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The Effects of Consumption Value Perceived by Resort Customers
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Abstract

This study aims to understand the influence of consumption value perceived by resort customers upon
customer satisfaction and behavioral intention. Based on total 324 customers obtained from the empirical
research, this study reviewed reliability and fitness of the research model and verified total 4 hypotheses with
AMOS program. The hypothesized relationships in the model were tested simultaneously by using a structural
equation model(SEM). The proposed model provided an adequate fit to the data, x2=467.489(p<.001), df=326,
CMIN/DF=1.434, GFI=911, AGFI=.889, NFI=.881, CFI=.960, RMSEA=.037. The model's fit, as indicated by
these indexes, was deemed satisfactory, thus it provided a good basic for testing the hypothesized paths. The
result showed that the functional value(8 .233, p<.01), social value(B .125, p<.05), emotion value(3 .310,
p<.001), epistemic value( .144, p<.05) had a positive significant influence on customer satisfaction. Also,
customer satisfaction(3 .225, p<.01) had a positive significant influence on behavioral intention. The
moderating effects by gender and marital status were found not to exist. Limitations and future research

directions are also discussed.
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oA, VIPH-¢-& a1 %01 1(*@14 XHSOA(}) NFI=.886, CFI=.967, RMSEA=.033 522 FA}lY]
S Ao A9akdat BEE B asfe] o of HlmA A1FE whek £l Ao ® vEyth
= 4ol A1814 72 e, 29 3e
Mz eZel, 29717F S5 o7} Al
<Table 2> Demographic characteristics of the sample
Characteristic N % Characteristic N %
Gend Male 183 56.5 Martial Single 221 68.2
eneer Female 141 435 status Married 103 318
~High school 16 49 20~29 185 57.1
Education College 82 253 Age(yr) 30~39 107 33.0
level University 175 54.0 40~ 32 9.9
Graduate university 51 15.7 Total 324 100
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{Table 3> Exploratory factor analysis

S ze)ets] A A 187 A 33(2012)

Factor loading

ftem Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 Factor 6 Factor 7
- Functional value
FV1 .070 -.057 .100 -.092 214 .671 .074
FV2 .008 011 .007 127 .020 .659 183
FV3 .009 .057 .049 .026 126 .824 .085
Fv4 .058 .031 -.023 .078 .051 764 191
- Social value
SV1 -.008 .805 .057 -.050 .068 -.048 .028
SV2 -.056 .830 -.020 .054 .009 -.035 .084
SV3 -.023 .865 .032 .028 .064 .098 .038
Sv4 .023 .861 -.031 .045 .072 .037 -012
- Emotion value
EV1 .015 .022 .094 -013 .072 182 123
EV2 .083 -017 .068 -.077 147 133 784
EV3 11 -.001 -.083 .086 115 .057 713
EV4 -.040 122 011 .080 128 145 .533
- Epistemic value
EPV1 153 011 173 261 .054 .036 -011
EPV2 .040 -.039 175 246 .083 .023 .062
EPV3 .090 013 137 189 107 .075 .082
EPV4 .079 .059 136 267 -.063 .005 -.042
- Conditional value
CV1 904 -.046 .066 -011 .013 107 .057
CV2 923 -.013 .050 .032 .062 .091 .035
CV3 .827 .042 .097 182 .025 -016 .015
CV4 7193 -.051 131 .089 .050 -.024 .067
- Customer satisfaction
CSl1 .029 103 .066 -.008 7104 181 228
CS2 .093 -.017 071 .052 .806 -.043 120
CS3 .052 -.018 .023 .024 790 163 112
CS4 -.028 168 015 119 .683 120 .058
- Behavioral intention
BIl1 016 .039 191 .631 .034 .098 -.027
BI2 116 -.004 312 746 .018 .058 .012
BI3 .057 .054 228 817 .079 -.026 .000
BI4 125 -018 242 792 .073 .020 145
Eigen Value 5.202 3.403 2.910 2.429 1.681 1.381 1.132
Cumulative of % 18.579 12.514 10.393 8.675 6.004 4.933 4.044

Total cumulative %

64.783

3. 718 A3

M S A% 24 o R AJREMT
TRYR Y BEYE ARgsI o, 12491 WY
o 7k 74 /dzie] FuwAE AT A,
YZEQ] AH7FR 9 nARE 2 g orE
A A 072 Foldk(p<.05, p<.01) Z&BA 7} 2
E AoZ 2AEAT<Table 5> 22y a4
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{Table 4> Confimmatory factor analysis and reliability analysis
. Standard Cronabach's
Item Estimate . S.E. C.R. M+SD
estimate a
+ Functional value
FV1 1.000 693 fixed
FV2 1.280 784 123 10376
FV3 1.001 563 119 8.440™" 384065 744
FV4 978 598 110 8.882""
- Social value
SV1 1.000 829 fixed
SV2 911 844 056 16310
SV3 737 761 050 14.604"™" 2.70:0.84 865
SV4 738 712 055 13453
- Emotion value
EVI 1.000 522 fixed
EV2 1.174 579 198 59417
EV3 1.537 a7 241 6387 392058 679
EV4 1.381 639 224 6.163""
- Epistemic value
EPV1 1.000 639 fixed
EPV2 985 689 093 10617
EPV3 957 768 .084 11382 424070 815
EPV4 875 618 .090 11.958™
- Conditional value
cvi1 1.000 906 fixed
cV2 1.022 951 039 26.448""
CcV3 838 753 048 17.349™ 4.27+0.86 897
Cv4 686 695 045 15219
- Customer satisfaction
CSl1 1.000 705 fixed
CcS2 1.025 700 .100 10286
3.5120.54 770
CS3 1.070 746 .100 10.675 77
CS4 962 576 110 8.776™"
- Behavioral intention
BI1 1.000 528 fixed
BI2 1421 768 159 8.993™"
BI3 1.391 802 152 9.161™" 4224072 807
Bl4 1.359 798 149 9.141™"
" p<.001

X*=447.482(p<.001), df=329, CMIN/DF=1.360, GFI=.913, AGFI=.893, NFI=.886, CFI=.967, RMSEA=.033

& pARsn B, FYAFE Fusel  F@
olg 2R S H% 48 wgol viet

=]
=3
A3} x>=467.489(p<.001), df=326, CMIN/DF=1.44, %3}
GFI=911, AGFI=889, NFI=.881, CFI=960, 2t}
RMSEA=.0372 UEl Bagozzi RF & Dholakia ik

UM(2002)%5°] AAIgE AFd= ddt 7|=S A A 7R E A3 75

2 FEA7)E Ao 2Abde] B AT A A A, A

2 71, A

=
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{Table 5> Conelation analysis of consumption value, customer satisfaction and behavioral intention

1 2 3 4 5 6 7
1 Functional value 1
2 Social value 490" 1
3 Emotion value 407" 048 1
4 Epistemic value 117 3307 094 1
5 Conditional value 126" -.005 150" 265" 1
6 Customer satisfaction 297" 149" 364" 143" 118 1
7 Behavioral intention 109" 063 109" 540" 2137 1597 1
p<05 “p<.01

o 9 FAE Ao zAbEel 44 HI,

Hl.,, Hl;, Hl.E XA H93, Hl.sE= 7125
o} ol &M F A4 }il 414 7HA],

71553 7HA, AKElA 71l el ol gt
g ekS w|ZthaL 3+ Ching FC & Chen FS(2010),
Lee JS et al.(2010), Williams P & Geoffrey
NS(2009), Park OK & Park EJ(2008), Park TH &

Lee MH(2003)%52] 919} Lx|5}= Ao

—-
o I+
o

A 7= a ARSI ol FRaAE 9l
31 3F Albert G & Peter M(2008)2] A7-2F= Ahut

9 Afolt}. w3 HEES

ATk 2201 F A

o
3L

TE ZMAH 7HRE

54 71, A A,

<Table 6> Results of the structural equation model

e

AL, o] 7]

A 7| el

N

o fr
o2 M
od I
o
o 9

. . . . Standardized
Hypothesized relationship Estimate . CR. p value Result
estimate
H1.; Functional value — Customer satisfaction 212 233 2.832 005" accepted
H1., Social value — Customer satisfaction .061 125 2.004 045 accepted
H1l.; Emotion value — Customer satisfaction 370 310 3.331 000" accepted
Hl., Epistemic value — Customer satisfaction 121 .144 2.149 032" accepted
Hl.s Conditional value — Customer satisfaction .026 038 618 537 rejected
H2  Customer satisfaction — Behavioral intention .240 225 3.274 0017 accepted

"p<.05 “p<01 "p<.001

X*=467.489(p<.001), df=326, CMIN/DF=1.434, GFI=911, AGFI=.889, NFI=.881, CFI=960, RMSEA=.037

Functional
Value
Social
Value
Emotion .
Value
Epistemic -
Value ]
Conditiona
Value

Customer

Behavioral
Intention

*P<.05 **P<.01 ***P<.001
a: Standardized estimate

<Fig. 2> Structural equation model
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{Table 7> Moderating effects of gender

Aol =ste] QA AT 83

Male(n=183)

Female(n=141)

Unconstrained Constrained

2 2 2,
B t-value B t-value I&(ﬁ%g%() I&%d:%lsf?) AX(ED)
H1, .195 1.739 272 2.184° 894.837 894.860 .023
Hl., 129 1.524 132 1.408 894.837 895.166 .329
Hl.; 281 2.291" .369 2.501" 894.837 894.838 .001
Hl.4 119 1.259 .162 1.663 894.837 895.612 775
Hl.s .092 1.129 -.021 -.226 894.837 875.653 -19.184
H2 248 2.573" 184 1.907 894.837 894.875 .038

p<.05 CMIN/DF=1372, GFI=.846, AGFI=809, NFI=.798, CFI=934, RMSEA=034

i)

2 s oed FoT <

Abelo] 7Hd H2E AAH
B9 ARl BEE @ aae
PrEelmet BelFAEE 2e A
o= & Holt}a 3 Lee BK & Kim JH(2011),
Kim SJ(2011), Jeon HK(2010), Shin WS(2008),
Chen CF & Tsai DC(2007), Cronin Jr JJ & Taylor

SA(1992)2] 1777} A3k Asfolcy

o 3
Lmr:_ﬂ

ft
N

°|

off o I W
N

IS 2H7ER 9 1A
T gl gso| mete] QlupAAleA e 24
71228 3} nested FHA| |

A3 = <Table 73 2oH 7]1E 23
k! Hzit Xaiss2) 894.837, GFI=.846, AGFI=.809,
NFI=.798, CFI=.934, RMSEA=.034 S22 &}

{Table 8> Moderating effects of marital status

sk B4 A, AR 24w G
= nlAE QA ol e me &
oI 2RI EAH B RO A
o

F, Frolgh 2ol 5 Holx|E AT 914

o el wlal 4FH A A WEo] e
Aoz e, ol del e o] Hl
WEd % PE FAF PH) IFL
A e Row 2l fE, 49 7
Pt oy BE aAmEe] Fold P v
A Ao 2A) old @ Ave o)
whe} A7k 2kt @ Nam ST & Yoo

HJ(2007), Yang Y & Lee EJ(2002)2] 17} 43

Sk Aol w3 U3 JAAAA o AE
o] 2HF s nES A= <Table 8>3 2t
718 23] AT e 894.204, GFI=.844,

AGFI=.805, NFI=798, CFI=.934, RMSEA=.034
SO ZAEUT B, 4n7ix e nA
T gl gl meto] AR HA A A ERT
2 A g9E EA5HA] &= Aoz FAES]

Single(n=221)

Married(n=103)

Unconstrained Constrained

model X2 model X2 AXHdf=1)
B t-value B t-value (df=652) (df=653)
Hl, 158 112 .290 037" 894.204 894.466 262
Hl., .101 177 122 289 894.204 894.257 .053
Hl,; 399 002" 226 119 894.204 894.816 612
Hl, .190 023" .038 734 894.204 894.679 475
Hl.s .017 .823 .093 .394 894.204 894.624 420
H2 277 001" .055 .588 894.204 896.755 2.551

*p<.05 CMIN/DF=1.371, GFI=.844, AGFI=.805, NFI=.798, CFI=.934, RMSEA=.034
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