i &

~F 3 & * Parasuraman, Zeithaml and Berry PR & BV HAEZ B L A 2 L B
Rz AT B REL BB FEY B RETTAFEL P I RBESE ()
HALZRELAALT HE S HERLAHERLRLTE > AN RIS T (4

IEER T2 SN SR BT e SR A IS LAY
BERET Y ANIRBET () 2 LR -

R T oy - B > AFAdT o LAF 2 RHER IR SE BT D
Tk 2 R e duE g0 ¥ 5% - Parasuraman ¥ 4 >t 1985 i #7dk 4 SRR
U HA S LAY OERAA D A R AP LR R T I RRE S
NEFEAGL c R ERE RS A K Bt o 4748 SPSS 22.0 &2 AMOS
220 B R T2 % BT T f”ﬁ&" LR FapI MR DB R*AD AT

R AT~ AR BB T AT R S B
LEFHT RBER (BT ) §HFR L
LRABEIAY N3RPT (0 ) 2 AR Y fFEG T g
(

W) HEERLRZE T MAFE R EO T Rk RBAFE G ER -

PRBRERL R LR 2R
S

AT REREINA > PR LRLARAL T EFE > Ear@fed BR L RELF

B R AT R FE B A r MPREY KT RRE THAGI T 4

Matin P Lk ipE PZBIRBEF - MEERAR LR E - LRAKE



ABSTRACT

This study applies Parasuraman, Zeithaml, and Berry's service quality models to
analyze customer satisfaction and repurchase intention. Taking tourist hotels as an
example, it is expected to achieve the following research objectives: whether service
quality has a meaningful impact on satisfaction, customers satisfaction and repurchase
intention are positively correlated, ~service quality will positively affect repurchase
intention, customer trust will moderate satisfaction and service quality, the last one is

satisfaction will mediate between service quality and repurchase intention.

Firstly, analyze the tourism hotel industry and use literature discussion to define
each project and measurement dimension. Next, referring to the service quality model
proposed by Parasuraman et al. in 1985 and conducting a questionnaire survey. After the
questionnaire is collected, will use statistical analysis software SPSS 22.0 and AMOS
22.0 software to analyze and verify the relationship between the various variables in the
research framework. This study uses item analysis, reliability analysis, descriptive

statistics, confirmatory factor analysis, and structural equation model.

The results show that service quality (gap) will significantly affect customer
satisfaction and repurchase intention. Customer satisfaction will partly mediate service
quality (gap) and repurchase intention. In addition, customer trust will moderate service
quality (gap) to customer satisfaction. As for demographic variables, gender is significant
in customer satisfaction. Annual income and the number of visited hotels in Taiwan are
both significant in repurchase intention. Other demographic variables such as age,

education level, and average accommodation spending are not significant.
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