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Abgract

This sudy ams to ssgment the market of on-line accommodation reservation
basad on the expected sarvice function, and to invesigate the customer satisfaction
relationship modd. The main findings indude (1) ‘ product comparison viainternet’,
‘convenient usage and ‘ lower pricé are the most popular reesons for usng on-line
accommodeation resarvation sarvices. (2) The expectance of on-line sarvice ad its
percaved paeformance are hypothesized to be the two antecedent factors affecting
cusomer satisfaction. Through factor andyds, the former can be represanted by four
functions, i.e. ‘product information updating functiori, ‘ interactive communication
functioni, ‘webdte information providing function and ‘membership sdf-hdp
function, while the later by three functions, i.e. ‘interactive budget offer function,
“product-combining function’ and ‘trading provided function. (3) The market of
on-line accommodation reservation for users can be identified four segments of the
domestic market in interes udng two-dage duder andyss ae ‘ generd savice
function pursuer’ , * price information function pursue’ , “ dl-in-one function pursuer’
and ‘ information searching function pursuer’. @) From the andyss of dructurd
eguation modd, the expectance of ontline sarvices has ggnificant direct pogtive
effect on the customer's percaived paformance but indirect effect on customer's
satidfaction and loydty. In addition, percaived pearformance has dgnificant effect on
both satisfaction and loydty directly. Satisfaction dso has Sgnificant pogtive effect
on loyalty directly.
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22 (9.4%)

46 (100.0%) 45 (100.0%) 82 (100.0%)

60 (100.0%)

233 (100.0%)

%
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5.19

5.19

29 (63.0%) 32(71.1%) 43(52.4%) 33(55.0%) | 137 (58.8%)
8(17.4%)  2(44%)  3(37%)  5(83%) | 18(7.7%)
8(17.4%) 10(22.2%) 33(40.2%) 21(35.0%) | 72 (30.9%)
1(22%)  1(22%)  3(37%)  1(17%) | 6(2.6%)
46 (100.0%) 45 (100.0%) 82 (100.0%) 60 (100.0%) |233 (100.0%)
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H-2-1

H-2-2

H-2-3

H-2-4

H-2-5
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H-2-7

H-2-8

54.2

5.20
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X2 P

12.045 9 0.211
9.790 9 0.368
8.148 12 0.773
10.870 9 0.285
9.981 12 0.618
8.554 9 0.479

5.5

H1

H-1-1

H-1-2

H-1-3

H-1-4

H-1-5

H-1-6
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551
Bagozzi & Yi 1988
Preliminary Fit Criteria Overal Mode Fit Criteria

Fit of Interna Structure of Modd

1
0.5~0.95
0.52~0.95
0.068 522
5.22
T
A xaa( = ) 0.88** 0.038 0.23 6.25
A onl . ) 083 0039 029 7.40
A xai( - ) 0.78** 0.039 0.33 8.38
A e . ) 052 0068  0.70 10.28
A va( N ) 0.86** 0.032 0.36 8.05
A vai( N ) 0.90** 0.032 0.22 6.91
A va . ) 0.80** 0044 043 9.92
A va( - ) 1.00 -- -- --
A yss( - ) 0.95** 0.041 0.086 2.09
A ves( - ) 0.84** 0.038 0.29 7.59

*x P 0.01
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Absolute Fit
Measures Incremental Fit Measures
Parsmonious Fit Measures 523
5.23
43.70 (P=0.012) P a )
GFI 0.96 0 1
RMSEA 0.057 0.05~0.08
AGFI 0.92 0.9
NNFI 0.98 0 1 0.9
NFI 0.98 0 1 0.9
= 0.99 0 1
PNFI 0.54
PGFI 0.44 0 1
NCI 1.748 1
3.
Individual Item Réiability 05
Composite Reliability 0.6

0.5

7



5.24

5.24
0.88** 0.77
LR
0.83 0.70 0.8535
| _o7s** 0.65
= | o052 =._028
0.86** 074
7 0.90** 0787 | 08781
Az 0.80%* 059\
f 1.00 100\ 100
0.95% 0.91 \\
rfrfr | 0.8950
1 0.84** 0.71 ',
=l P 001 |
|I'G|II|I ! _'Il
L1 [ I
"'.'II'-,_“\ II.-'I..'I
\ f,.f_,e
55.2 s =
e P
B
Yy u 045



Y 2120.06,y 3120.03

B 2120.51, B 31:0. 13

B 3220.63
5.25
5.25
- 0.45 - 0.45
- - 0.23 0.23
- - 0.20 0.20
- 0.51 - 0.51
- 0.13 0.32 0.45
- 0.63 - 0.63

H3

H4

81



H5
H6é
H7

H8

CoyT.

1.* P 005 ** P 0.01 t
2.
53
55.3
. 7, 080
0% 2 ¢

, 071
29% N1 3 ‘
;048

82



5%

r] 1= 045*E 1+ 080
n ,=0.51*n ;+0.058*¢ +0.71

n 3=0.13*n ,+0.63*n ,+ 0.032*¢ ,+0.48

R*=0.20
R?=0.29

R*=0.52

1)
2
3)
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4P Product

Price Promotion Place

6.2.1
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PDA
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