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Abstract

Tourism industry is one of major industries for economics development
in Penghu Islands, to realize the visitors’ future intentions is able to offer
some concrete suggestions for tourism development. There are some previous
studies proposed that customer satisfaction is an antecedent variable of
future intentions. While customer satisfaction research discussed solely about
what the consumers “get” or “benefit”; and ignored what they “give” or
“sacrifice” in their exchange behavior. Thus intend some marketing
researchers to propose that the customer satisfaction surveys need to link the
knowledge of the customer value, so as to drive the customers’ buying
behavior and their loyalty. Hence, implying that is worthy of exploring the
relationships among value, customer satisfaction and behavioral intentions.

The purpose of this study is to discuss about the related influenced
factors of the visitors’ future re-visit and recommend intentions in Penghu,
building a cause-effects model which takes perceived value as antecedent
variable, customer value and customer satisfaction as the mediated variables,
behavioral intentions as effect variable. The visitors who took air
transportation were selected as study samples and tested the constructed
model. Results indicate that perceived value has significant positive effect on
both of customer value and customer satisfaction; customer value has
significant positive effect on customer satisfaction; both of customer value
and customer satisfaction has significant positive effect on behavioral
intentions, while perceived value has no significant effect on behavioral
intentions, the mediating effects of customer value and customer satisfaction
on cause-effects model has been tested. On the basis of the research results,
implications are discussed and concrete managerial suggestions are

developed for related tourism industry in Penghu

Keywords: Perceived Value, Customer Value, Customer Satisfaction,

Behavioral Intentions
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