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Abstract 

This study aims to examine the relationships among experiential quality, affective experience, 

novelty-seeking, experiential satisfaction and revisit intentions. Based on an extensive literature 

review and empirical research, the effects of experiential quality, affective commitment, zoo image, 

novelty-seeking, experiential satisfaction on revisit intentions using a multi-dimensional mode as a 

framework are proposed to facilitate research into the dynamics of the tourism industry and offer 

guidelines for practitioners as they constantly strive to provide the very best experience for their 

visitors.    

Keywords: experiential quality, experiential satisfaction, switching intention, dimensions of 

experiential quality.  

INTRODUCTION  

Morgan and Hodgkinson (1999) consider a zoo to 

be the most important source of contact between 

visitors and animals in modern society. Therefore, 

it is necessary to understand visitors’ attitudes 

towards zoos because zoos that are perceived 

positively may receive more visitors and thus have 

more opportunities to satisfy their mission to 

promote environmental education and global 

conservation (Davey, 2007). 

Zeithaml, Parasuraman, and Berry (1990) have 

confirmed that quality is positively influenced by 

affective commitment under varying contexts. 

Oliver (1999) shows that satisfaction is an 

antecedent of affective commitment. Gundlach, 

Achrol, and Mentzer (1995) propose that affective 

commitment is the desire to maintain a relationship 

and is based on revisit intentions. Several studies 

(Kao, Huang, & Wu, 2008; Wu, Li, & Li, 2016) 

note that experiential quality plays a critical role in 

increasing perceived levels of experiential 

satisfaction. Empirical evidence from several 

marketing studies indicates that perceived 

experiential quality has a positive impact on the 

formation of visitors’ perceptions of image, which 

in turn results in revisit intentions via experiential 

satisfaction (Wu & Li, 2014; Wu, Li, & Li, 2014). 

Assaker, Vinzi, and O’Connor (2011) propose that 

novelty-seeking has a positive influence on 

satisfaction. Jang and Feng (2007) indicate that 

novelty-seeking has a negative influence on revisit 

intentions. However, few studies examine 

experiential quality for the tourism industry, 

including diverse psychological and physical 

aspects, and the simultaneous links among 

experiential quality, affective commitment, image, 

novelty-seeking, experiential satisfaction and 

revisit intentions from the perspective of zoo 

visitors. Therefore, the objective of this study is to 

examine the relationship between revisit intentions 

of visitors and the other higher order constructs: 

experiential quality, affective commitment, image, 

novelty-seeking and experiential satisfaction as 

perceived by zoo visitors.   

CONCEPTUAL BACKGROUND  

Service quality 

Parasuraman, Zeithaml, and Berry (1988) define 

service quality as the ability of the organization to 

meet or exceed customer expectations.  The model 

includes five dimensions of service quality: 

tangibles, reliability, responsiveness, assurance and 
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empathy. However, many researchers have been 

skeptical about whether these dimensions are 

applicable when evaluating service quality in other 

service industries (Cronin & Taylor 1992). Kang 

and James (2004) argue that SERVQUAL focuses 

more on the service delivery process than on other 

attributes of service, such as service-encounter 

outcomes (i.e. technical dimensions). In other 

words, the SERVQUAL measurement does not 

adequately explain a technical attribute of service. 

A performance-based model of service quality 

(SERVPERF) is developed by Cronin and Taylor 

(1992). SERVPERF measures service quality based 

only on the customer perception of the performance 

of a service provider’s attitude-based (Cronin & 

Taylor 1994). However, Nadiri and Hussain (2005) 

have found that SERVPERF cannot form its five 

assumed dimensions in the service industry. 

Experiential quality 

Lemke, Clark, and Wilson (2011) define 

experiential quality as a perceived judgment about 

the excellence or superiority of the visitor 

experience. In general, experiential quality is 

subjective in terms of measurement while service 

quality is objective. The evaluation of experiential 

quality tends to be holistic/gestalt rather than 

attribute-based, and the focus of evaluation is on 

self (internal) but not on service environment 

(external) (Otto & Ritchie, 1996). In the tourism 

context, service quality refers to service 

performance at the attribute level. In contrast, 

experiential quality refers to the psychological 

outcome resulting from visitor participation in 

tourism activities. The former has been defined as 

the quality of the attributes of a service which are 

under the control of a supplier, while the later 

involves not only the attributes provided by a 

supplier but also the attributes brought to the 

opportunity by the visitor (Chen & Chen, 2010). 

Lemke et al., (2011) show that experiential quality 

has a stronger connection between visitors and 

attractions than that of product quality and service 

quality alone. 

Affective commitment 

Gilliland and Bello (2002) define affective 

commitment as a state of attachment to a partner 

expressed as a feeling of allegiance and faithfulness. 

In this study, visitors’ affective commitment has 

been defined as a psychological state that relates to 

a visitor’s intention to develop and maintain a 

stable and durable relationship arising from needs, 

wants and obligations (Bansal, Irving, & Taylor, 

2004). Malhotra and Mukherjee (2003) indicate 

that affective commitment has been found to be a 

predictor of quality. Bansal and Voyer (2000) 

consider affective commitment as one of the 

positive outcomes generating from internal 

satisfaction. Morgan and Hunt (1994) have found 

that affective commitment completely mediates the 

relationship between consumers’ evaluations of 

background variables and revisit intentions. 

However, the interrelationships among affective 

commitment, quality, satisfaction and revisit 

intentions perceived by visitors remain scarce in a 

zoo context.  

Zoo image 

Barich and Kotler (1991) and Barich and 

Srinivasan (1993) describe a corporate image as the 

impressions, beliefs, and feelings that individuals 

have about the organization. However, the 

definition of zoo image remains unexplored and 

unclear. In this study, zoo image is defined as the 

sum of beliefs, ideas, or impressions that a visitor 

has of a zoo (Crompton, 1979; Loureiro & 

González, 2008). In other words, zoo image is 

considered as the result of how the visitor perceives 

the zoo or, in other words, their vision of the zoo.  

Wu and Li (2014) and Wu et al. (2014) propose 

that experiential quality positively influences 

experiential satisfaction through image. Also, those 

authors argue that image plays a critical role in 

increasing visitors’ revisit intentions. Despite 

demonstration of the link between perceived zoo 

image and visitors’ experiences in various other 

sectors, deriving logic to connect all segments is 

difficult. Accordingly, this study extends and 

adopts the concept of means-end theory through 

demonstrating the relationships among image, 

experiential quality, experiential satisfaction and 

revisit intentions, specifically for the zoo sector. 
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Novelty-seeking  

Novelty-seeking theory provides a stronger 

theoretical foundation in explaining destination 

choice behavior (Bello & Etzel, 1985). Pearson 

(1970) refers to novelty as the degree of contrast 

between present perception and past experience, 

making it the opposite of familiarity. From one 

perspective of the definition, it is possible to 

understand that visitors want to experience 

something novel through their travel. Based on the 

aforementioned statements, novelty-seeking is the 

central component of travel motivation and 

influences visitors’ decision-making process 

(Crompton, 1979; Petrick, 2002). Because novelty-

seeking is an affective state, it is believed that 

visitors’ perceived quality can have a significant 

influence on their novelty (Chua, Lee, Goh, & Han, 

2015). Assaker et al. (2011) propose that novelty-

seeking has a positive influence on satisfaction. If 

visitors seek novelty and the experience meets or 

exceeds their expectations, they will be satisfied. 

Experiential satisfaction 

According to Kao et al. (2008), experiential 

satisfaction derives from the concept of service 

satisfaction, though it extends beyond service 

satisfaction in that it focuses on consumers’ overall 

evaluation of their experiences after consumption. 

In this study, experiential satisfaction is defined as 

a visitor’s overall satisfaction with the visit 

experienced at a zoo, as proposed by Chen and 

Chen (2010). From an experiential perspective, 

experiential satisfaction reflects the satisfaction 

experienced from the service content associated 

with a specific transaction. Visitors compare their 

experiences with their prior expectations, which 

cause positive or negative disconfirmation. The 

emotional responses resulting from positive or 

negative disconfirmation form the basis for visitor 

satisfaction or dissatisfaction (Bigne, Andreu, & 

Gnoth, 2005). 

 

Jang and Feng (2007, p. 580) propose that “to 

understand why visitors make repeat visits, many 

studies have focused on the antecedents of 

destination revisit intention in recent years” 

including satisfaction (e.g. Yuksel, 2001). One 

dominant predictor of repeat business or intention 

to revisit is satisfaction (Kim, Goh, & Yuan, 2010; 

Wu & Li, 2014). According to Kim, Kim and Goh 

(2011), satisfaction is a defining component in 

determining if a customer will revisit a destination 

or repeat a purchase. However, the relationship 

between experiential satisfaction and revisit 

intentions remains scarce in the tourism industry 

(Kim, Duncan, & Chung, 2015; Wu et al., 2014).  

Revisit intentions 

The concept of revisit intentions derives from 

behavioral intentions. Oliver (1997) defines 

behavioral intentions (e.g., repurchase and word-

of-mouth intentions) as “a stated likelihood to 

engage in a behavior” (p. 28). The revisit intentions 

of visitors to a destination may be affected by their 

performances at the destination, as well as by the 

promotional efforts and the spreading news of new 

attractions at the destination (Aziz, Ariffin, Omar, 

& Evin, 2012). Revisit intentions have been 

considered to be an extension of satisfaction rather 

than an initiator of revisit decision-making process 

(Um, Chon, & Ro, 2006).  Tomas, Scott, and 

Crompton (2002) examine the relationships of 

quality, satisfaction, and future intention to visit 

among visitors to a zoo, finding that intentions to 

revisit or to recommend it to others are based on 

quality delivery, recreational benefits, and overall 

satisfaction.  

RESEARCH MODEL AND HYPOTHESIS 

DEVELOPMENT 

Malhotra and Mukherjee (2003) indicate that 

affective commitment displays a significant 

positive influence on quality. Satisfaction is an 

antecedent to affective commitment (Oliver, 1999). 

In support of this view, Bansal et al. (2004) argue 

that the stronger the satisfaction, the stronger the 

commitment in consumer services. Lai (2015) 

argues that satisfaction positively influences 

affective commitment. Several studies have 

reported that affective commitment is a 

determinant of revisit intentions. Iglesias, Singh, 

and Batista-Foguet (2011) note that affective 

commitment has been considered to be a 

determinant of revisit intentions. The following 

hypotheses are therefore proposed: 
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Hypothesis 1: Affective commitment has a positive 

effect on experiential quality. 

Hypothesis 2: Experiential satisfaction has a 

positive effect on affective commitment. 

Hypothesis 3: Affective commitment has a positive 

effect on revisit intentions. 

Customers’ evaluation of quality represents another 

important factor in their satisfaction (Anderson, 

Fornell, & Lehman, 1994). Previous studies have 

tended to focus exclusively on the quality of 

products or services (Fornell, Johnson, Anderson, 

Cha, & Bryant, 1996), whereas this study considers 

experiences and proposes that experiential quality 

results in experiential satisfaction. According to 

Juaneda (1996), visitors’ positive opinions about 

their holidays are likely to increase the probability 

of their intention and willingness to revisit. 

Likewise, when visitors have a more enjoyable 

experience than expected, they are more likely to 

revisit in the future than go to other tourism 

destinations (Ross, 1993). Accordingly, the 

following hypotheses are proposed: 

Hypothesis 4: Experiential quality has a positive 

effect on experiential satisfaction.  

Hypothesis 5: Experiential satisfaction has a 

positive effect on revisit intentions. 

Several researchers propose that quality has a 

positive effect on image (Balmer, 2001; Brodie, 

Whittome, & Brush, 2009; Kayaman & Arasli, 

2007). Image has been considered to have a 

positive effect on satisfaction judgment. When 

customers are satisfied with the services rendered, 

their attitude toward the organization is improved. 

This attitude will then affect the customer’s 

satisfaction with the organization (Andreassen & 

Lindestad, 1998). Several studies reveal that the 

image of a visitor attraction significantly affects 

revisit intentions (Choi, Tkachenko, & Sil, 2011; 

Lee, Scott, & Kim, 2008; Nadeau, Heslop, 

O’Reilly, & Luk, 2008). Namely, visitors who have 

high evaluations of a visitor attraction where they 

have desirable emotion find a match in self-

congruity, or a favorable overall impression, and 

they would be disposed to visit or revisit the 

destination (Kim & Lee, 2015). Therefore, the 

following hypotheses are proposed: 

Hypothesis 6: Experiential quality has a positive 

effect on zoo image. 

Hypothesis 7: Zoo image has a positive effect on 

experiential satisfaction. 

Hypothesis 8: Zoo image has a positive effect on 

revisit intentions. 

Novelty-seeking has a negative influence on 

satisfaction (Assaker et al., 2011). If visitors seek 

novelty and the experience meets or exceeds their 

expectations, they will be dissatisfied. On the other 

hand, one of major antecedents of revisit intentions 

is novelty-seeking (Jang & Feng, 2007). Novelty-

seeking has become the powerful factor that is 

found to negatively affect revisit intentions of the 

visitors (Haque & Khan, 2013; Jang & Feng, 2007). 

As a consequence, the following hypotheses are 

proposed: 

Hypothesis 9: Novelty-seeking has a negative 

effect on experiential satisfaction. 

Hypothesis 10: Novelty-seeking has a negative 

effect on revisit intentions. 

Figures 1 indicates the hypotheses to test each path 

based on the conceptual research model.   

RESEARCH METHODOLOGY 

Questionnaire and pre-test 

In this study, each construct is measured using 

multi-measurement items because a single item  

 

Figure 1. A conceptual research model. 
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may lead to a high measurement error rate 

(Churchill, 1979). In this study, three to five items 

are adopted to measure each construct (Baker & 

Crompton, 2000; Crompton & Love, 1995). Three 

questions from the study of Wu and Li (2014) are 

designed to measure experiential quality. Based on 

the study of Lai (2015), three items are developed 

to assess affective commitment. Three items based 

on the study of Wu et al. (2014) are developed to 

assess experiential quality. Four items are used to 

measure novelty-seeking based on the study of 

Toyama and Yamad (2012). Three questions from 

the studies of Tsai, Lee, and Pan (2015) and Wu 

and Li (2014) are developed to assess zoo image. 

Five items are used to measure revisit intentions 

based on the study of Tosun, Dedeoglu, and Fyall 

(2015). All of the construct items are shown in the 

appendix.  

This study will initially develop a 44-item 

questionnaire. To confirm the content validity of 

the questionnaire, a discussion will be held with 

three zoo managers, four professionals, and six 

assistant and associate professors from China, all of 

whom specialized in the tourism industry. They 

will be asked whether the items are appropriate for 

the questionnaire. The items rate important (3), 

very important (4), or extremely important (5) by at 

least 90% of professionals and professors. The 

survey will also include some demographic 

questions that are consistent with previous studies 

on social and human behaviour. A seven-point 

Likert-type scale (1 = strongly disagree, 7 = 

strongly agree) is used for all construct items. 

Seven-point Likert items have been shown to be 

more accurate, easier to use, and a better reflection 

of a respondent’s true evaluation. In light of all 

these advantages, even when compared to higher-

order items, seven-point items appear to be the best 

solution for questionnaires such as those used in 

usability evaluations. Whether usability 

practitioners are developing a new summative scale, 

a satisfaction survey, or a simple one-item post-test 

evaluation item it would serve them well to use a 

seven-point rather than a five-point scale (Finstad, 

2010). The original question items are written in 

English; however, a bilingual expert is invited to 

translate them into Chinese to ensure the validity of 

the questionnaire. 

Sample and data collection 

Due to limited time and manpower, data will be 

collected using convenience sampling of visitors, 

aged over 18 years, who complete visiting the 

Beijing Zoo between June 2 and August 2, 2016. 

Cooper and Emory (1995) argue that the obvious 

advantages of adopting convenience sampling are 

low cost and save time. Convenience sampling is 

most commonly used technique because it is the 

best way of obtaining effective information fast. 

Although useful applications of the convenience 

sampling technique are somewhat limited, the 

sample can deliver accurate results when the 

population is homogeneous (Starmass, 2007).  

The Beijing Zoo is the largest zoo in China and one 

of the most famous zoos all over the world 

(Asiavtour.com, 2016). It is located in the Xicheng 

District (2km west of Xizhimen subway station), 

next to the Beijing Exhibition Hall. The zoo 

occupies an area of 89 hectares, including 5.6 

hectares of lakes and ponds. This ground includes a 

diverse collection of animals, a number of 

exhibition halls and some sites of historical interest. 

It is one of the oldest zoos and now the biggest zoo 

in China with the largest animal number of species 

(China Highlights, 2015). 

The survey administrators will be five 

undergraduate student helpers who understand the 

purpose of the study and have been trained in the 

use of the questionnaire. After the respondents are 

willing to respond to the questionnaire, they will be 

given the questionnaires to fill in. The 

questionnaire is self-completed by the visitors, with 

assistance available if required. The respondents 

will be required to complete and return the 

questionnaire to the surveyors around each exit of 

this visitor attraction. The reason for choosing 

Beijing Zoo for sample collection is that the 

number of visitors is large and it is suitable for 

measuring the zoo visitors’ perceptions of 

experiential quality, affective commitment, image, 

novelty-seeking, experiential satisfaction, and 

revisit intentions, as suggested by several 

researchers (China Highlights, 2015; Peng, Jiang, 

Liu, Huang, Zhang, & Wang, 2001). To ensure 

confidentiality, the names of study participants will 

not be required and the surveyors will ensure that 
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all survey respondents’ responses would remain 

completely confidential and anonymous. The 

participation in this study is voluntary. In order to 

ensure a high response rate, souvenirs will be 

prepared and given to respondents upon completion. 

DISCUSSIONS 

This study examines the theoretical concepts of 

experiential quality, affective commitment, 

novelty-seeking, image, experiential satisfaction 

and revisit intentions and their interacting 

relationships in the zoo setting. The proposed 

hypothetical model is developed for the further 

research on the Beijing Zoo. A better understand of 

the relationships among experiential quality, 

affective commitment, novelty-seeking, image, 

experiential satisfaction and revisit intentions in the 

zoo may help zoo management to retain its success 

and therefore receives more contributions to the 

tourism industry in China. This proposed model in 

this study is still on the early development stage 

and needs to be enriched. In order to revise this 

model and apply it in the zoo setting, further 

quantitative research will be performed to evaluate 

validity and reliability of the model. In the 

proposed model, experiential satisfaction will 

positively influence affective commitment, which 

in turn, results in experiential quality. Also, 

experiential quality positively affects zoo image. 

Moreover, experiential quality and zoo image 

positively influence experiential satisfaction while 

novelty-seeking negatively influences experiential 

satisfaction. Besides, affective commitment, zoo 

image and experiential satisfaction positively 

influence revisit intentions while novelty-seeking 

negatively influences revisit intentions. 

APPENDIX 

Scaled items 

Experiential quality 

EQ1. I believe that visiting this zoo is going to 

provide the visitor with an interestingly educational 

and instructive experience. 

EQ2. The quality of this zoo could be considered 

superior when compared to other zoos. 

EQ3. Visiting this zoo is a pleasant experience. 

Affective commitment 

AC1. I feel a strong sense of identification with 

this zoo. 

AC2. I feel emotionally attached to this zoo. 

AC3. This zoo has a great deal of personal 
meaning for me. 

Zoo image 

ZI1. This zoo provides good service. 

ZI2. This zoo is big and spacious. 

ZI3. This zoo has an exciting atmosphere. 

Novelty-seeking 

NS1. This zoo provides me with an unusual 

experience.  

NS2. This zoo provides me with a new experience. 

NS3. This zoo provides me with a new discovery. 

NS4. This zoo is new for me. 

Experiential satisfaction 

ES1. Visiting this zoo goes beyond my 

expectations. 
ES2. I really like this trip to this zoo. 

ES3. It is worthwhile to be in this zoo. 

Revisit intentions 

RI1. I would like to revisit this zoo in the near 

future. 
RI2. If I had to decide again, I would choose 

this zoo again. 

RI3. I would come back to this zoo in the future. 

RI4. I would visit this zoo more frequently. 
RI5. This zoo would be my first choice over 

other attractions. 

REFERENCES  

ANDERSON, E. W., FORNELL, C., and LEHMAN, 

D. R., 1994. Customer satisfaction, market share, and 

profitability: findings from Sweden. Journal of 

Marketing, 58(3), 53-66. 

ANDREASSEN, T. W., and LINDESTAD, B., 1998, 

Customer loyalty and complex services: The impact 

of corporate image on quality, customer satisfaction 

and loyalty for customers with varying degrees of 

service expertise. International Journal of Service 

Industry Management, 9(1), 7-23. 



Proceeding of the 4th International Conference on Hospitality and Tourism Management, Vol. 4, 2016, pp. 92-100 

98 

ASIATOUR.COM., 2016, Introduction, Date of 

access: 24/01/2016.    

http://ftp.cantonhouserestaurant.com/China_Beijing_

Beijing%20Zoo_Introduction_a216.html.   

ASSAKER, G., VINZI, V. E., and O’CONNOR, P. 

2011, Examining the effect of novelty seeking, 

satisfaction, and destination image on tourists’ return 

pattern: a two factor, non-linear latent growth model. 

Tourism Management, 32(4), 890-901. 

AZIZ, N. A., ARIFFIN, A. A. M., and OSMAR, N. 

A., and EVIN, C., 2012, Examining the impact of 

visitors’ emotions and perceived quality towards 

satisfaction and revisit intention to theme parks. 

Jurnal Pengurusan, 35, 97-109. 

BAKER, D. A., and CROMPTON, J. L., 2000, 

Quality, satisfaction and behavioral intentions. 

Annals of Tourism Research, 27(3), 785-804. 

BALMER, J. M., 2001, Corporate identity, corporate 

branding and corporate marketing-seeing through the 

fog. European Journal of Marketing, 35(3/4), 248-291. 

BANSAL, H. S., IRVING, P. G., and TAYLOR, S. 

F., 2004. A three-component model of customer to 

service providers. Journal of the Academy of 

Marketing Science, 32(3), 234-250. 

BANSAL, H. S., and VOYER, P. A., 2000, Word-of-

mouth processes within a services purchase decision 

context. Journal of Service Research, 3(2), 166-177. 

BARICH, H., and KOTLER, P., 1991, A framework 

for marketing image management. Sloan 

Management Review, 32(2), 94-104. 

BARICH, H., and SRINIVASAN, V., 1993. 

Prioritizing marketing image goals under resource 

constraints. Sloan Management Review, 34(4), 69-76. 

BELLO, D. C., and ETZEL, M. J., 1985, The role of 

novelty in the pleasure travel experience. Journal of 

Travel Research, 24(1), 20-26. 

BIGNE, J., E., ANDREU, L., and GNOTH, J., 2005, 

The theme park experience: an analysis of pleasure, 

arousal and satisfaction. Tourism Management, 26(6), 

833-844. 

BRODIE, R. J., WHITTOME, J. R., and BRUSH, G. 

J., 2009, Investigating the service brand: a customer 

value perspective. Journal of Business Research, 

62(3), 345-355. 

CHEN, C. F., and CHEN, F. S., 2010, Experience 

quality, perceived value, satisfaction and behavioral 

intentions for heritage tourists. Tourism Management, 

31(1), 29-35. 

CHINA HIGHLIGHTS., 2015, Beijing Zoo. Date of 

access: 17/01/2016. 

http://www.mybeijingchina.com/beijing-

attractions/beijing-zoo/ 

CHOI, J. G., TKACHENKO, T., and SIL,  S., 2011, 

On the destination image of Korea by Russian tourists. 

Tourism Management, 32(1), 193-194. 

CHUA, B. L., LEE, S., GOH, B., and HAN, H., 2015. 

Impacts of cruise service quality and price on 

vacationers’ cruise experience: moderating role of 

price sensitivity. International Journal of Hospitality 

Management, 44, 131-145. 

CHURCHILL, G. A., 1979, A paradigm for 

developing better measures of marketing constructs. 

Journal of Marketing Research, 16(1), 64-73. 

COOPER, D. R., and EMORY, C. W., 1995, 

Business Research Methods (Chicago, IL: Irwin). 

CROMPTON, J. L., 1979, Motivations for pleasure 

vacation. Annals of Tourism Research, 6(4), 408-424. 

CROMPTON, J. L., and LOVE, L. L., 1995, The 

predictive validity of alternative approaches to 

evaluating quality of a festival. Journal of Travel 

Research, 34(1), 11-24. 

CRONIN, J. J., and Taylor, T. A. 1992, Measuring 

service quality: a re-examination and extension. 

Journal of Marketing, 56(3), 55-68. 

CRONIN, J. J., and Taylor, S. A., 1994. SERVPERF 

versus SERVQUAL: reconciling performance-based 

and perceptions-minus-expectations measurement of 

service quality. Journal of Marketing, 58(1), 125-131. 

DAVEY, G., 2007, Public perceptions in urban China 

toward zoos and their animal welfare. Human 

Dimensions of Wildlife, 12(5), 367-374. 

FINSTAD, K., 2010, Response interpolation and 

scale sensitivity: evidence against 5-point scales. 

Journal of Usability Studies, 5(3), 104-110. 

FORNELL, C., JOHNSON, M. D., ANDERSON, E. 

W., CHA, J., and BRYANT, B. E., 1996, The 

American customer satisfaction index: nature, 

purpose, and findings. Journal of Marketing, 60(4), 7-

18. 

GILLILAND, D. I., and BELLO, D. C., 2002. Two 

sides to attitudinal commitment: the effect of 

calculative and loyalty commitment on enforcement 

mechanisms in distribution channels. Journal of the 

Academy of Marketing Science, 30(1), 24-43. 

GUNDLACH, G. T., ACHROL, R. S., and 

MENTZER, J. T. 1995, The structure of commitment 

in exchange. Journal of Marketing, 59(1), 78-92. 

HAQUE, A., and KHAN, A. H., 2013, Factors 

influencing of tourist loyalty: a study on tourist 

destination in Malaysia. In Proceeding of 3rd Asia-

Pacific Business Research Conference (pp. 1-16). 

Kuala Lumpur, Malaysia: Faculty of Economics and 

Management Sciences, International Islamic 

University. 

JANG, S. S., and FENG, R. 2007, Temporal 

destination revisit intention: the effects of novelty 



H. C. Wu, W. E. Hong, Y. C. Chen and T. P. Wu / An empirical analysis of experiential quality, affective commitment… 

99 

seeking and satisfaction. Tourism Management, 28(2), 

580-590. 

KANG, G. D., and JAMES, J. 2004, Service quality 

dimensions: an examination of Grönroos’s service 

quality model. Journal of Service Theory and Practice, 

14(4), 266-277. 

KAO, Y. F., HUANG, L. S., and WU, C. H., 2008, 

Effects of theatrical elements on experiential quality 

and loyalty intentions for theme parks. Asia Pacific 

Journal of Tourism Research, 13(2), 163-174. 

KAYAMAN, R., and ARASLI, H., 2007,  Customer 

based brand equity: evidence from the hotel industry. 

Journal of Service Theory and Practice, 17(1), 92-109. 

KIM, H. B., and LEE, S., 2015, Impacts of city 

personality and image on revisit intention. 

International Journal of Tourism Cities, 1(1), 50-69. 

KIM, Y. H., DUNCAN, J., and CHUNG, B. W., 

2015, Involvement, satisfaction, perceived value, and 

revisit intention: a case study of a food festival. 

Journal of Culinary Science & Technology, 13(2), 

133-158. 

KIM, Y. H., GOH, B. K., YUAN, J., 2010, 

Development of a multi-dimensional scale for 

measuring food tourist motivations. Journal of 

Quality Assurance in Hospitality Tourism, 11(1), 56-

71. 

Kim, Y. H., Kim, M., and Goh, B. K., 2011, An 

examination of food tourist’s behavior: using the 

modified theory of reasoned action. Tourism 

Management, 32(5), 1159-1165. 

LAI, I. K., 2015, The roles of value, satisfaction, and 

commitment in the effect of service quality on 

customer loyalty in Hong Kong–Style tea restaurants. 

Cornell Hospitality Quarterly, 56(1), 118-138. 

LEE, S., SCOTT, D., and KIM, H., 2008, Celebrity 

fan involvement and destination perceptions. Annals 

of Tourism Research, 35(3), 809-832. 

LEMKE, F., CLARK, M., and WILSON, H., 2011, 

Customer experience quality: an exploration in 

business and consumer contexts using repertory grid 

technique. Journal of the Academy of Marketing 

Science, 39(6), 846-869. 

LOUREIRO, S. M. C., and GONZÁLEZ, F. J. M., 

2008. The importance of quality, satisfaction, trust, 

and image in relation to rural tourist loyalty. Journal 

of Travel & Tourism Marketing, 25(2), 117-136. 

MALHOTRA, N., and MUKHERJEE, A., 2003. 

Analyzing the commitment–service quality 

relationship: a comparative study of retail banking 

call centers and branches. Journal of Marketing 

Management, 19(9/10), 941-971. 

MORGAN, J. M., and HODGKINSON, M., 1999, 

The motivation and social orientation of visitors 

attending a contemporary zoological park. 

Environment and Behavior, 31(2), 227-239. 

MORGAN, R. M., and HUNT, S. D., 1994. The 

commitment-trust theory of relationship marketing. 

Journal of Marketing, 58(3), 20-38. 

NADEAU, J., HESLOP, L., O’REILLY, N., and 

LUK, P., 2008, Destination in a country image 

context. Annals of tourism Research, 35(1), 84-106. 

NADIRI, H., and HUSSAIN, K., 2005. Perceptions 

of service quality in North Cyprus hotels. 

International Journal of Contemporary Hospitality 

Management, 17(6), 469-480. 

OLIVER, R. L., 1997, Satisfaction: A Behavioral 

Perspective on the Consumer (New York, NY: 

McGraw-Hill). 

OLIVER, R. L., 1999, Whence consumer loyalty?. 

Journal of Marketing, 63(special issue), 33-44. 

OTTO, J. E., and RITCHIE, J.R.B., 1996. The service 

experience in tourism. Tourism Management. 17 (3), 

165-174. 

PARASURAMAN, A., ZEITHAML, V. A., and 

BERRY, L. L. 1988, SERVQUAL: a multiple-item 

scale for measuring consumer perceptions of service 

quality. Journal of Retailing, 64(1), 12-40. 

PEARSON, P. H., 1970, Relationships between 

global and specified measures of novelty seeking. 

Journal of Consulting and Clinical Psychology, 34(2), 

199-204. 

PENG, J., JIANG, Z., LIU, W., HUANG, S., 

ZHANG, J., and WANG, W., 2001, Growth and 

development of giant panda (Ailuropoda melanoleuca) 

cubs at Beijing Zoo. Journal of Zoology, 254(2), 261-

266. 

PETRICK, J. F., 2002. An examination of golf 

vacationers’ novelty. Annals of Tourism Research, 

29(2), 384-400. 

ROSS, G. F., 1993, Ideal and actual images of 

backpacker visitors to northern Australia. Journal of 

Travel Research, 32(2), 54-57. 

STARMASS., 2007, Your key to business success in 

China, Date of access: 15/10/2105.  

http://www.starmass.com/en/research_sampling_met

hod.htm. 

TOMAS, S., SCOTT, D., and Crompton, J., 2002, An 

investigation of the relationships between quality of 

service performance, benefits sought, satisfaction and 

future intention to visit among visitors to a zoo. 

Managing Leisure, 7(4), 239-250. 

TOSUN, C., DEDEOGLU, B. B., and FYALL, A., 

2015, Destination service quality, affective image and 

revisit intention: the moderating role of past 

experience. Journal of Destination Marketing & 

Management, 4(4), 222-234. 



Proceeding of the 4th International Conference on Hospitality and Tourism Management, Vol. 4, 2016, pp. 92-100 

100 

TOYAMA, M., and YAMADA, Y., 2012, The 

relationships among tourist novelty, familiarity, 

satisfaction, and destination loyalty: beyond the 

novelty-familiarity continuum. International Journal 

of Marketing Studies, 4(6), 10-18. 

TSAI, H., LEE, J., and PAN, S., 2015, The 

relationships between casino quality, image, value, 

and loyalty. International Journal of Hospitality & 

Tourism Administration, 16(2), 164-182. 

UM, S., CHON, K., and RO, Y., 2006,  Antecedents 

of revisit intention. Annals of tourism research, 33(4), 

1141-1158. 

WU, H. C., and LI, T. 2014, A study of experiential 

quality, perceived value, heritage image, experiential 

satisfaction, and behavioral intentions for heritage 

tourists. Journal of Hospitality & Tourism Research. 

DOI: 10.1177/1096348014525638 

WU, H. C., LI, T., and LI, M. Y., 2014, A study of 

experiential quality, experiential value, experiential 

satisfaction, theme park image and revisit intention. 

Journal of Hospitality & Tourism Research. DOI: 

0.1177/1096348014563396 

WU, H., C., LI, T., and LI, M. Y., 2016, A study of 

behavioral intentions, patient satisfaction, perceived 

value, patient trust and experiential quality for 

medical tourists. Journal of Quality Assurance in 

Hospitality & Tourism. 

DOI:10.1080/1528008X.2015.1042621 

YUKSEL, A., 2001, Managing customer satisfaction 

and retention: a case of tourist destinations, Turkey. 

Journal of Vacation Marketing, 7(2), 153-168. 

ZEITHAML, V. A., PARASURAMAN, A., and 

BERRY, L. L., 1990, Delivering Quality Service 

(New York, NY: The Free Press). 


