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ABSTRACT
According to the consumer’s behavior theory, persona values is a major factor in
determining consumer’s behavior, and is used as an effective tool to understand consumer’s
psychographic and market segmentation. Constructing a structural equation modeling of customers
the desire to return of Tsing-Ching area based on the EKB Model, this study intends to explore the
relationship between personal values, setting attributes, satisfaction and the desire to return of the
customers. The present features, personal values, setting attributes, satisfaction and the desire to
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return of 405 respondent customers. Cronbach’s & , descriptive statistics, t-test, one-way ANOVA
and structural equation modeling.

The result of the empirical analysis suggests that the main customer group of home stay
facilities in Tsing-Ching area is of 21 to 40 aged , and servicing business that have college
education and average incomes from NT$ 20,001 to NT$ 50,000. As far as the home stay facilities
resources are concerned, the largest percentage of the target group is using Internet as a means to
acquire information. The result further suggests that the structural equation modeling of the desire
to return was found to be an acceptable model. The study of relationship between personal values,
setting attributes, satisfaction and the desire to return of the customers suggests the following:

the factors of personal values and setting attributes played a direct and positive effect on the
customers satisfaction levels;

the satisfaction factor had a direct and positive effect on the desire to return;

the factors of customers values and setting attributes had no effect on the desire to return.
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1 EKB
Engel Kollaa  Blackwelll 1995
Rokeach Rokeach Value Scale RVS
Values and Lifestyle Segmentation VALS
List of Value LoV 1999 Kahle  Kennedy 1989
VALS VALS
LoV
Kahle 1983 LoV
security sense of belonging
sense of accomplishment being well-respected
self-respect self-fulfillment fun and enjoyment of
life excitement warm relationship with others
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Cronbach’ s a
Descriptive Statistics
T T-test

One-way ANOVA

Linear Structural Relationships LISREL
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Cronbach’ s a

0.8167 0.8660 0.9132 0.8815 Cronbach’ s a 0.7
LISREL
1 56.8%
43.2% 21~30 46.9% 31~40 38.3%
22.7% 17.3% 16.5%
286 70.6% 48.9% 51.1%
20,001~30,000 23.2%
30,001~40,000 19.0% 36.0% 33.1%
1 N=405
(%) (%)
175 | 43.2% 1 0.2%
230 | 56.8% 10 2.5%
20 16 4.0% () 108 | 26.7%
21~30 190 | 46.9% 260 | 64.2%
31~40 155 | 38.3% 26 6. 4%
41~50 30 7.4% 207 | 51.1%
51~60 11 2.7% 198 | 48.9%
61 3 0.7% 66 16.3%
70 17.3% 20,000 21 5. 2%
51 12.6% 20,001~30,000 94 23.2%
67 16.5% 30,001~40,000 77 19.0%
40 9.9% 40,001~50,000 64 15.8%
7 1.7% 50,001~60,000 38 9.4%
28 6.9% 60,001~70,000 25 6.2%
33 8.1% 70,001 20 4.9%
92 22.7% 146 | 36.0%
17 4.2% 114 | 28.1%
134 | 33.1%
11 2.7%
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75.6% 73.1%
89.1% 2
49_1% 22.5% 16.8%

31.4% 22.2%

21.7% 48.1% 44.°7%

37.5%
24..0%
2,001~3,000 36.0%
3,001~4,000 28.9%

2 N=405
306 | 75.6% 4 1.0%
55 | 13.6% 195 | 48.1%
44 | 10.9% 181 | 44.7%
296 | 73.1% 23 5.7%
84 | 20.7% 2 0.5%
25 | 6.2% 73 | 18.0%
361 | 89.1% 36 8.9%
38 | 9.4% 11 2.7%
6 1.5% 97 | 24.0%
199 | 49.1% 152 | 37.5%
34 | 8.4% 3 0.7%
91 | 22.5% 33 8.1%
68 | 16.8% 2,000 43 | 10.6%
13 | 3.2% 2,001~3,000 146 | 36.0%
4 1.0% 3,001~4,000 117 | 28.9%
127 | 31.4% 4,001~5,000 50 | 12.3%
39 | 9.6% 5,001~6,000 19 4.7%
88 | 21.7% 6,001~7,000 14 3.5%
25 | 6.2% 7,001~8,000 13 3.2%
32 | 7.9% 8,001 3 0.7%
90 | 22.2%
3 4.51
4.29 4.28 4.23
3.22 3.96

30



3.96

4.51 0.632
3.22 0.854
4.28 0.652
4.29 0.689
4.08 0.754 4.11
3.9 0.769
4.19 0.740
4.23 0.699
4.22 0.672
4
4.38
(4.64)
4.25 | 0.647
4.30 |0.619 |
4.38 | 0.609
4.14 | 0.709
4.23 | 0.726
4.01 | 0.696
4.24 | 4.27
4.07 | 0.764
4.64 | 0.551
4.14 | 0.715
417 |03 |
4.32 | 0.742
4.55 | 0.638
4.09
3.92 5
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4.29

3.91 0.754
3.90 0.743
3.92
3.98 0.790
3.90 0.785
4.36 0.727
4.00
4.10 0.719
4.09
3.90 0.782
4.01 0.731
4.22 0.757
3.96
3.71 0.824
6
(4.18)
(4.03)
4.29 [0.688
4.16
4.03 |0.847 4.17
4.18 [{0.807| 4.18
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T p T p
-0.35 | 0.7238 -1.41 | 0.1587
0.83 | 0.4054 -0.51 | 0.6100
-0.18 | 0.8579
T P T p
0.84 0.3994 0.87 | 0.3847
0.39 0.6943 0.15 | 0.8827
0.51 0.6111
F P F P
0.56 | 0.7316 2.22 | 0.0515
0.44 | 0.8239 1.09 | 0.3663
1.20 | 0.3068
1.68 | 0.1011 1.20 | 0.2984
0.71 | 0.6831 0.88 | 0.5334
0.75 | 0.6468
1.33 | 0.2587 0.80 | 0.5228
0.52 | 0.7231 0.33 | 0.8565
1.31 | 0.2662
0.58 | 0.7749 0.94 | 0.4744
1.08 | 0.3730 0.60 | 0.7551
1.44 | 0.1876
1.37 | 0.2518 1.06 | 0.3669
1.30 | 0.2755 1.92 | 0.1255
0.59 | 0.6251
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€ (€2

My (o) 17
Bagozzi  Yi 1988
0.5 0.95
10
0.5~0.95
10
T

(X1) 0.798 |13.682| 0.449 0.032
(X2) 0.977 |14.164| 0.150 0.045
(X3) 0.692 |13.275| 0.555 0.032
(X4) 0.517 |12.238| 0.695 0.032
g (X5) 0.549 |12.479| 0.671 0.035
9 (X6) 0.597 |12.789| 0.635 0.036
(X7 0.498 |12.082| 0.708 0.034
(X8) 0.435 |11.457| 0.752 0.031
(X9) 0.509 |12.170| 0.701 0.031
(X10) 0.608 |11.633| 0.626 0.028
(X11) | 0.390 | 7.853 0.781 0.028
) (X12) 0.477 | 9.616 0.723 0.029
(Y1) 0.386 |10.662| 0.783 0.031
(Y2) 0.400 |10.872| 0.774 0.030
() (Y3) 0.442 |11.428| 0.747 0.032
(Y4) 0.243 | 8.583 0.870 0.029
(n 2) (Y5) 0.152 | 5.525 0.921 0.032
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X2 x‘/df GFl goodness of fit index AGFI adjusted
goodness of fit index NFI  normed fit index NNFI  non-normed fit index
CFl comparative fit index RMR root mean square residual RMSEA

root mean square error of approximation

X’ 341.987(p=0.00) 11 x°
Joreskog  Sorbom 1993 X’
3
X’ 3 GFlI 0.906 NNFI 0.902 CFI
0.919 AGFI NFI RMR RMSEA
11
X 341.987 p=0.00
X °/ df 3 3.15
GFI1 0.9 0.906
AGF1 0.9 0.873
NF1 1 0.884
NNFI 0.9 0.902
CFI1 1 0.919
RMR 0.05 0.052
RMSEA 0.05 0.073
3.
composite
reliability average variance extracted
1
12 13 Bagozzi  Yi 1988

0.5
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12

t
8.929 0.202
2.840 0.023
11.395 0.308
15.105 0.483
14.435 0.451
(¢3))
13.432 0.403
15.498 0.502
16.818 0.565
15.280 0.491
12.364 0.392
15.854 0.610
@€ 2
14.558 0.523
13
t
17.739 0.614
17.460 0.600
1
N 16.601 0.558
21.065 0.757
( 2) 22.931 0.848
2
2001
Yi 1988 0.6
0.6 0.755~0.890 14
Bagozzi  Yi 1988
0.5
0.5 0.508~0.803
14
0.835 0.381
0.755 0.508
0.815 0.595
0.890 0.803
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4 3
3 2
1.
0.5~0.95
15
t
0.483 7.066 0.719 0.035
0.365 3.154 0.797 0.050
€ v 0.578 8.707 0.650 0.040
0.628 9.497 0.610 0.041
0.599 11.550 0.633 0.344
G 9 0.406 8.254 0.771 0.444
2
0.471 9.556 0.727 0.428
0.387 10.674 0.783 0.031
M 9 0.400 10.868 0.775 0.030
1
0.443 11.435 0.747 0.033
0.243 8.577 0.870 0.054
(N2 0.152 5.544 0.921 0.068
2.
X’ 67.866(p=0.0119) 16 X /df (1.48) 3
AGFI NFI NNF1 CFI 0.9 RMR RMSEA
0.05
16
X’ 67.866 p=0.00
X 2/ df 3 1.48
GF1 0.9 0.974
AGF1 0.9 0.954
NF1 1 0.968
NNFI 0.9 0.983
CF1 1 0.988
RMR 0.05 0.013
RMSEA 0.05 0.035
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17 18
0.372~0.848
17
t
12.083 0.517
3D 9.711 0.635
10.852 0.422
10.094 0.372
12.533 0.401
E 2) 15.691 0.594
14.701 0.529
18
-
17.734 0.613
QD) 17.475 0.600
16.599 0.557
21.074 0.757
(M 2) 22.925 0.848
0.6 0.755~0.890
0.487 0.5 0.487~0.803
19
19
0.789 0.487
0.755 0.508
0.812 0.590
0.890 0.803
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4 20
4 20 0.1

R 0.1)

(0.77) 10% 77%

20
-

0.172 - 0.172 2.006**

0.165 - 0.165 1.872*

0.020 0.153 0.173 0.349

-0.084 0.147 0.063 -1.400

0.893 - 0.893 8.685***

* p<01 **  p<0.05 *** p<0.01
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