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Abstract

Previous tourism studies examined the relationships among image, satisfaction and revisit intension behavior. In
recent years, research trends compared to geography and environmental psychology in the field, sport tourism
issue is a new subject in tourist areas. Therefore, the study aimed to examine the linkage between these variables
and sport tourism . The structural relationships between the variables were examined by adopting a structural
equation modeling (SEM) approach. The results showed that Sport tourism image had the most important direct
effect on revisit intension. Also, tourism image had an indirect effect on revisit intention as mediated by
attraction and satisfaction respectively. In addition, the relationships among sport tourism attraction, image,
tourist satisfaction, and revisit intention appeared evidence in this study. In the future, the main focus of
government should be to build up and improve tourism image dimensions, such as offering diverse services and
products for tourists, creating more exotic sentiments and entertainment, displaying interesting bikeway street
performances and stall characteristic.
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Chapter I

Introduction

Background

Bicycle is a traditional transportation vehicle. Nowadays, it is not only a bicycle but also it is an exercise machine.
People ride bicycle to decrease transportation cost and to get exercise to get health. Especially people like to ride
bicycles together on weekend. Sports Affairs Council of Executive Yuan suggested a project to increase sport
population in 2002. it hoped the bicycle sport population could come to 300,000 in 2007 (Sports Affairs Council
of Executive Yuan,2002).It was estimated that bicycle sport population will come to 700,000 in 2008 by Council
for Economic Planning and Development of Executive Yuan. The SA (Sports Administration, Ministry of
Education) has devoted itself to the following policies:

1.Promoting the “Coming-of-Age Ceremony on a Bike”.

The SA’s promotion of the “coming-0f-Age Ceremony on a Bike” has been inspired by President Ma Ying-jeou’s
600 km bike adventure accomplished in September 2007. Youngsters are encouraged to learn more about their
homeland by taking a bicycle tour. Not only leaving behind a beautiful memory, such a feat can also put their will
and perseverance to test. The ceremony is divided into three parts. Those who have turned 16 are invited to
complete a 100 km ride in the community where they have grown up. After 18, the goal is to try riding across
counties and cities for a total of 500 km. Signifying their adulthood attainment-turning 20-will be a 1,000 km
island-wide tour. Boys and girls are thus encouraged to learn the true meaning of “gratefulness, responsibility and
sharing” before they are officially initiated into the adult world.

2.Constructing a Comprehensive Bike Path Network.

The citizens of Taiwan increasingly look forward to the comprehensive and safe bike path network that many
Europeans have long taken for granted. Building on what is already in place, the SA is set to implement a
multiyear program for building a national network of cycle lanes. Other than taking into account the specific
requirements of each region and offshore islands, the network will connect all the “green corridors” to be found
throughout the country.
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The goal is to formulate a larger coastal round-the-island network and a smaller island network also spanning the
entire island. By 2012, the SA expects to complete an additional 1,500 km of cycle lanes, which will constitute 17
county-level regional networks.

Since health consciousness gains ground and energy price increases, people ride bicycle activity is the best choice
among sports and is the best way to conserve energy and reduces carbon. On the other hand, bikeway is
constructed like a raging fire to let people experience the funny of riding bicycle. Taiwan has constructed 40 paths
at the end of 2007. they combine natural view and humanities environment utilizing road and public
transportation system to plan and construct riding path all over the nation. The total length has come to 1,180
kilometers all over Taiwan (Council for Economic Plan and Development, 2008). Chiayi city government
promotes bikeway construction very enthusiastically. They constructed a bikeway along the Jiayo railway to
supply a nice environment to exercise in the morning and take a walk in the evening. The total length is 3.5
kilometers. Since it is newly completed recently and the reaction of local people and tourists is very important for
government’s policy reference. This paper would like to investigate the factors about revisiting intention of Jiayo
bikeway in Chiayi city.

Research Problem

Jiayo bikeway is recently constructed in Chiayi city. If the authorities can continue to increase revisit intention to
catch more tourists’ favors and revisit, this study will be helpful for both local economic and cultural
development.

1. Previous studies examined the structural relationships among image, attraction, satisfaction and revisit
intention behavior. From the economic perspective, According to Mat Som et al. (2011: 178), “previous
studies show 2% increase in customer retention has the same effects on profits in terms of cost cutting by
10%”. Study on revisit intention is vital for tourism businesses. Furthermore, preserving loyal tourists is an
important contribution to the profitability of business (Hsu et al., 2008).

2. How to preserve tourists’ high revisit intention to Jiayo bikeway? Government and local managers are pursuing
the answer.

3. Which is better at predicting revisit intention to Jiayo bikeway? the image ,attraction or tourist satisfaction?

4. Does image have a positive effect on revisit intention ?

5. Does attraction have a positive effect on revisit intention?

6. Does satisfaction have a positive effect on revisit intention?

To base on the research outcome, we can look forward to bring up great contributions on tourism industryand
make the marketing strategies.

Obijective of the Study

This research investigates the variables including Tourism Image, Tourism Attraction, Tourist Satisfaction and
Revisit Intention in order to talk about the relationship within the case of Jiayo bikeway in Taiwan Chiayi city.
Our objective in this paper attempts to observe and present tourists’ behaviors, favors, occupation and age group
and present a conceptual framework for enhance customer revisit intention. Next, to analyze the effects of
Tourism Image, Tourism Attraction and Tourist Satisfaction on the tourists’ Revisit Intention on the Jiayo
bikeway. Third, to address some suggestions about how to enhance the tourists willing to revisit Jiayo bikeway in
Taiwan .

Expected Results

The expected result of this research is testing and verifying the factors of tourism image, tourism attraction and
tourist satisfaction have the positive effect on the revisit intention. We expect to get the statistical relationships
among variables and the information behind relationships. We expect to offer effective suggestions and advices to
government through this research.

Scope of Study

This study focused on the opinions of local people and tourists of Chiayo bikeway. The local people maybe take
exercise in the morning and in the evening everyday. Tourists may visit here on Saturday and Sunday. Data was
collected about demographic situation and image, attraction, satisfaction after visiting Chiayo bikeway via
guestionnaire. They are different groups and have different opinions about Chiayobikeway.
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Limitation of the Study

1. This research focuses on the opinions of local people and tourists of Chiayo bikeway, so the results can be
referenced but cannot be inferred to other bikeways.
2. The research methodology is via questionnaire. So we suppose that people answer questions seriously. The
measure might have some bios resulted by the recognition and cooperation of the sample.
Definitions of Terms

Tourist Attraction: A tourist attraction is defined as a system comprising three elements: a tourist or human
element, a nucleus or central element, and a marker or informative element. A tourist attraction comes into
existence when the three elements are connected (Leiper, 1990: 371)

Bikeway Image: An image is an artifact, for example, a two-dimensional picture, that has a similar appearance to
some subject—usually a physical object or a person. We define bikeway image as the perception of specific
bikeway of bicycle rider that will influence the riders’ image. Sport Tourist Satisfaction: the extent of overall
pleasure or contentment felt by the tourist. According to Kozak and Rimmimgton (2000), tourist satisfaction is
important to successful destination marketing because it influences the choice of destination, the consumption of
products and services, and the decision to return satisfaction is important to successful destination marketing.
Tourist satisfaction in this study, we refer the Fornell (1992), defined as the overall feeling when customers
buying or after using the products and services. Revisit Intention: Revisit intention is defined as repurchase
intention and behavior that demonstrates the willingness to recommend and disseminate positive information for a
service provider. Revisit intention is an indicator used to predict customer purchase behavior (Jang & Namkung,
2009).

Chapter li
Review of Related Literature

This chapter will focus on the review of literature related to research objective and research problem. It includes
Theory of planned behavior, image, tourist satisfaction, revisit intention, theoretical framework, conceptual
framework, research hypotheses.

Theory of Planned Behavior

Over the past few decades, a number of theories have been developed and tested in different contexts for
understanding human behavior. Ajzen (2002) claimed that the theory of planned behavior is one of most
influential and popular conceptual frameworks to study human behavior. The theory of planned behavior was
initially proposed by Ajzen in 1999, and it has received great attention in the literature. For example, the literature
reveals that the theory of planned behavior has been cited in 18,475 studies as of Jan. 6, 2012 by searching in
Google Scholar. In the same way,the theory of planned behavior has been listed as a key phrase by 1,099
dissertations or theses and 353 articles. The theory of planned behavior has been applied into different topics and
supported by most studies which applied the theory such as leisure (Ajzen & Driver, 1992; Hrubes et al., 2001;
Pierro, Mannetti & Livi, 2003;Latimer et al., 2005; Chatzisarantis & Biddle, 1998), tourism (Han et al.,
2011;Greenslade& White, 2005; Lam & Hus, 2006), therapeutic recreation (Galea & Bray,2006), health behavior
(Conner et al., 2002), consumer behavior (Pavlou&Fygenson,2006; Kassem, et al., 2003), etc.

The theory of planned behavior is an extension of the theory of reasoned action introduced by Fishbein & Ajzen
in 1975. Both theories were rooted in the social psychology field and used to explain informational and
motivational influences on behavior (Conner & Armitage, 1998). Like the theory of reasoned action, the concept
of intention to perform a given behavior is central to the theory of planned behavior. In the theory of planned
behavior, people's intentions can predict his/ her behavioral performance. Intentions are “assumed to capture the
motivational factors that influence a behavior; they are indications of how hard people are willing to try, or how
much of an effort they are planning to exert, in order to perform the behavior”’(Ajzen, 1991: 181). A behavioral
intention can best be elucidated as an intention for planning to perform a certain behavior (Ajzen, 2002).
Generally speaking, when people have a stronger intention to engage in a behavior, they are more likely to
perform the behavior (Ajzen, 1991). The link between intention and behavior is the reflection that people tend to
engage in behaviors they intend to perform. As Doll and Ajzen (1992) indicated, when people have complete
control over behavioral performance, intention should be sufficient to predict behavior.
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According to the theory of planned behavior, an individual's intention is determined by three conceptually
independent predictors: attitudes, subjective norms, and perceived behavioral control toward a specific behavior
(see Figure 1).

In combination, attitude, subjective norms, and perception of behavioral control toward a specific behavior lead to
the establishment of a behavioral intention (Ajzen, 2006). The first predictor, attitude, is a person’s behavioral
beliefs and positive or negative evaluation of the behavior in question (Latimer & Martin Ginis, 2005). Fishbein
and Ajzen (1975) defined attitude as “a learned predisposition to respond in a consistently favorable or
unfavorable manner with respect to a given object”.

As Rhodes, et al. (2006) mentioned, attitude has a main effect on the predictability of exercise intentions and
behavior. However, Fishbein and Ajzen (1975) claimed that attitude alone is hard to predict a behavior; it should
aggregate with other variables. The second predictor, subjective norms, is function of normative beliefs, which
means the perceived social pressure to perform the behavior or not (Ajzen, 1991). As Ajzen (2002) pointed out, a
person’s perceptions toward a specific behavior is influenced by pressure groups. Thus, there should be a need to
understand how subjective norms play an important role in a person’s behavioral decision. The last predictor
influencing an individual's intention is perceived behavioral control (PBC), which is the difference between the
theory of reasoned action and the theory of planned behavior. Perceived behavioral control means the perceived
ease or difficulty of performing the behavior is assumed to reflect past experience as well as anticipated
impediments and obstacles (Ajzen, 1991). The theory of planned behavior is expanded from the theory of
reasoned action by adding this concept.

Attitutede

Behaviol’

Figure 1The theory of planned behavior

Hausenblas et al. (1997) applied the theory of reasoned action and the theory of planned behavior to exercise
behavior and concluded that the theory of planned behavior is more useful than the other one. Thus, we can say
that perceived behavioral control really plays an important part in the theory of planned behavior. According to
the theory of planned behavior, perceived behavioral control and behavioral intention can be used directly to
predict behavioral achievement; however, the relative importance of intention and perceived behavioral control in
the prediction of behavior is expected to differ in various situations and behaviors (Ajzen& Driver, 1992). As a
general rule according to the theory of planned behavior, the more favorable the attitude and subjective norm with
respect to a behavior, and the greater the perceived behavioral control, the stronger should be an individual’s
intention to perform the behavior under consideration (Ajzen, 1991).

Image

Image plays an essential role in geography, marketing, psychology and tourism academic research since
Boulding(1956) proposing that human behavior depends upon perceived image rather than an objective reality.
The concept of “image” in the tourism research included the terms of “tourism image”, “tourism destination
image” and “destination image”. In general, the terms of “tourism image”, “tourism destination image” and

“destination image” all have the similar meaning they all adopt the “destination” to be the object of the image.
(Crompton, 1979; Moutinho, 1987; Lawson and Baud-Bovy, 1997)
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There is broad agreement among authors regarding the influence of tourism image on the behavior of individuals
(Ashworth & Goodall, 1988; Mansfeld, 1992). Since tourism image is defined by many authors as an individual’s
overall perception or total set of impressions of a place (Hunt, 1975; Fakeye & Crompton, 1991; Phelps, 1986) or
as the mental portrayal of a destination (Crompton, 1979; Kotler et al, 1993; Middleton, 1994; Milman & Pizam,
1995; Alhemoud & Armstrong, 1996; Seaton & Benett, 1996), which influence over tourists’ behavior (Cooper et
al., 1993). Recently, Martin and Bosque (2008) joined rational and emotional interpretations from tourists to
define tourism image as multi-dimensional. Most comprehensive tourism image definition defined by Echtner and
Ritchie (1991) comprises attribute, holistic, functional, psychological, common and unique components.
“Destination image” has become a common discussion issue of tourism in the past three decades (Pike, 2002)
since it affects the individual’s subjective perception, satisfaction, consequent behavior and destination choice
(Stabler, 1988; Telisman-Kosuta, 1989; Chon, 1990; 1992; Echtner and Ritchie, 1991; Rittichainuwat et al, 2001;
Beerli and Martin, 2004; O’Leary and Deegan, 2005; Loureiro and Gonzalez, 2008) which becomes a critical
factor in a tourist’s decision process. The image of the tourism destination is a complex construct. Baloglu and
McCleary (1999) proposed a framework of tourism image formation, which provide a comprehensive guideline
for understanding the complexity of destination image.

STIMULUS
FACTORS

¢ Information Sources

PERSONAL
FACTORS
= Psychological
e  Amount
e Type

o Values

¢ Motivations

* Personality
e Social

e Age

e Previous Experience
¢ Education e Distribution
+ Marital Status

e  Others

Figure 2 General framework of destination image formation

This framework demonstrates that personal factors, stimulus factors, cognitive and affective factors were all
significant in formulating a destination image. In addition to the framework, many studies have provided
important findings to support this framework. Gallarza et al. (2002)’s research described the importance of
information source. Then, they concluded that perceptions are more crucial than the realities and perceptions are
the real motivator for travelling. Moreover, many scholars have defined destination image or tourism image
related to the combination of cognitive and affective images (Dobin & Zinkhan, 1990; Hanyu, 1993; Vaughan &
Edwards, 1999; Martine & Bosque, 2008). Hanyu (1993) suggested that “affective meaning refers to the appraisal
of the affective quality of environments while perceptual/cognitive quality refers to the appraisal of physical
features of environments” Studies have identified the value that people give to tourism destinations, not only
through knowledge but though an emotional response related to the place (Liljander and Strandvick 1997; White
2002; Yu and Dean 2001). More importantly, behavior might be influenced by the affective quality of an
environment rather than by its objective properties directly (Russel and Sonodgrass, 1987 cited in Baloglu and
Brinberg, 1997). However, affective image has been overlooked in recent researches. Pike (2002) conducted a
review of 142 research papers during 1973 to 2000: only six papers joined the affective image into the evaluation.
Tourism image researches have been mostly destination based, which evaluate a particular destination’s overall
image (Pike, 2002; Lee et al., 2006; Choi et al., 1999). From this thought, it overlooked the significant
component’s impacts on overall image of a destination.

Tourist Satisfaction

Esu and Arrey (2009) demonstrated that Past research revealed that customer satisfaction is an important
theoretical and practical issue. For most marketers and consumer researchers, customer satisfaction is regarded as
a marketing tool to attract the most variable segments of the market. According to Kozak and Rimmimgton
(2000) tourist satisfaction is important to successful destination marketing because it influences the choice of
destination, the consumption of products and services, and the decision to return satisfaction is important to
successful destination marketing; Philip and Hezlett (1996) recognize the fact that one of the strategic routes used
by leisure firms in gaining competitive edge has been through an increase concentration in customer satisfaction.
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They also seem to be agreement in the fact that, customer satisfaction influences the choice of destination, the
consumption of products and services and the decision to return. Customer satisfaction is increasingly becoming a
corporate goal as more and more companies strive for quality in their product or service.

The phenomenology of customer satisfaction has received so much attention by both academics and practitioners
in the field of marketing and psychology. The common theories underpinning the concept of customer satisfaction
are:

1. The expectation-disconfirmation model (Oliver, 1980a).

2. Expectation-perception gap model (Parasuraman et al., 1985).
3. Performance-only model (Pizman and Millman, 1993).

4. Pivotal-core-peripheral (PCP) model (Philip and Hazlett, 1996).

Akama and Kieti (2002) found that Tourists, like other customers, usually have initial expectations of the type and
quality of services to be offered in a particular destination. These expectations are formed mainly through
information provided via tourism advertisements, commercials, brochures, mass media and informal information
from friends and relatives. The extent to which tourist expectations are met will eventually determine the level of
tourist satisfaction. If the overall performance, while or after visiting a destination, exceeds or meets initial
expectation then the tourist is considered satisfied. However, if perceived performance falls below initial
expectation then the tourist may be dissatisfied. Customer satisfaction is increasingly becoming a salient issue in
most service industries. With reference to the tourism and hospitality industry, it can be stated that satisfied
tourists are more likely to recommend the tourist destination to others, which is the cheapest and most effective
form of marketing and promotion (Crosby, 1993; S.oderlund, 1998). Furthermore, tourist satisfaction usually
contributes to increased rates of the retention of tourists’ patronage, loyalty and acquisition, which in turn helps in
realizing economic goals like increased number of tourists and revenues. As a consequence, there is usually a
positive association between tourist satisfaction and the destination’s long term economic success. Moreover,
tourists can express their satisfaction through many ways such as positive word of mouth, paying compliments to
the service or product provider and development of long-term loyalty to the destination. At the same time, through
tourist satisfaction, the relationship between the tourist and the tourist destination is strengthened.

Bitner and Hubbert (1994) describe customer satisfaction as a feeling or an attitude of a customer towards a
service after it has been used. Studies have also confirmed that there is a relationship between service quality,
satisfaction and behavioral intention and then service quality and behavioral intention. As defined by Cronin and
Mackey (1992: 127) service quality reflects a consumer’s evaluative perceptions of a service encounter at a
specific point in time. In contrast, customer satisfaction judgments are experimental in nature, involving both an
end-state and process, and reflecting both emotional and cognitive elements. In the field of marketing, and leisure,
there is a general acceptance of the claim that service quality influence overall customer satisfaction (Lee et al.,
2004; Valle et al. 2006; Huh, 2002; Crompton and Love, 1995; Parasuraman et al., 1988; Cronin and Mackey,
1992). Huh (2002) wrote that Several researchers have studied customer satisfaction and provided theories about
tourism (Bramwell, 1998; Bowen, 2001). For example, Parasiraman et al.’s (1985) expectation perception gap
model, Oliver’s expectancy— disconfirmation theory (Pizam and Milman, 1993), Sirgy’s congruity model (Sirgy,
1984; Chon and Olsen, 1991), and the performance — only model.(Pizam et al., 1978) have been used to used to
measure tourist satisfaction with specific tourism destinations. In particular, expectancy- disconfirmation has
received the widest acceptance among these theories because it is broadly applicable.

Pizam and Milman (1993) utilized Oliver (1980b) expectancy-disconfirmation model to improve the predictive
power of travelers’ satisfaction. They introduced the basic dynamic nature of the disconfirmation model into
hospitality research, while testing part of the original model in a modified form. In order to assess the causal
relationship 13 between two different disconfirmation methods, they employed a regression model with a single
“expectation — met” measure as the dependent variable, and 21 difference-score measures as the independent
variables. Some studies on customer satisfaction are also notable in tourism behavior research. For example,
Pizam et al. (1978) investigated the factor structure of tourists’ satisfaction with their destination areas. The
authors showed eight distinguishable dimensions of tourist satisfaction. Barsky and Labagh (1992) introduced the
expectancy—disconfirmation paradigm into lodging research. Basically, the proposed model in these studies was
that customer satisfaction was the function of disconfirmation, measured by nine “expectations met” factors that
were weighted by attribute — specific importance. The model was tested with data collected from 100 random
subjects via guest comment cards.
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As a result, customer satisfaction was found to be correlated with a customer’s willingness to return. Chon and
Olsen (1991) discovered a goodness of fit correlation between tourists’ expectations about their destination, and
tourists’ satisfaction. Then, after tourists have bought the travel service and products, if the evaluation of their
experience of the travel product is better than their expectations, they will be satisfied with their travel experience.
Furthermore, Chon and Olsen (1991) provided an intensive literature review of tourist satisfaction. One thing to
be noted, however, is that although the posited social cognition theory offers an alternative way of explaining
satisfaction processes, its methodological mechanism is analogous to that of expectancy—disconfirmation theory.

In other words, the concepts of congruity and incongruity can be interpreted similarly to the concepts of
confirmation and disconfirmation, both of which can result in either positive or negative directions. Pizam et al.
(1978) stated that it is important to measure consumer satisfaction with each attribute of the destination, because
consumer dis/satisfaction with one of the attributes leads to dis/satisfaction with the overall destination.
Furthermore, Rust, Zahorik, and Keininghan (1993) explained that the relative importance of each attribute to the
overall impression should be investigated because dis/satisfaction can be the result of evaluating various positive
and negative experiences.

About the dimension there are two ways to measure it:

Overall attitude dimensions measured: Anderson, Fornell and Lehmann (1994) considered that the overall
customer satisfaction means a consumer product or service for a full purchase and consumption experience, and
formed by the accumulation over time, the overall evaluation. Oliver (1997) that measure the overall attitude of
the way for consumers to self-important attribute to their weighting, to more accurately reflect the true level of
satisfaction of consumers. Cole and Scott (2004) studied that the overall satisfactions for the tourists in an area the
overall feel of the collection of satisfaction. Multi-attribute dimensions measure: Zeithaml and Bitner (2000)
believes that satisfaction is extensive, it was Brand image, perceived value, the relationship between customer
satisfaction and customer loyalty - A Case Study of Travel Overseas Group Package Tour 67 service quality,
product quality, price, situational factors and personal factors. Lee et al. (2004) that the measurement of tourist
satisfaction with the overall sense of pleasure, desire and willingness to pay level of dissatisfaction. Millan and
Esteban (2004) study of customer satisfaction in the travel industry, the use of confirmatory factor analysis
approach, summarize the measurement of multiple dimensions of customer satisfaction for the service encounter,
empathy, the reliability, service environment, comments efficiency, additional attributes and other six dimensions
measure. Yoon and Uysal (2005) in travel motivation, satisfaction and loyalty study destination that tourist
satisfaction measurement to the desired level of satisfaction, the value of tourism experiences in the past
compared tourist areas. In summary, Tourists express satisfaction or dissatisfaction after they buy tourism
products and services (Fornell, 1992). If tourists are satisfied with the products, then they will have the motivation
to buy them again or they will recommend them to their friends. Tourist satisfaction in this study, we refer the
Fornell (1992), defined as the overall feeling when customers buying or after using the products and services.

Revisit Intention

Thomas (1995) study also pointed out that the cost of attracting new customers is five times the cost of
maintaining existing customers. According to Reichheld and Sasser (1990) study, when companies increased by
5% on customer retention rates, the profit will increase 25% to 85%.Thus; loyal customers will be the main
source of competitive advantage, so keep loyal customers of the business are concerned and a very important task.
Drake, Gwynne, and Waite (1998) pointed out that loyalty can be divided into behavioral, cognitive, and affect
factors. Behavioral loyalty means customer actuary buying behavior, cognitive behavioral loyalty intentions
concerning the future customers’ behavior. Emotional loyal means the attitude of the enterprise from customers.
And customers who have a good impression on the enterprise most likely turn to long-term loyalty. So the attitude
is an important factor in Loyalty. Smith (1998) pointed out that when customers strongly feel that a company has
the best ability to meet their needs, and this status cannot be replaced by other firms, then the customers have a
“loyalty” to the enterprise. Bowen and Shoemaker (1998) also argued that customer loyalty is a repeat purchase
behavior, and seems themselves as their business partners. In summary, customer loyalty can be divided into
behavioral and psychological aspects of performance, and this performance could reduce customer turnover rate,
and create a competitive advantage. Sirgy, Morris and Coskun (1985) noted that customer loyalty as a customer
has a tendency to repeat shopping for a particular store. Customer loyalty is also defined as a kind of relationship
between personal attitudes and repurchases behavior (Dick &Basu, 1994).
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Jones and Sasser (1995) defined customer loyalty as a customer has a sense of belonging or identity to the
company's staff, services or products, such feelings will directly affect the follow-up customer's buying behavior.
The study also further divided loyalty into long-term loyalty and short-term loyalty: long-term customer loyalty
means consumer buy a particular brand of product or service, not easy to change the selection; short-term loyalty
means when customers have a better selection of products or store, the customer will immediately change their
decision. Cavero and Javier (1997) pointed out that customer loyalty is the customer has a preference for a
particular company's products and will not consider the products of other companies when they need to re-
purchase.

Oliver (1997) also believe that customer loyalty is the customers have a consistent and strong intention in future
re-purchase product, therefore repetitive purchase the same brand, not because of changes in circumstances and
marketing activities transfer their behavior and impact. Smith (1998) proposed customer loyalty means when the
customers really get products and services from the seller, and these products and services did not expect from the
seller's competitors.

In addition, Fredericks, Hurd, and Slater (2001) reported that the concept of customer loyalty offer the proposed
of “share of customer” loyalty to this quantitative measure; relative to the pursuit of market share in traditional
businesses, the so-called customer share is trying to sell more goods to the same customer, in other words, for a
specific type of consumer, trying to get customers on goods or services in a specific proportion reached the
highest ratio of value, if the customer spend higher budget can be classified as the more loyal customers.
Reichheld and Schefter (2000) thought that “customer loyalty” is to the right customers for the trust, in other
words, to find worth customers to investment, and obtain the commitment to this customer relationship.
According to the literature review, this study is defined “customer loyalty” as “the customer identity and
preferences of the company's services or products, and in the future have a strong willingness to re-purchase or
repetitive purchase the same brand and its combination, not because of the situation changes or marketing
activities to transfer behavior, also the customer will be voluntary to create a positive word of mouth for the
company.” Reichheld et al. (1990) demonstrated that satisfaction of the customer will increase loyalty for
business, and increase loyalty of customers means that the probability of repeat purchase in the future will be
substantially increased. Since the past few years the rise of the Internet, also caused rapid amplification of the
number of global sites. How each site survive and highlight out in the online world, it must rely on customer
loyalty, that is, company web site master by loyalty. (Smith, 2001)

Reichheld et al.(1990) first proposed, “the network loyalty” (E-Loyalty) the term refers to the customer loyalty
resulting from transactions over the Internet. Smith (2001) also mentioned in the study, some sites boast that they
have millions of registrations, and that such growth to show they have a network loyalty. But the real measure of
loyalty is customer to attend the network again and the level of interaction. For the measurement of customer
loyalty in dimensions, in general, there is the attitude side, behavioral and comprehensive three ways to measure
it. To measure customer attitudes often refers to emotional and psychological level. But customers may often
occur a behavior: they like a company or brand or product but not consumption. This phenomenon is found by the
products may be too expensive. (Toh et al., 1993), if use the only way to measure the level of customer loyalty
through the attitude will cause bias. The behavioral measure often as repurchase intentions as index
characteristics, but customer purchase behavior cannot be representative of the brand loyalty (TePeci, 1999). So to
overcome this deficiency can be measured by a combination and integrated improvement, and then more
accurately predict ratio on customer loyalty (Pritchard and Howard, 1997). Later, most scholars tend to measure
customer loyalty integrated way. (Wong and Sohal, 2003; Baumann et al., 2005).Methlie and Nysveen (1999) in a
study on customer loyalty in online banking divided customer loyalty into emotional loyalty (Affective Loyalty)
and attitudinal loyalty (Conative Loyalty). Customer loyalty refers to the emotional perception that the bank is
better than the other competitors, and it is more like the bank; attitude of customer loyalty is to continue use the
bank's intentions in the future. Parasuraman et al. (1985) on “The Behavioral Consequences of Service Quality” in
the article, customer loyalty should include: the positive reviews of companies, the firm recommended to potential
customers, friends and business transactions advocates, business-first priority during purchase options, and
increase future transactions with the enterprise. In addition, as many scholars divided loyalty into attitude loyalty
and behavior loyalty attitude, therefore, the two have different measurement methods. Chaudhuri and Holbrook
(2001) in “The chain of effects from brand trust and brand affect to brand performance: the role of brand loyalty”
a text, use the “next time when I buy a similar product, I will choose this brand again”, and “I will continue to buy
this brand of products” as two indicators to measure consumer behavior loyalty.
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Meanwhile, the author uses “I have some commitment to the brand”, and “I am willing to pay a higher price than
other brands to buy this brand of goods” and other two indicators, to measure consumer attitudes loyalty.

Roberts et al. (2003) noted that use of information sharing, positive reviews refer a friend, continued to buy,
purchase additional services and try the new service six indicators to measure customer loyalty. In the competitive
environment, manufacturers have been able to achieve customer satisfaction, but still unable to retain customers,
the main reason is that company’s lack of customer loyalty. Customer loyalty, after all, is the source of long-term
profitability. Reichheld et al. (1990) that the real value of customer loyalty is cash benefits. Shoemarker and
Lewis (1999) find that “loyalty triangle” model (Royalty triange) to build customer loyalty framework.

(A) Service process: the process of service operation including all customers and service providers to join in all
activities. (B) Value Creation: Including value added and access. (C) Database Management / Communication:
Building the customer preference database to provide customers with special services, and use advertising mail
notification and contact customer about their contact and activity. It can be seen, in addition to new customers, the
sources of the customers from the results of other companies which change “action loyalty” and the company's
customer retention, therefore, it is the key changes affecting customer loyalty to the company's financial
profitability. Kandampully (1998) also approached that customer loyalty is a web business’s commitments and
guarantees to quality service this study suggests that customer loyalty is caused by the inner psychological
customer loyalty, with repeat purchase behavior characteristics and help the company to propagate are customer
loyalty behaviors. Although the measure of customer loyalty for the scholars do not the same, but in the form of
“repurchase intention” and “willingness to recommend” two indicators seems as higher rates of repetition.
Although the indicators “repeat purchase” rate is not low, but according to scholars demonstrated that measure the
customer loyalty by customer dealing with a company and repurchase intention at any time who ask the customer
whether the re-purchase of specific products or services’ intention in the future. The explanation could understand
the behavior of repeat purchase intention is to the performance of the repurchase behavior (Heskett et al., 1994).

This study is based on Hui et al. (2007) research. Used 2 items to measure the tourist’s revisit intention, the first
of all is “likelihood of revisiting”, and the second one is “likelihood of recommendation”. Hui et al. (2007) that
the environmental impact and marketing practices could potentially lead customer loyalty to the conversion
behavior, customer “to re purchase” this preferences for the product or service unchanged. For a description of the
network customer loyalty, customer loyalty will be defined as “a deeply held commitment to rebuy or repatronize
a preferred product/service consistently in the future, thereby causing repetitive same-brand or same brand set
purchasing, despite situational influences and marketing efforts having the potential to cause switching behavior”.
And “fervently desires to re-buy a product or service and will have no other — pursuing this quest against all odds
and at all costs” (Oliver, 1997: 36)

Theoretical Framework

Theoretical Framework Explanation: the framework describes the relations among bikeway image, tourist
satisfaction, sport tourism attraction and revisit intention. This Theoretical Framework is constructed as follows.
First, Kozak (2001) suggested that repeat visitors are more likely than first time visitors to return to the same
destination in the future and the level of overall satisfaction considerably influences intentions for repeat visits.
Therefore, tourist satisfaction with the destination would influence revisit intentions, which in turn, lead to revisit
behavior. Bigné et al. (2001) empirically investigated structural interrelationships among destination image,
quality, satisfaction, and after-purchase behavior. Their findings confirmed that destination image not only
directly affects quality, satisfaction, and future behavior but also indirectly affects future behavior through quality
and satisfaction. Tourists are likely to develop emotional attachment with destinations they visit, and this
psychological attachment could be an important antecedent and a sensible measure of tourist loyalty to a
destination (George & George, 2004; Lee, Backman, & Backman, 1997).
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Figure 3Theoretical Framework

Conceptual Framework

Conceptual Framework is constructed as follows. First, conceptual background and hypotheses one to seven are
proposed based on an evaluation of previous research. Next, the Methodology will be outlined. Subsequently, a
model, including tourism image, sport tourist satisfaction, sport tourism attraction and revisit intentions, is
specified, based by the appropriate dimensions by scholar’s definition followed by the results. Also, for the
originality value of the paper is completed by a conclusion and implications through analysis the questionnaires.
In this study, the new proposed causal relationships among these variables will be developed from theory and
examined empirically.

1.
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Sport tourism image Scales: The measurement of tourism image, we summed up of several researches, they
divided the tourism image into two kinds of image (Cognitive image and Affective image) Separated them into 3
dimensions included “environment”, “facilities’and “bikeway planning”.

Tourists Satisfaction Scales: Tourists satisfaction measured on the item refers to Cole and Scott (2004). The
concept of the tourism products and services for the overall measure of satisfaction for tourist there are
6items:“psychology”, “education”, “social relationship”,“relaxation”,“physiology” and “aesthetic”.

Sport tourism attraction: Sport tourism attraction conceptualization consisted of measures capturing 3
dimensions: “sport dimension”,“space dimension” and “time dimension”.

Revisit Intention Scales: Revisiting Intention was measured using an adapted version of the Hui et al. (2007)
scale. Used 2 items to measure the tourist’s revisit intention, the first of all is “likelihood of revisiting”, and
the second one is “likelihood of recommendation”.

Figure 4Conceptual Framework
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Research Hypotheses

According to the research framework, this research brings up 5 hypotheses. The inference process and the
hypotheses elaborated in the follow contents.

Consequences of Tourism Image:

Kotler, Bowen, and Makens (1996) consider that the following sequence could be established:
image—attraction—satisfaction—revisit intention. In this way, tourism image would affect how customers
perceive attraction . Tourism image exercises a positive influence on attraction and satisfaction, because it moulds
the expectations that the individual forms before the visit, and these variables depend on the comparison of such
expectations with experience (Font, 1997; Phelps, 1986) as suggested by Gronroos (1984).

In tourism, Appiah-Adu et al. (2000); Heung and Cheng (2000) and Kozak and Rimmington (2000) suggest that
attraction is an antecedent of satisfaction. In tourism, Court and Lupton (1997) found as a result of their study of
the image of New Mexico, that the image of the tourism destination positively affected an intention to revisit in
the future. Andreassen and Lindestd (1998a) mentioned that in the service industries, the company image is an
important factor to affect the attraction, the consumers’ satisfaction and the loyalty. Fombrun and Shanley (1990)
also addressed the advantages of the positive image; the positive image will bring the additional profit and inhibit
the competitors in the same industry. Moreover, the positive image will help to get the higher profit and make the
customer to consider that the company has good products and good service and easy to attract more talent for the
company.

Bigné et al. (2001) considered that the tourism destination image will affect tourists’ behavior. Actually, for the
destination there were not good or bad, the value of the destination will depend on the different of the emotion
links to the tourism market (Davidoff & Davidoff, 1983). Furthermore, the attractions from the previous
experience and tourism image will have inference on the tourists’ revisit intention for a tourism destination (Lee,
2001). And the researchers Hou et al. (2005) also addressed that the attractions of different tourism destination
images will affect the intensity of the revisit intention between different groups. Combinations of the above, we
concluded that the tourism image will affect the tourists’ behavior, and then that will have some inference on the
revisit intention. Thus, the following four first hypotheses are:

H1: bikeway image has a positive influence on leisure satisfaction.

H2: bikeway image has a positive influence on revisit intentions.

H3: leisure satisfaction has a positive influence on revisit intentions.

H4: sport tourism attraction has a positive influence on bikeway image.
H5: sport tourism attraction has a positive influence on revisit intentions.

Chapter lii
Research Methodology
Locale of the Study

The locale of this study focused on Jiayo bikeway. Jiayo bikeway is built by using local idle old railway. Bike
road lies on both sides of original railway. In accordance with local terrain and the landscape features,
government sets open space station, landscape layout, and Lotus pool. It starts from Chinese Petroleum
Corporation (CPC) Chiayi factory, along with Chiayi City District and the Chiayi County shuishangxiang and
Terminal is tropic station of astronomical square, full length about 3,500 meters. It is Chiayi City District
emerging dedicated bike road and the landscape step road. The entire lane runs through Chiayi City, linking urban
and rural pastoral scenery, scenery full of blue skies, green space.

Population and Sampling Procedures

Population

The population of this study focused on the tourists who visited the Jiayo bikeway and local people.

Sampling

In all forms of research, it would be ideal to test the entire population, but in most cases, the population is just too
large that it is impossible to include every individual. This is the reason why we rely on sampling techniques like

convenience sampling, the most common of all sampling techniques. WE prefer this sampling technique because
it is fast, inexpensive, easy and the subjects are readily available. Follow the convenient sampling approach.
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A survey was conducted face-to-face collect primary information to help understand the tourists’ local people’s
opinion. The randomly selected tourists and local people were asked questions from a questionnarie. Statistical
accuracy is a function of sample size. The larger the sample size, the more the statistical accuracy of the results.
At some point though, the increase in statistical accuracy may not be worth the additional cost. A sample size of
400- often referred to as the‘”Magic 40”- which gives a statistical accuracy of + or - 5% is thought of as the most
cost effective sample size. We collected 600respondents’ questionnary answer sheets and the valid sample size is
572.

Measurement of Variable

In this study would take the questionnaire survey. The gquestionnaire adopts Likert-type scale with 5 degrees, and
uses the criteria of the measurement as follows: 5= Strongly Agree, 4= Agree, 3= Neutral, 2= Disagree and 1=
Strongly Disagree, to measure the respondents’ intention for each question. Moreover, after the data analysis, we
can discuss the degree of the agreement, if gets the point between of 4.21 — 5.00, that means strongly agrees with
the argument; if gets the point between of 3.41 — 4.20, that means agrees with the argument; if gets the point
between of 2.61 — 3.40, that means neutral with the argument; if gets the point between of 1.81 — 2.60, that means
disagrees with the argument; finally, if gets the point between 1.00 — 1.80, that means strongly disagrees with the
argument. The measurement of variable of each concept and the items in every concept will be discussed in the
follows.

Tourism Image

The measurement of tourism image, we summed up of several researches included Fakeye and Crompton (1991);
Echtnerand Ritchie (1993); Baloglu and McCleary (1999); Chen and Kerstetter (1999); Chaudhary (2000);
Baloglu and Mangaloglu (2001) they divided the destination image into two kinds of image (Cognitive image and
affective image) then separated them into 10 dimensions included “Space”, “Amenities”, “Historic and cultural
spot”, “Price level”, “Atmosphere”, “People”, “Local cuisine”, “Traditional handicraft/Souvenir”, “Security” and
“Affective feeling”.

Table 1 Tourists’ image Scale

Variable Variable

No.

name
1. Jiayo bikeway has Multiple natural view IMA1
2. Jiayo bikeway has Many kinds of flowers and trees IMA2
3. Jiayo bikeway has good air quality IMA3
4. Jiayo bikeway has wide view IMA4
5. Jiayo bikeway has no car disturbance IMA5
6. Jiayo bikeway has suitable distance to drive IMAG
7 Jiayo bikeway has good leisure equipment at tropic of Cancer IMA7

' Park

Source: Fakeye and Crompton (1991); Echtner and Ritchie (1993); Baloglu and McCleary (1999); Chen
and Kerstetter (1999); Chaudhary (2000); Baloglu and Mangaloglu (2001)

Attraction
The measurement of attraction adapted from Garvin’s research (1987).

Table 2Tourists’ attraction Scale

No.  Variable Variable name
1. I can increase Physical Fitness ATT1
2. I can earn leisure happiness ATT2
3. I can improve driving skill ATT3
4. Jiayo bikeway has beautiful field scenery ATT4
5. Jiayo expresses different experience in four seasons ATTS

Source: Garvin (1987)
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Tourists’ Satisfaction

Tourists’ satisfaction measured on the item refers to Cole and Scott (2004), the concept of the tourism products
and services for the overall measure of satisfaction for tourist .

Table 3Tourists’ Satisfaction Scale

No.  Variable Variable name
1. I become healthier SAT1
2. I increase self-confidence SAT?2
3. It is a new type of exercise SAT3
4. I can accumulate leisure experience SAT4
5. Ican make acquaintance of newfriends SATS
6. I relax body and spirit SAT6
7. I resolve nervous living SAT7
8. I increase muscular endurance SATS8
9. I can lose weight SAT9

Source: Cole and Scott (2004)
Revisit Intention

Revisiting Intention was measured using an adapted version of the Hui et al. (2007) scale (see Table 4). They used
2 items to measure the tourist’s revisit intention, the first of all is “likelihood of revisiting”, the second one is
“likelihood of recommendation”.

Table 4 Revisiting Intention Scale

Variable Variable
No.
name
1. I am willing to revisit theJiayo bikeway. REV1
2. I am willing to recommend Jiayo bikeway. REV?2

Source: Hui, Wan and Ho(2007)
Research Instrument

The variables included of Tourism Image, Attraction, Tourist Satisfaction, and Revisit Intention. In this research,
the variable is defined and measured way stated the following: First, tourism image: the reference to Fakeye et al.,
(1991); Echtner et al., (1993); Baloglu et al., (1999); Chen et al., (1999); Chaudhary (2000); Baloglu et al., (2001)
had description of the tourism image of the site, the tourism image is defined as including Cognitive image and
Affective image.

Second, satisfaction: According to Kozak and Rimmimgton (2000) tourist satisfaction is important to successful
destination marketing because it influences the choice of destination, the consumption of products and services,
and the decision to return satisfaction is important to successful destination marketing. The description of the
satisfaction is defined asoverall pleasure felting by the tourist, resulting from the bikeway’s experience. This
study refers to Cole and Scott (2004) the concept of the tourism products and services for the overall measure of
satisfaction for tourist.

The last, revisiting Intention: used 2 items to measure the tourist’s revisit intention, the first of all is “likelihood of
revisiting”, the second one is “likelihood of recommendation” It was measured using an adapted version of the
Hui et al. (2007) scale.

Pretesting of the Instrument

To test the effectiveness of the survey questionnaire, it is necessary to pretest it before actually using it. In this
research adopts the undeclared pretest, and does not tell respondents that it is a pretest. The survey is given just like
to conduct it for real. This type of pretest allows checking the choice of analysis and the standardization of the
survey. (Converse and Presser, 1986)

According to Narins (1999) pointed that it is difficult to say how many participants to have per pretest. A rule of
thumb is a sample of 25 to 75 for a large-scale study. And on the book “Making Health Communication Programs
Work: A Planners Guide” had the chapter to discuss about the planning and pretest, it mentions that in pretest the
sample size should be large enough, however, to give the confidence that have sampled a range of opinions.
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A reasonable and adequate sample size is 50 participants typical of the target audience. According to the references
in this study will get 50 participants in the pretest process. This study used the confirmatory factor analysis to test the
reliability and validity. In confirmatory factor analysis, Cronbach’s alpha is used to measure the reliability of two or
more construct indicators. Furthermore, in confirmatory factor analysis, to check the measurement model validity,
the number of the indicator helps us. For example, in confirmatory factor analysis, the factor loading latent variable
should be greater than 0.7. Chi-square test and other goodness of fit statistics like RMR, GFI, NFI, RMSEA, SIC,
BIC, etc., are some key indicators that help in measuring the model validity in confirmatory factor analysis.
(Statistics Solutions, 2009: online).

Data Gathering

Data gathering is a term used to describe the process of preparing and collecting data. The purpose of data
gathering is to obtain information, to keep on record to make decisions about important issues, to pass information
on to others (Weller & Romney 1988). Primarily, data is collected to provide information regarding a specific
topic.

Since accurate data about the population is not available, the sample in this study will be collected via an on-site
survey. In order to survey a maximum number of visitors over a relatively small period of time, a self-
administrated questionnaire will be distributed to participants who are selected at the exit of the main gate of the
study areas. A limitation of this type of survey may involve self-selection biases because it involves a non-
probability sampling method. However, it is at the researchers’ discretion to determine who will be the most
useful and representative, so it is deemed a useful method for researchers to do the sampling (Babbie, 2010). In
addition, with the intention of collecting a representative sample, the on-site survey will be conducted on
weekends. Before doing the questionnaire, the researchers explained and outlined the purpose of the study to the
participants. After getting approval, the self-administrated questionnaire was given to each participant. All
subjects were selected based on their willingness to volunteer their personal information on site.

The data gathering plan in this study will contain the following activities:

Pre-collection activity: get the target data for pretesting use, and make sure the analysis methods. Collection:
follow the sampling approach to collect data. Present findings: involve some form of sorting analysis and paper
work. Following the sampling approach and data gathering plan, this study will adopt the questionnaire survey.
We visited local people who took exercise or took a walk at the bikeway and marked their address in order to
avoid double visiting. Also, we asked tourists who rode on the bikeway at the spot . Since they finished riding
,they could express their image, satisfaction, attraction and revisit intention of the bikeway. Tourists would be
marked their address in order to avoid double visiting, too. The data collection period span for 2 months. We took
the morning and evening to collect data of local people when they left home to take a walk or exercise. And
collect data of tourists who rode bicycle on the jiayo bikeway on weekend.

Analysis of Data

About the analysis of the data, in this research used 2 kinds of statistic software, Statistical Package for Social
Science (SPSS) and Structure Equation Model (SEM). For descriptive data analysis, T-test, and regression analysis,
SPSS was used. SEM was used to do confirmation factor analysis and test the model and the multidirectional
relationship.

Descriptive Analysis

Descriptive analysis is used to describe the main features of a collection of data quantitatively. The analysis aims
to provide an overview of the respondents and an insight into their behavioral patterns. (Mann, 1995)

Confirmatory Factor Analysis

In statistics, confirmatory factor analysis (CFA) is a special form of factor analysis. It is used to test whether
measures of a construct are consistent with a researcher's understanding of the nature of that construct (or factor).
In contrast to exploratory factor analysis, where all loadings are free to vary, CFA allows for the explicit
constraint of certain loadings to be zero. CFA has built upon and replaced older methods of analyzing construct
validity. CFA is commonly used in social research. CFA is frequently used when developing a test, such as a
personality test, intelligence test, or survey (Asparouhov & Muthén, 2009).

For some applications the requirement of zero loadings for indicators not supposed to load on a certain factor has
been regarded as too strict.
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A newly developed analysis method, Exploratory Structural Equation Modeling, specifies hypothesis about the
relation between observed indicators and their supposed primary latent factors while allowing for estimation of
loadings with other latent factors as well (Asparouhov & Muthén, 2009).

SEM (Structural Equation Modeling)

Structural equation modeling (SEM) is a statistical technique for testing and estimating causal relations using a
combination of statistical data and qualitative causal assumptions. This definition of SEM was articulated by the
geneticist Wright (1921) and the cognitive scientist Simon (1953) and formally defined by Pearl (2000) using a
calculus of counterfactuals. Among the strengths of SEM is the ability to construct latent variables: variables
which are not measured directly, but are estimated in the model from several measured variables each of which is
predicted to 'tap into' the latent variables. This allows the modeler to explicitly capture the unreliability of
measurement in the model, which in theory allows the structural relations between latent variables to be
accurately estimated. Factor analysis, path analysis and regression all represent special cases of SEM. (Bollen &
Long, 1993).

CHAPTER IV
Investigate the Tourists’ Present Situation
Respondents” Demographic Backgrounds

Firstly, Descriptive analysis will be used to describe the main features of a collection of data quantitatively. The
analysis aims to provide an overview of the respondents and an insight into their behavioral patterns (Mann and
Lacke, 1995). The descriptive analysis of demonstrative variables is as table 5. gender range is between 1-2. 51.6%
people is male and 48.4% is female. Local people is almost 49.7% and 50.3% is nonresident people. 15.2%is
student, 14.2%is public servants, 12.2%is industry and commerce, 15.7% self-employment, 16.1%service, 14.7%
agriculture , and 11.9% housekeeping. We may conclude that the sample is composed of more male people, half of
the sample is local people, most people are self-employment, house-keeping people are very few. The descriptive
analysis of response data is as table 6.

Table 5 Descriptive Analysis of Demonstrative Variables

Effective Cumulative
Item Frequency  Percentage

percentage percentage
GENDER
Male 295 51.6 51.6 51.6
Female 277 48.4 48.4 100.0
RESIDENT
Local 284 49.7 49.7 49.7
Non-resident 288 50.3 50.3 100.0
OCCUPATION
agriculture 84 14.7 14.7 88.1
industry and commerce 70 12.2 12.2 41.6
public servants 81 14.2 14.2 29.4
self-employment 90 15.7 15.7 57.3
service industry 92 16.1 16.1 73.4
housekeeping 68 11.9 11.9 100.0
student 87 15.2 15.2 15.2
Total 572 100.0 100.0
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Table 6The descriptive analysis of response data
Respondent(n=572)

Variable NAME Mean Standard
Deviation
I can increase Physical Fitness 3.45 1.414
I can earn leisure happiness 3.49 1.427
I can improve driving skill 3.57 1.415
Jiayo bikeway has beautiful field scenery 3.60 1.437
Jiayo expresses different experience in four seasons  3.66 1.420
Jiayo bikeway has Multiple natural view 3.52 1.402
Jiayo bikeway has Many kinds of flowers and trees 3.53 1.467
Jiayo bikeway has good air quality 3.49 1.444
Jiayo bikeway has wide view 3.47 1.421
Jiayo bikeway has no car disturbance 3.54 1.435
Jiayo bikeway has suitable distance to drive 3.43 1.501

Jiayo bikeway has good leisure equipment at tropic

3.23 1.431
of Cancer Park
I am willing to revisit theJiayo bikeway. 3.44 1.489
I am willing to recommend Jiayo bikeway. 3.51 1.398
I become healthier 3.48 1.397
I increase self-confidence 3.31 1.399
It is a new type of exercise 3.45 1.435
I can accumulate leisure experience 3.52 1.488
I can make acquaintance of new friends 3.48 1.445
I relax body and spirit 3.51 1.478
I resolve nervous living 3.44 1.438
I increase muscular endurance 3.50 1.409
| can lose weight 3.26 1.429

We may discuss the implication of table 6 as follows:

1.The mean ranges from 3.23 to 3.66. It means the respondents answerthe questions neutrally and are inclined to
agree.

2.The standard deviation ranges from 1.397 to 1.501. It means respondents answer the questions don’t spread
widely. Their answers concentrate on 2,3 and 4.

3. We may roughly summarize that the most attract tourists is “the different experience in four seasons”.

4.We may roughly summarize that the best image kept in the tourists’ brain is “no car disturbance”.

5. We may roughly summarize that the most satisfy tourists is “cummulate leisure experience .

6.We may roughly summarize that the tourists agree to revisit jiayo bikeway and agree to recommend their friends
to visit Jiayo bikeway.

Chapter V
Findings And Analysis The Effects Of Variables

The size of the sample has a direct impact on the appropriateness and the statistical power of the Structural
Equation Model (Hair et al., 1998). SEM is not appropriate for sample sizes below 100. As a rule of thumb
sample sizes of greater than 200 are suggested (Boomsma 1982; Marsh, Balla& McDonald, 1988). Following the
rules, the sample size in this study was acceptable. The validity of the constructs was tested using the procedure
recommended by Fornell and Larcker (1981). Then, confirmatory factor analysis (CFA) was conducted using
AMOS 5.0 with covariance matrix to test the convergent and discriminate validity of the constructs used in
subsequent analysis. Discriminate validity was tested by comparing the square root of the average variance
extracted by each construct to the correlations between the construct and all other constructs. Table 7 shows
correlations between the constructs.
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For each comparison, most of the square roots of the average variance extracted estimates from each construct
exceeded the correlation between each construct (see table 7). This shows that each construct is statistically
different from one another.

Table 7 Analysis of discriminate validity (SEM correlation)

Variables Tourism Attraction ToqriSt . Revisi_t
Image Satisfaction Intention
Tourism Image 0.6780 0.6442 0.7223 0.7221
Attraction 0.6442 0.7554 0.822 0.5555
Tourist Satisfaction 0.7223 0.8222 0.7114 0.6661
Revisit Intention 0.7221 0.5555 0.6661 0.9445

Remark: a: All correlations are significant at p < 0.05.
b:Diagonal elements in bold are square roots of average variable extracted (AVE)
Structural Model Analysis

The proposed conceptual model was tested by using the four constructs: hamely tourism image, attraction, tourist
satisfaction, and revisit intentions. Employing the covariance matrix among measurement items as input, the SEM
analysis was conducted to examine the relationships between each pair of constructs as hypothesized. The results
of SEM analysis were depicted in Fig.5. The fit indices of the model are summarized in table 8. Indicators of
goodness of fit are GFI=0.972, AGFI=0.965, PGF1=0.770, NFI=0.212, RFI=0.096, CFI=0.997, and RMR=0.073.
Comparing these with the corresponding critical values shown in table 8, it suggests that the hypothesized model
fits the empirical data well. It provides the summary of goodness of fit indices for both the measurement and the
structural equation model.

Table 8 Summary of goodness of fit indices for measurement and structural models

Fit indices Criteria Measurement Model Indicators Structural model Indicators
GFI >0.9 0.972 0.965

AGFI >0.9 0.965 0.961

PGFI >0.5 0.77 0.877

NFI >0.9 0.212 0.0

RFI >0.9 .096 0.0

CFl >0.9 .997 0.0

RMR <0.05 .073 .085

Hypothesis test

When we analyze by SEM (structural equation model), we may get the following regression weights as table
9.Critical region(C.R.) is the set of values of the test statistic for which the null hypothesis is rejected. The C.R.
value is ranging from 3.44 to 21.121, which is far beyond 95% confidence interval -1.96~+1.96. We may
Conclude that the regression coefficients are not equal to zero and we may reject null hypothesis, which means
that the independent variable is significantly affect dependent variables. Independent variable-Tourism
Satisfaction significantly affects those dependent variables- attraction, image and revisit variables. Independent
variable-Image affects dependent variable-revisit and attraction variable significantly. Satisfaction of
accumulating leisure experience affects mostly. Attraction of beautiful field scenery affects significantly, too.
Image of variety of natural view and full of trees, flowers and grass affects equally.

Table 9 Regression weights of SEM analysis

Estimate S.E C.R.
ATTRACTION <— SATISFACTION  931* 144 6475
IMAGE < SATISFACTION  .461* 089 5154
REVISIT <— SATISFACTION 507* 148 3.440
REVISIT <  IMAGE 559* 160 3500
REVISIT <—  ATTRACTION 402+ 080 5034
| can Increase < ATTRACTION 1.000

Physical Fitness
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Estimate S.E C.R.
ngglﬁz';g leisure  ___ ATTRACTION 975* 047 20.906
;kcl"’l‘:’ improve driving ___ ATTRACTION 082* 047 21121
Jiayo bikeway has
beautiful field <---  ATTRACTION .9*9* .047 20.901
scenery
Jiayo expresses
different experience <--- ATTRACTION 731* .059 12.286
in four seasons
Jiayo bikeway has *
Multiple natural view IMAGE &l 250 8.497
Jiayo bikeway has
Many kinds of <--- IMAGE 2.12* .250 8.514
flowers and trees
é o :i'rkg‘lj‘fﬁ’t;as - IMAGE 2.081* 245 8.494
3\'/?3’:\2‘8"\2""&3’ has  __ |MAGE 2.06%7 244 8.465
izygighkr%"g’ﬁzehas O < IMAGE 1.031* 170 6.081
Jiayo bikeway has
suitable distance to <--- IMAGE .864* 149 5.793
drive
Jiayo bikeway has
good leisure
equipment at tropic of IMAGE 1.000
Cancer Park
I am willing to revisit
theJiayo bikeway. < REVESIT 1.000
I am willing to
recommend Jiayo <--- REVISIT .964* .058 16.534
bikeway.
| become healthier <---  SATISFACTION 1.000
L(‘)’;ﬁlrggzi ese'f' <—- SATISFACTION  .930* 160  5.805
ltisanewtypeof  ___ gaATiSEACTION 1.033* 168 6.157
exercise
:eclsﬂrzcec)t‘;‘;ﬂﬁie - SATISFACTION 2.14* 264 8146
| can make
acquaintance of new <---  SATISFACTION 2.082 .256 8.133
friends
I relax body and spirit <---  SATISFACTION 2.091 257 8.121
:i:/‘i‘z‘;"’e NErvous < SATISFACTION 2.044* 253 8.064
Lr']gir;ffemuscu'ar —  SATISFACTION 969* 168  5.769
I can lose weight <---  SATISFACTION .914* .164 5.588
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When we standardized the regression weights, regression weights are ranging from 0.222 to 0.891. The regression
weights larger than 0.8 are the following regression independent variables: Increase physical fitness, earn leisure
happiness, improve driving skill, beautiful field scenery, multiple natural view, many kinds of flowers and trees,
good air quality, wide view, accumulate leisure experience, make acquaintance of new friends,relax body and
spirit, and resolve nervous living. They are important factors that affect tourists’ attraction, image and satisfaction
level, which will then encourage tourists to revisit again. Showed as table 10

Table 10Estimates of standardized regression weights

Estimate

ATTRACTION <---  SATISFACTION 492
IMAGE <---  SATISFACTION 468
REVISIT <---  SATISFACTION 222
REVISIT <--- IMAGE 241
REVISIT <---  ATTRACTION 333
Increase Physical Fitness <---  ATTRACTION .862
Earn leisure happiness <---  ATTRACTION .842
Improve driving skill <---  ATTRACTION .849
Beautiful field scenery <---  ATTRACTION .846
Different experience in four seasons <---  ATTRACTION 584
Multiple natural view <--- IMAGE 873
Many kinds of flowers and trees <--- IMAGE 877
Good air quality <--- IMAGE .888
Wide view <--- IMAGE .867
No car disturbance <--- IMAGE 404
Suitable distance to drive <--- IMAGE 363
Good leisure equipment at tropic of Cancer <--- IMAGE 424
Park

I am willing to revisit <---  REVISIT 872
I am willing to recommend my friend <---  REVISIT 891
Become healthier <---  SATISFACTION 413
Increase self-confidence <---  SATISFACTION 371
New type of exercise <---  SATISFACTION 407
Accumulate leisure experience <---  SATISFACTION .885
Make acquaintance of new friends <---  SATISFACTION .876
Relax body and spirit <---  SATISFACTION 872
Resolve nervous living <---  SATISFACTION .851
Increase muscular endurance <---  SATISFACTION 381
To lose weight <---  SATISFACTION .363

According to the statistics which will measure the fitness of model, we get the significant statistics. Showed as
table 8. Within the overall model, the estimates of the structural coefficients provide the basis for testing the
proposed hypotheses. As shown in Fig. 5, tourism image has a significantly positive effect on revisit intention
(U=0.41, t-value=2.35, p<0.01), thus supporting hypothesis.

Tourism satisfaction has a significantly positive effect on tourism attraction ([1=0.65, t-value=3.56, p<0.01), thus
supporting hypothesis.

Tourism satisfaction has a significantly positive effect on tourism image ([1=0.09, t-value=2.47, p<0.01), thus
supporting hypothesis.

Tourism satisfaction has a significantly positive effect on revisit intention (1=0.67, t-value=3.264, p<0.01), thus
supporting hypothesis.

Tourism attraction has a significantly positive effect on revisit intention (1=0.31, t-value=2.984, p<0.01), thus
supporting hypothesis. Standardized regression coefficient between latent variables is the direct effect of latent
variables or Standardized path coefficient. Standardized regression coefficient of latent variable to indicator
variable is standardized factor loading. The square of standardized factor loading (R?) is the explained variation
from latent variable to indicator variable.
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If R?>0.5 (factor loading >0.71) then individual indicator variable of latent variable has good reliability. We can
compare power of relative affection by standardized coefficient estimates. The attraction construct affect revisit
intention most, then Image construct, satisfaction construct is the least one. Their estimates are 0.333, 0.241,
0.222 individually. Indicator variable (Increase Physical Fitness) affects attraction construct most. Its estimate is
0.862.Indicator variable (good air quality) affects image construct most. Its estimate is 0.888. Indicator variable
(Accumulate leisure experience) affects image construct most. Its estimate is 0.885.shown as table 10.

1.00

265 1-

IMAZ2) Imaz \lMA4\ \|MA5\ IMAG) IMA7
1 1 a a1 1
.39 -34 .33 \ 39 .93 85 -84

Figure 5The estimated structural model.

Chaptervi
Summary Implication and Recommendation

Summary
The results of the hypotheses testing are summarized as follow :

1. Tourism satisfaction not only influence revisit intentions but also on tourism attraction and tourism image.
2. Tourism image influences on tourists’ revisit intention.
3. Good tourism attraction influences on tourists’ revisit intention.

According to the SEM analysis result, we find standardized estimates of regression coefficients of indicator
variables to latent variables larger than 0.8 are as follow:

Indicator variables affect latent variable attraction are (1) Increase Physical Fitness, (2)earn leisure happiness,
(3)improve driving skill and (4)beautiful field scenery .

Indicator variables affect latent variable image are (1)multiple natural view, (2)Many kinds of flowers and trees,
(3)good air quality and (4)wide view.

Indicator variables affect latent variable satisfaction are (1)Accumulate leisure experience, (2)make acquaintance

of new friends, (3)relax body and spirit and (4)resolve nervous living. The structural relationship analysis

indicates that tourism satisfaction has the most important effect on revisit intentions. Moreover, tourism image is

also an antecedent of revisit intentions. The result is consistent with Bigné et al. (2001).

In addition, tourism image was also found to have an effect on revisit intentions. Therefore, in order to improve

the visitors’ revisit intention, the tourism managers should increase the visitors’ positive destination image,

provide more positive attraction for the bikeway and create higher tourist satisfaction. we think that further

research can be carried out to extend the study to different types of tourism destinations and deepen the

multidimensional nature of the variables.
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Implication

According to Mat Som et al. (2011: 178) “previous studies show 2% increase in customer retention has the same
effects on profits in terms of cost cutting by 10%”. Study on repeat visitation is vital for tourism businesses.
Furthermore, preserving loyal customers is an important contributor to the profitability of business (Hsu et al.,
2008) Keeping previous customers is better cost-effective than obtaining new ones (Shoemaker & Lewis, 1999).
In tourism industry, the promotional costs of attracting repeat visitors are less than first time visitors (Weaver &
Lawton, 2002; Lau & Mckercher, 2004). Hence, endeavors to build or improve the image of a destination
facilitate loyal visitors revisiting or recommending behaviors, thus being critical to the success of destination
tourism development. In other words, the main focus of destination managers should be to build up and improve
tourism destination image creating more exotic sentiments and entertainment, displaying interesting bikeway
performances and stall characteristic, and making festive atmosphere. As a consequence of the above, tourism
destinations managers must take special care of the image that they attempt to communicate and visitors’
satisfaction, as these will affect visitors’ revisit intentions.

How should government do according to the research result? There are some implications suggested as follow:

1. Creating more beautiful field scenery: there is already beautiful field scenery that attracts tourists very much.
Government can pay more attention to maintain it and create some more scenery. for example: building lotus
pool with fish ,frog swimming in it. Cut trees stem that is stretching out to cover tourists’ eyesight.

2. Maintain good air quality: Jiayo bikeway is full of trees and flowers. The air is fresh and clean. But some
local people might take advantage of his own convenience to drive motorcycle on it which emits lots of
exhaust. So we might seriously enforce the law to prevent those motorcycles driving on the bikeway.

3. make acquaintance of new friends: Government create activities at the bikeway for tourists and local people.
For example: small scale concert like jazz every weekend, birthday celebration, agricultural product
exhibition, etc....

Recommendations

To sum up, this study provides an interesting starting point for empirical research on the relationships among
tourism image, attraction, satisfaction and revisit intentions in the Jiayo bikeway. Certainly, refinements in
conceptualization and measurement are possible and desirable. Revisit intention has been highlighted as an
important research topic in competitive market of tourism destinations. The government may accept our research
results and research implication to create more revisit intention. They can also hold photography competition of
Jiayo bikeway and post those beautiful pictures on the website to make it famous not only in Taiwan but also over
the world.

WE recommend following concrete suggestion:

1. To announce that every Monday of the week is the concert night. Local people may enjoy music played by
local music lovers at 19:00 to 21:00.

2. To announce that every Sunday of the first week of each month is the PARENT-CHILD DAY. The
government will send the policemen  to maintain the traffic safety of Jiayo bikeway. Parents and children
will have happy and safe Parent-child activity on the first Sunday of each month.

Recommendations for Further Study

In the future, the main focus of government should be to build up and improve tourism image dimensions, such as
offering diverse products, creating more entertainment, displaying interesting bikeway performances and stall
characteristic, and making festive atmosphere. Time arrangement and cost are hard to make balance. To sum up,
as a consequence of the research, government must take special care of the image that they attempt to
communicate and visitors’ perceived attraction and satisfaction, as these will affect visitors’ revisit intention.

In the future, government may pay more attention to study of arranging various activity of each month, so the
tourists and local people will revisit Jiayo bikeway again and again.
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