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The Study on the Relationship between Service Quality and 

Customers’ Post-purchase Behavioral Intentions of Hot Spring 

Hotels in Xinbeitou, Taipei 

Abstract 

The implementation of two-day weekend and advocacy of local tourism have 

contributed to hot spring as a means of health promoting recreation. Xinbeitou is 

located in the northern border of Taipei Metropolitan area, and the formal operation of 

MRT Xinbeitou Line raises the convenience and accessibility. The Xinbeitou had 

made rapid progress in hot spring industry in recent years, and it had been developed 

into a hot spring recreational area. Hot spring hotel can satisfy the customers’ leisure 

and lodging demands by its software and hardware facilities and supply diversity of 

service including lodging, food and beverage, hot spring, fitness and entertainment etc. 

It is a composite service business. 

   Because of the upsurge of interest in hot spring, the proprietors of hot spring 

hotels in Xinbeitou are under the high pressure of competition. This study is designed 

to understand the relationship between service quality and customers’ post-purchase 

behavioral intentions of the hot spring hotels in Xinbeitou. According to the study 

outcomes, some concrete suggestions were made as references for hot spring hotel 

business to improve service quality. 

    Firstly, based upon the framework of ‘‘Conceptual model of service quality” 

provided by Parasuraman, Zeithmal and Berry (1985), the thesis defines service quality 

as a gap between consumers’ expected service and perceived service. Secondly, the 

thesis adopted Non-difference score measurement Brown, Churchill and 

Peter,1993  to measure the gap between consumers’ expected service and perceived 

service directly. Third, factor analysis is used to verify the dimensionality of overall 

service quality. In order to analyze the relationship among the variables of customers’ 
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population statistics, hot spring consumption behavior, service quality evaluation, total 

service evaluation, post-purchase behavioral intentions, the data was analyzed through 

descriptive statistical analysis, t-test, chi-square analysis, One-Way ANOVA, 

Pearson’s correlation coefficients, regression analysis, canonical correlation, cluster 

analysis, and discriminant analysis. 

Finally, the major results in this research are summarized as follow : 

1. The service quality of hot spring hotels in Xinbeitou included four important 

dimensions Tangibles, image and space planning, reliability and responsiveness, 

assurance. 

2. The customers’ post-purchase behavioral intentions of hot spring hotels in 

Xinbeitou included three dimensions Loyalty and pay more, complaint, switch. 

3. The variables of customers’ population statistics showed significant difference in the 

customers’ service quality evaluation. 

4. The variables of customers’ hot spring consumption behavior showed significant 

difference in the customers’ service quality evaluation. 

5. There was significant correlation between the customers’ service quality evaluation and 

   total service evaluation. 

6. There was significant correlation between the customers’ service quality evaluation and 

post-purchase behavioral intentions. 

7. There was significant correlation between the customers’ total service evaluation and 

post-purchase behavioral intentions. 

Key words hot spring hotel, service quality, post-purchase behavioral intentions 

 

 

 


