tested validity and reliability fwo phases; in the first
phase, 220 preliminary questionnaires were digeithwut and item analysis was applied to assestheshimdividual
item discrimination was good; then exploratory émcanalysis was adopted to assess factor strucfuseales for
validity construction; at last Cronbachiswas used to assess the reliability of scaleshénsecond phase 565 samples
were used in confirmatory factor analysis to canffitness and reliability of the factor structure.

In the factor analysis on 220 sample service quadales of first phase, 5 factors including 2Ingewere
obtained; the total variance explained was 6%:&hd Cronbach’'so. of the scale was 0.8; as for consumer
decision-making style scale, 8 factors with 35 gewere obtained, of which the total variance exmdiwas 58.56
% and Cronbach's. of the scale was 0.86; 4 items were obtained doisit willingness scale with total variance
explained was 71.6% and Cronbach’'sa 0.86; therefore all of the leisure farm servicealdy, consumer
decision-making style and revisit willingness seaiad good reliability and validity.

According to the analysis result of confirmatorgtta analysis on second group of sample: with refsfzethe
service quality scale, ag 150 =766.35 andp=0.00 in absolute fit measures were significant, cvhineant the
covariant matrix in the model was different wittatlof empirical data, so the model was declinedpasbsolute fit
measures, SRMR was 0.07 and RMSEA was 0.08; NNF94 and CF=0.95 for relative fit measures; PNFD.69
and y’/df=4.26 (less than 5.0) with regard to parsimoniotisrigasures. From the above result, exgéptalue of
absolute fit measures was significant due to effegtsample number and could not be accepted, gimaining fit
measures all passed the tests, which meant Lelzama Service Quality Model of the study was acdeptawith
respect to consumer decision-making scalg’ags =1849.52 angh=0.00 in absolute fit measures reached significant
level, the model was declined; SRMR was 0.06, REMS#&s 0.07 (less than acceptable value of 0.08)FNN
0.91, CFI=0.92 PNFI=0.79 y»*/df=3.50. On the whole, most fit measures of the timedel passed tests and even
some values exceeded the thresholds suggestedhisy smholars. Therefore the scale was acceptalateistithe scale
has a good overall construct validity. As for révisillingness scaleasy® » =4.41, p=0.11 and didn’t reach the
significant level, the model was acceptable; SRMR20RMSEA=0.05 NNFI=0.98, CFI=0.99 PNFI=0.53 y%df
=2.25. The whole assessment result indicated theehwfd_eisure Farm Revisit Willingness passed #&d on the
aspects of absolute fit measures, relative fit messand parsimonious fit measures; that is talsaynodel has a good
overall construct validity.

Data Collection & Analysis

The study used statistics software such as SPS$I®RI0LISREL8.80 to process the questionnaire dath a
conducted data analysis in accordance with studpgse and issue; statistics methods adopted bgtthly include
descriptive statistics, item analysis, explorati@agtor analysis, t-test, single factor variant gsal, multiple variable &
variation analysis, confirmatory factor analysisl atructural equation model analysis; if singletdawariant analysis
showed significant level, Scheffe approach wouldubed for post hoc comparison and statistic sicgnifi level of the
study was set as=.05.
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RESULTS

Data Analysison Basic Variables of Tourists

Data analysis result concerning 565 intervieweethé study showed: there were 238 males (42.%) &7d 3
females (57.9%); 6 groups were classified with respe age, among which there were 182 personsdarbifgest
group of 20-29 (32.2%), 150 persons in the secondeoyp of 30-39 (26.5%) and 24 persons in the sitatjeoup
with age over 60 (4.2%); as regards education degfremurists, tourists graduated from junior codlegr universities
were 256 and most, taking up 45.3% in the all saspypecondarily, 215 tourists graduated from highosts or
vocational schools and accounted for 38.1% in thelevisamples; tourists with educational backgroufdnildle
schools or lower were 37 persons and fewest inihele sample (6.5%); as for job, person number ofists from
private enterprises was 134 and took the biggegigation in the sample (23.7%); secondarily, theeeenl10 students
who took up a proportion of 19.5% in the sample;tthists of other kinds of job were fewest andychb persons,
accounting for 1.1%; from the aspect to marriagenamied tourists were most and 287 persons (50.86&;married
tourists were on the second place and took up 46Mfte sample; there were 16 tourists of other &ioflmarriage
situation, accounting for 2.8%,; six groups were didzd in accordance with average monthly income aodsts with
income from NT$ 20001-40000 were most (196 persd4s,%); tourists with income equal to or less thidr$ 20000
were on the second place (122 persons, 21.6%);anmtts with income over NT$ 80001 were fewest fE8sons,
3.4%); tourists lived in north area were most (186spns, 31.9%); secondarily there were 168 persons $outh area
(29.7%) and 17 persons from outlaying islands, tkip the smallest proportion (3.0%).

Sructural Equation Model Analysis on Service Quality Cognition, Consumer Decision-Making and Revisit
Willingness of Leisure Farm Tourists

The study established the overall model structdirseovice quality cognition, consumer decision-makstyle
and revisit willingness of leisure farm tourists t®ference to concerned theories and literaturesnggirical study
(Figure 2). According to parameter estimation ohfaonatory factor analysis on overall model of seevquality
cognition, consumer decision-making style and rewisllingness of leisure farm tourists, standaetizregression
coefficients were from -0.11 to 0.81 and most @nthwere not closed to 1; standard errors were i@ to 0.07 and
were not very big, in addition, there was no angative variance existing. Fitness indicators of afrerall modely?
gsp —2986.89 p=0.000 showed a significant level, so the model dexdined; SRMR value was 0.06 and less than
the acceptable value 0.08, RMSEA = 0.07; NNFI =Z10©F| = 0.91; PNFI = 0.79, PGFI = 0.%3{df=2.65 (less than
5.0); the above fitness indicators suggested tleeativmodel of service quality cognition, consundecision-making
style and revisit willingness of leisure farm tatsi passed the fitness test, therefore the ovelkel was acceptable.
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Figure 2: Overall Conceptual Model of Service Quality Cognition, Consumer Decision-making
Syle and Revisit Willingness of Leisure Farm Tourists

Effect Analysis
Direct effect, indirect effect and overall effecfaple 1) of the structural equation model were aeguby
statistics and analysis on the model and the sigmif influence of the Model of Service Quality @dgpn, Consumer
Decision-making Style and Revisit Willingness ofdiege Farm Tourists in the study.
1. Influence of Variable of Consumer Decision-makBtyle on Service Quality Cognition
(1) Direct effect value of tourists of perfectiomistyle on service quality cognition was 0.p& (05), reaching the
significant level, and the overall effect value® (< .05), meaning the influence was significant.
(2) Direct effect value of tourists of leisure spom style on service quality cognition was 0.9 (05), reaching
the significant level, and the overall effect vau89 p< .05), meaning the influence was significant.
(3) Direct effect value of tourists of price cormginess style on service quality cognition was {9 .05),
reaching the significant level, and the overaléeffvalue 0.19p< .05), meaning the influence was significant.
(4) Direct effect value of tourists of habitual &ty style was on service quality cognition 0.18 (05), reaching
the significant level, and the overall effect valu&8 p< .05), meaning the influence was significant.
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Influence of Variable of Consumer Decision-mak8tyle on Revisit Willingness

(1) Direct effect value of tourists of impulsivesestyle on revisit willingness was 0.1@<(.05), reaching the
significant level; the indirect effect was -0.08ahe overall effect was -0.09< .05), meaning the influence
was significant.

(2) Effect of Variable of Service Quality on revisvillingness: the direct effect value was 0/67(05), reaching
significant level and the overall effect was 0.6< (05), meaning the influence was significant.

Table 1: Summary of Effect Analysison Latent Variables concerning the Leisure Farm

Dependent Variables
(Latent Variables of Endogenic Factor )
Service Quality Cognition Revisit Willingness
Standard Effect t Standard Effect t

Independent Variables

Value Value
Direct Effect 0.16 2.69* 0.02 0.34
Perfectionism Indirect Effect 0.11 2.62
Overall Effect 0.16 2.69 0.13 1.99
Direct Effect -0.01 -0.13 0.05 0.71
Brand Consciousnessindirect Effect --- -0.01 -0.13
Overall Effect -0.01 -0.13 0.04 0.57
Direct Effect 0.03 0.40 0.05 0.65
_ Novelty-and- Indirect Effect 0.02 0.40
Latent Variables ~ Fashion Overall Effect 0.03 0.40 0.07 0.84
‘F’;Et)gge”'c | . Direct Effect 0.39 6.11* -0.02 -0.28
of Consumer Leisure Shopping Indirect Effect 0.26 5.33
Decision-making Oyerall Effect 0.39 6.11 0.25 3.84
. Direct Effect 0.19 2.93* -0.05 -0.74
ft)t/le t Variabl Erlce . Indirect Effect 0.13 2.81
Of‘g‘og :r::g es  onsclousness Overall Effect 0.19 2.93 0.08 1.15
Factor _ D|r¢ct Effect -0.11 -1.75 0.17 2.58*
Impulsiveness Indirect Effect -0.08 -1.72
Overall Effect -0.11 -1.75 0.09 1.32
Direct Effect 0.03 0.53 0.01 0.09
Confusion Indirect Effect 0.02 0.53
Overall Effect 0.03 0.53 0.03 0.41
Direct Effect 0.18 3.08* 0.04 0.72
Habitual Loyalty Indirect Effect 0.12 2.97
Overall Effect 0.18 3.08 0.16 2.60
Latent Variables of Endogenic Factor of a(;ier(:cltzgifztct _(_);67 ng*
Service Qualit Cognition Overall Effect 067 749
*p<.05
CONCLUSIONS
Discussion

Effect Relationship among Service Quality Cogniti@onsumer Decision-making Style and Revisit Wijliess

of the Leisure Farm Tourists

The study formulated service quality cognition, somer decision-making style and revisit willingnessdels,

all of which had passed concerned test and had gaiadbility and validity and the study findingsdicated:

1.

With regard to influence of Variables of Consuni@ecision-making Style on Service Quality, Peiifetism

(overall effect value was 0.16), Leisure Shoppingeall effect value was 0.36), Price Consciousr(essrall

effect value was 0.19) and Habitual Loyalty (ovkedlect value was 0.18) presented significantuefices, which
meant service quality cognition for the leisuraravas affected by these four kinds of consumersitmtimaking
styles and higher cognitions of tourists of therfstyles had, better the service quality was.
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2. As for influences of variables of Consumer Dieciamaking style on Revisit Willingness, only inflnce of
impulsiveness (total effect value was 0.09) readhedsignificant level, which meant tourists of mhgveness style
could affect the revisit willingness and it probaid related to the characters of impulsive toarisho often buy
products just for instant impulsiveness and domtechow much money they would spend, additionailgirt
purchase behavior commonly is based on instinclofag as | like it), so they can create some infiieeon revisit
willingness for the leisure farm.

3. With regard to influence of variable of ServiQeality Cognition on Revisit Willingness, the togffect value is
0.67 (p<.05), showing significant influence; thadst result is same as those of Shin (1996), Chaag2), Yang
(2004), Chen and Chen (2006), Duan (2004), Tse@@52 Hong (2005), Lee (2006) and Lee, Chou and2006),
so we can know effect of service quality cognitleas influence on revisit willingness regardlesshef type of
leisure and recreational place or study object.

Suggestions

As the study found items concerning service qualftyhe leisure farm including “Clothes of servis@aff of the
leisure farm are cleaning and proper” and “Theulgisfarm is equipped with completed tour introdmetand charge
system data” were most satisfying, but the itemsliring “Staff of the leisure farm can keep a ceteit service level”
and “The leisure farm’s approach to deal with peotd of tourists are trustworthy” were most unsgitigf, it is
suggested besides keeping the original advantfigedeisure farm should train the ability of emp@eyg to deal with
problems and maintain a good service level and Keepgonsistence between service content and amtadvertising
SO as to promote trust of tourists on service tyafithe leisure farm.

“Leisure shopping” and “novelty-and-fashion” gotethhighest points and “impulsiveness” and “brand
consciousness” got the lowest points with regardatosumer decision-making style, so it is suggestedeisure farm
should conduct market integration and establishiognpetary brand to promote its popularity besideseloping its
new features to embody the meaning of the wordatoridy” in the name of Son-Ten-Kan Creativity Liéllage,

The study discovered revisit willingness could Bfeded by the style of impulsiveness that meansidts
conduct the purchase behavior on instinct, so dltof for revisit willingness has some uncertairty;service quality
has a positive influence on revisit willingnesssisuggested the leisure farm should improve sergiuality and know
consumption characteristics of the tourists in otdesatisfy consumers, further promote their ri¢wisllingness and
create more profits.
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