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Abstract

Purpose: This study proposed a research model to examine the effect of the service quality of the sport tourism
industry on Chinese tourists’ satisfaction and future intention and subjective well-being in Jeju Island.

Methodology: Data were recruited from 349 Chinese tourists, who participated in sport activities in Jeju Island.

Findings: The findings indicate the physical environment quality and outcome quality have positive influences
on tourist satisfaction. Tourist satisfaction significantly and positively influenced tourists’ future behavioral
intentions and subjective well-being. All Chinese respondents positively evaluated the service quality in Jeju
Island.

Value: This study contributes to the understanding of the sports tourism industry targeting Chinese tourists in
Jeju Island.

1. Introduction

Jeju Island is one of the most popular destinations for Chinese tourists. In 2014, approximately 2,859,000
Chinese tourists visited Jeju, accounting for 86% of the island’s 3,328,300 foreign visitors (Jeju Tourism
Organization, 2015). The sports tourism industry is also one of the major attractions in Jeju Island, offering many
leisure, sports, and recreational activities, including golfing, horse riding, hunting, fishing, and mountain
climbing (Jeju Special Self-Governing Provincial Tourism Association, 2015). Although sporadic studies have
addressed Jeju Island as an important destination for the Korea tourism industry (Park & Njite, 2010; Seo, Park,
& Yu, 2009), little attention has been paid to understanding the role of sports tourism as a destination attraction
for international tourists.

Because the sports tourism industry is a service industry, it is strongly influenced by the quality of services
(Thwaites & Chadwick, 2005). Many studies have suggested service quality and tourist satisfaction result in
higher levels of tourist loyalty, which lead to economic gains for destination and tourism enterprises (Chen &
Chen, 2010; Chen & Tsai, 2008; Hutchinson, Lai, & Wang, 2009). Similarly, it has been suggested that tourism
can bring psychological benefits for tourists (Dann, 2012). However, studies examining antecedents of
psychological benefits are limited (McCabe & Johnson, 2013). Also, only a few studies have investigated the
economic and socio-psychological effects of service quality on tourist satisfaction and future intention to revisit
Jeju Island.

Therefore, the purpose of this study was to explore how Chinese tourists’ perception of service quality toward
sports activities in Jeju Island affects their satisfaction and future behavior. Subjective well-being is a
socio-psychological outcome, and future behavioral intention is one of the important economic outcomes.
Understanding Chinese tourists’ subjective well-being and future behavioral intention can provide various
implications for practitioners of sports tourism industry in Jeju Island. This study attempts to (1) explore the
relationships among service quality, tourist satisfaction, and its outcomes—future behavioral intentions and
subjective well-being; and (2) evaluate Chinese sports tourists’ perceptions of service quality toward sports
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activities in Jeju Island.
2. Literature Review
2.1 Sports Tourism

From a broader point of view (Higham, 2007; Standeven & Knop, 1998), sports tourism is described as traveling
for non-commercial reasons or business. It is also defined as all forms of active and passive involvement in
sports activities in a casual or organized way for non-commercial or business/commercial reasons that
necessitate travel away from home and work locality (Standeven & Knop, 1998). Gibson (1998) has proposed
three recognizable types of sports tourism: visiting sports-related attractions, watching sporting events, and
participating sports activities. In this study, we concentrate on active participation, also referred to as “active
sports tourism.”

2.2 Service Quality

Although studies on service quality in the business world began in the early 1980s, the advantages of services
quality in sports and recreational industry were noticed by researchers and practitioners in recent years. Service
quality has attracted significant interest in sports marketing research (K Alexandris, Dimitriadis, & Kasiara, 2001;
K Alexandris, Zahariadis, Tsorbatzoudis, & Grouios, 2004). There are distinguished studies regarding service
qualities within sport occasions as well (Kelley & Turley, 2001; Shonk & Chelladurai, 2008; Tsitskari, Tsiotras,
& Tsiotras, 2006).

However, valid and reliable measurement of service quality has been a controversial issue in the service
marketing literature (Brady & Cronin Jr, 2001). Most studies applied the SERVQUAL model, developed by
Parasuraman, Zeithaml, and Berry (1985). However, some have argued the SERVQUAL model is not fully
applicable to sport, leisure, and recreational settings (Kouthouris & Alexandris, 2005). An alternative model,
proposed by Brady and Cronin Jr (2001) and Rust and Oliver (1993), has been extensively applied to outdoor
leisure research (Alexandris et al., 2004; Theodorakis, Kaplanidou, & Karabaxoglou, 2015). Theodorakis et al.
(2015) posit three-dimension assessment of outdoor leisure services: outcome quality, interaction quality, and
physical environment quality. “Outcome quality” relates to the fulfillment of a customer’s expectations after
participating in an activity. “Interaction quality” refers to customers’ experience with activity personnel.
“Physical environment quality” relates to service components, such as ambient conditions, social factors, and
design of the activity.

2.3 Tourist Satisfaction

Satisfaction may be the most comprehensively researched variable in tourism literature. Satisfaction has been
defined as the discrepancy between perceived performance and prior expectation after consumption (Oliver,
1980). According to Chen and Chen (2010), within the context of tourism, satisfaction is defined by the gap
between pre-travel expectations and post-travel evaluations.

Satisfaction is viewed as a separate, but related, concept of service quality (Spreng & Mackoy, 1996). Zeithaml,
Bitner, and Gremler (2006) assert satisfaction is the consumer fulfillment response. It is a judgment that a
product, service feature, or the product or service provides a pleasurable level of consumption-related fulfillment
(Zeithaml et al., 2006, p.86). Various studies in the service marketing literature have demonstrated these
constructs are closely related (Alexandris et al., 2001; Spreng & Mackoy, 1996).

2.4 Future Behavioral Intentions

In the tourism literature, it is an acceptable notion that, when the product, services, or other resources offered by
travel destinations satisfy tourists, this could result in repeated visits and positive spoken words that influence
colleagues and/or relatives (Meng, Tepanon, & Uysal, 2008). Several practitioners and researchers have closely
examined the effect of tourist satisfaction on future behavioral intentions, and customer dissatisfaction and
satisfaction have come to be seen as the driving force that shapes customers’ future behaviors and attitudes (Cole
& Scott, 2004).

2.5 Subjective Well-being

Subjective well-being (SWB) has been defined as a broad concept that includes individual affective and
cognitive reactions to their daily life (Deiner, Suh, Lucas, & Smith, 1999; Myers & Diener, 1995; Ryan & Deci,
2001). Specifically, SWB includes individual emotional responses (e.g., happiness), satisfaction with specific life
domains, and satisfaction (overall or general life satisfaction) (Deiner et al., 1999; Dolan, Peasgood, & White,
2008; Frijters, Johnston, & Shields, 2008).

The extensive review of SWB studies has proven that many factors specifically affect SWB (Deiner et al., 1999;
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Myers & Diener, 1995; Ryan & Deci, 2001). The processes that support the relationship between SWB and
leisure have also been described (Braj$a-Zganec, Merkas, & Sverko, 2011).

Higher levels of sport and leisure participation have been linked to greater levels of SWB (Lemon, Bengtson, &
Peterson, 1972). Earlier studies demonstrated a positive relationship between SWB and participation in physical
leisure activities (Leung & Lee, 2005) and health-associated quality of living (Vuillemin et al., 2005).

The conceptual model and hypotheses were proposed based on the literature review (Figure 1).
Hypothesis 1: Physical environment quality will significantly influence tourist satisfaction.
Hypothesis 2: Interaction quality will significantly influence tourist satisfaction.

Hypothesis 3: Outcome quality will significantly influence tourist satisfaction.

Hypothesis 4: Tourist satisfaction will significantly affect future behavioral intentions.
Hypothesis 5: Tourist satisfaction will significantly affect subjective well-being.

Physical
environment
quality

Future
behavioral
intentions

Tourist satisfaction

Interaction quality

Subjective
Well-being

Outcome quality

Figure 1. Conceptual mode

3. Method
3.1 Research Participants and Procedure

Chinese tourists, who have either recently or in the past participated in sports activities in Jeju Island (such as
hiking, horse riding, or golfing) were targeted in this study. Data were collected in two stages by onsite and
online surveys. The pilot survey was conducted in September 2015; 120 questionnaires were distributed, and 110
were selected as a final valid sample by removing the ten questionnaires with insufficient answers. The major
survey was conducted from October to November 2015. The online survey was an Internet questionnaire
distributed through the Chinese website http://www.sojump.com, and the onsite survey was conducted in Jeju
Island. After removing 32 invalid questionnaires because of missing information, 349 questionnaires were
selected as the final valid sample.

Of the respondents, 113 (32.4%) were male, and 236 (67.6%) were female. Most respondents (85.7%) were
between 20 and 29 years of age (n = 245, 70.2%). Hiking was the most popular sporting activity among the
respondents, cited by 42.0% (n = 268), followed by biking (n = 74, 11.6%) and swimming (rn = 63, 9.9%). For
participation spending, 32.7% of respondents spent less than 500 RMB (approximately 78 USD) on participation,
and 28.7% spent 500-1000 RMB (approximately 78—157 USD). Finally, most respondents were first-time
visitors to Jeju Island (n = 272, 77.9%), and the length of stay for most respondents was from 4 to 6 days (n =
201, 57.6%).

Table 1. Demographic information

Concepts N %

Male 113 324
Gender

Female 236 67.6

Under 20 12 34
20’s 245 70.2
Age 30’s 54 15.5
40’s 19 5.4

Over 50 19 5.4
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Hiking 268 42.0

Golfing 15 24

Horse riding 37 5.8

Biking 74 11.6

Shooting 14 2.2

Participation activities Speed driving 16 2.5

(Multiple responses) Swimming 63 9.9

Surfing 30 4.7

Scuba diving 27 4.2

Fishing 30 4.7

Sky diving 14 22

Others 50 7.8

Below 500 114 327

L 500-1000 100 28.7
Participation cost (RMB)

1000-1500 45 12.9

Above 1500 90 25.8

None 272 77.9

Number of visits 1-3 times 74 21.2

Over 4 times 3 0.9

1-3 119 34.1

Length of Stay (days) 4-6 201 57.6

Over 7 29 8.3

3.2 Research Instrument

The survey questionnaire was composed of 27 items. The service quality variable was measured by an 11-item
and 3-dimension scale proposed by Alexandris et al. (2004) and Brady and Cronin Jr (2001). The scale of tourist
satisfaction was a three-item measure developed by Fornell, Johnson, Anderson, Cha, and Bryant (1996). Future
behavioral intentions (3 items) were adopted and modified from Boulding, Kalra, Staclin, and Zeithaml (1993).
A three-item scale of subjective well-being developed by Theodorakis et al. (2015) was used to assess the
perception of experiential purchases on people’s happiness. All scale items were evaluated on a five-point Likert
scale, ranging from (1) strongly disagree to (5) strongly agree. Also, six items with demographic information
questions were included. One open-ended question “What disappointed you most during your sports tour in Jeju
Island?” was included in the questionnaire.

To increase the accuracy of the translation, a professional translator translated the original English version into
Chinese, and other translators did a back translation into English from Chinese. In addition, native speakers
checked the Chinese and English versions. This procedure was performed following the guidelines for blind
back translation by Hsu, Kang, and Lam (2006).

3.3 Data Analysis

In the data analysis procedures, descriptive, inferential, and thematic analyses were employed to answer the
research questions. The SPSS 20.0 (Statistical Package for Social Sciences) program and AMOS 19.0 (Analysis
of Moment Structure) software were used to analyze the data.

4. Findings and Discussion
4.1 Confirmatory Factor Analyses

The measurement model revealed an adequate model fit and satisfied all criteria suggested by Hu and Bentler
(1999), y*=422.729, df = 155, y*/df = 2.727, CFI = .957, TLI = .947, RMSEA = .070.

Next, the reliability of the structural model was examined by CR and AVE values (Table 2). All CR values
satisfied the criterion (0.70) set by Fornell and Larcker (1981). The CR values ranged from 0.820 (physical
environment quality) to 0.922 (subjective well-being). All AVE values were also above 0.50, which exceeded the
recommended level proposed by Hair, Black, Babin, Anderson, & Tatham (2006). The AVE values ranged from
0.536 (physical environment quality) to 0.798 (subjective well-being). Therefore, the structural model showed
adequate reliability. Also, discriminant validity was examined by correlation analysis among the latent variables
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(Fornell & Larcker, 1981). The correlation analysis results (Table 3) showed none of the correlations were above
the suggested 0.85 cut-off value (Kline, 2016). The highest correlation was 0.794 between subjective well-being
and tourist satisfaction, showing the structural model had good measurement properties.

Table 2. Summary results of measurement model

Construct Number of Items Cronbach’s alpha Factor loadings CR AVE
PQ 4 .810 .671-.750 .820 .536
1Q 4 914 .807-.882 .904 703
0oQ 3 .902 .854-.893 916 783
SAT 3 .886 .793-.883 .886 721
FBI 3 919 .849-918 .920 793

SWB 3 910 .841-937 922 .798

Note: PQ: physical environment quality; 1Q: interaction quality; OQ: outcome quality; SAT: tourist satisfaction; FBI: future behavioral

intentions; SWB: subjective well-being

Table 3. Factor correlations between constructs

Factor PQ 1Q 0Q SAT FBI SWB
PQ 1
1Q 682k 1
0Q 44 40 1
SAT 5] 42 79 1
FBI 688 6347 24 435 1
SWB L6927 6657 T 7945 71 1
wxkp < 001

4.2 Structural Equation Modeling Analysis

To examine the relationships between service quality, tourist satisfaction, and its outcomes—future behavioral
intentions, and subjective well-being, structural equation modeling (SEM) was employed. The results showed
the conceptual model demonstrated an adequate fit with y*= 348.490, df = 160, y*/df = 2.178, CFI = .970, TLI
=.964, RMSEA = .058 (Hu & Bentler, 1999). The results of hypotheses testing are reported in Table 4.

These results revealed physical environment quality and outcome quality significantly affect tourist satisfaction,
supporting H1 and H3. This finding partially followed prior studies that service quality is a significant
antecedent influencing customer satisfaction (Brady & Cronin Jr, 2001; Clemes, Brush, & Collins, 2011; Cronin
Jr & Taylor, 1994; Rust & Oliver, 1993).

However, the path from interaction quality to tourist satisfaction was not significant, and H2 was not supported.
This finding contradicts previous studies that personnel quality positively influenced satisfaction (Brady,
Voorhees, Cronin Jr, & Bourdeau, 2006; Theodorakis, Kambitsis, & Laios, 2001; Yoshida & James, 2010). This
may be attributed to the language barrier between Chinese tourists and Korean locals staff and residents. Many
Chinese tourists do not feel comfortable communicating with staff in English or Korean. It is necessary to
provide tourist information (e.g., maps, guides) in Chinese. (Lee, 2015). The other possible reason could be that
interaction between sports tourists and the staff was limited. This is consistent with some previous findings
(Theodorakis et al., 2015; Theodorakis, Tsigilis, & Alexandris, 2009) that interaction quality did not affect skiers’
psychological attachment or loyalty to the ski center, unlike the physical environment and outcome quality. Also,
Theodorakis et al. (2015) found an interaction component examined in the study had no significant effect on
event satisfaction because runners in 5 km and 10 km races had little time to interact with event personnel.
Therefore, it can be concluded that the interaction between Chinese sports tourists and service providers (e.g.,
Korean staff) in Jeju Island was limited due to the language barrier and the nature of the sports activities.

This study also found tourist satisfaction was a significant predictor of future behavioral intention and subjective
well-being, consistent with previous findings (Chen & Chen, 2010; Chen & Tsai, 2008; Cronin Jr & Taylor, 1994;
Hutchinson et al., 2009). In the sports tourism context, Clemes et al. (2011) found professional rugby spectators
were more eager to recommend the activity to others, with a higher level of satisfaction. This is also consistent
with Theodorakis et al.’s (2015) recent finding that highly satisfied sports event participants would be happier if
they invested their leisure time and resources in similar future events.
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Table 4. Results of structural equation modeling of the hypotheses

Hypothesis Path Standardized coefficient (J3) t-value Empirical result
H1 PQ > SAT .561 3.492%** Supported
H2 1Q > SAT .084 1.066 Not supported
H3 0Q > SAT .329 2.515* Supported
H4 SAT - FBI .864 18.195%** Supported
HS5 SAT - SWB 912 19.054%** Supported

wxky < 001, *p < .05

4.3 Chinese Sports Tourists’ Evaluation of Service Quality

In this phase, how Chinese sports tourists evaluate the service quality of sports activities in Jeju Island was
investigated. As reported in Table 5, the mean score for the overall scale of service quality was 4.01 (between
“agree” to “strongly agree”), indicating respondents held a relatively positive attitude toward service quality.

Physical environment quality. The Chinese respondents considered the environment in Jeju Island visually
attractive and gave it high scores (M = 4.34). However, there is room to improve the quality of the physical
environment in Jeju Island. The Chinese sports tourists, who answered the questionnaire, gave relatively low
ratings for the item “the facilities prepared were adequate” (M = 3.76). Thus, the facilities in Jeju Island were
still not well-equipped for Chinese tourists. As reported Table 6, facility shortcomings in the ratings could have
reflected the inconvenience of transportation, which elicited the most complaints from Chinese respondents
(19.4%). In Jeju Island, aside from renting cars privately, buses and taxis are the primary means of public
transportation. As shown in Figure 2, there are 12 intercity bus routes around Jeju Island. Many locations have
only one bus line, and stops are far between, especially in the central island. In addition, intervals between each
bus are around 10 to 20 minutes or as long as 1 hour (All about Jeju Island, 2014). Improving the transport
infrastructure in Jeju Island should be of decisive importance and urgency.

JEJU Intercity Bus Routes A[|qhoytjeju.com . 4

780 516-Jungmun
600 Airport Limousine

A LGDO/ AR

Figure 2. Jeju bus routes
(Data from All about Jeju Island (2014) http://allaboutjeju.com/jeju-bus-routes/)

Interaction quality. Many Chinese respondents gave relatively higher scores for the item “Staff were courteous”
(M = 4.04) but lower scores for “staff were knowledgeable” (M=3.93). As previously noted, there are a variety of
service suppliers in the sports tourism sector (Chan, Hsu, & Baum, 2015; Shonk & Chelladurai, 2008; Thwaites,
1999). Sports tourists will probably encounter different service suppliers, including security employees,
instructors, and tour guides. In the current context, knowledgeable staff might also refer to knowledge in a
variety of areas, such as foreign languages and professional sports skills. The language barrier may be the
biggest obstacle to the interaction between Chinese sports tourists and Korean staff in Jeju Island, since many
Chinese respondents complained the “Servers providers could hardly understand Chinese, and there were huge
difficulties in communication” (18.4%). To provide better service for Chinese tourists, we recommend
destination marketers should expand their staff training and education in language and services for Chinese
tourists (Lee, Jeon, & Kim, 2011).

19



ass.ccsenet.org Asian Social Science Vol. 13, No. 4 2017

Outcome quality. Outcome quality received the highest rating among the three predictors of service quality (M =
4.12). This suggests respondents were more conscious of what they gained from the sports tourism experience
than of the physical environment or interaction factors. Several studies have noted outcome quality is close to the
quality of experience (Kouthouris & Alexandris, 2005). Sports tourists could be considered “experience
consumers,” and tourism organizations should consider themselves “experience providers,” and service
providers should focus their marketing on the experience offered rather than the price (Chan et al., 2015). For
example, destination marketing organizations (DMOs) could design new sports programs with more
entertainment or open cultural arts festivals to provide memorable experiences for tourists in Jeju Island.

Table 5. Descriptive analysis of service quality

Items Mean SD
Factor 1: Physical environment quality (M = 3.93, SD = .760)
The environment in Jeju Island was visually attractive 434 .875
The facilities prepared were adequate 3.76 923
Sport programs and events were well designed 3.78 961
Other customers did not affect the service negatively 3.85 1.042
Service quality (M  Factor 2: Interaction quality (Mean = 4.00, SD = .866)
=4.01, Staff were responsive 4.03 .997
SD =.741) Staff were courteous 4.04 .986
Staff were knowledgeable 3.93 925
Staff provided prompt service 3.98 976
Factor 3: Outcome quality (Mean =4.12, SD = .844)
It was a great sport tourism experience 4.07 921
Participating in the activities improved my health/sport skills 4.13 953
Participating in the activities made this trip more interesting 4.17 .893

Table 6. Categorized themes of open-ended question

Theme N %

1. Traffic inconvenience 20 19.4
2. Language barrier 19 18.4
3. Sport Activities content 15 14.6
4. High price 13 12.6

5. Food 8 7.8

6. Infrastructure 7 6.8

7. Staff/Tour guide 6 5.8

8. Shopping 6 5.8

9. Crowded 5 4.9

10. Climate 4 3.9
Total 103 100%

5. Implications

The current study investigated the relationships between service quality, tourist satisfaction, and its outcomes
(i.e., future behavioral intentions and subjective well-being) to understand the role of service quality in
participating sports activities in Jeju Island. Several theoretical and managerial implications emerged from the
findings and are discussed below.

5.1 Theoretical Implications

First, the findings provide insight from the perspective of active sports tourists, unlike most previous studies that
only focused on spectators of various sports (Brady et al., 2006; Shonk & Chelladurai, 2008; Theodorakis et al.,
2001; Yoshida & James, 2010). This study targeted active sports tourists to investigate their perceptions of
service quality in Jeju Island to expand the literature on sports tourism.

Second, the results contribute to the literature by revealing the dynamic interplay among service quality
components and how they drive tourist satisfaction. While some studies have shown that evaluating service
quality in the sports recreation industry is a multi-dimensional structure (Brady & Cronin Jr, 2001; Thwaites,
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1999), few studies have explored each dimension specifically.

Third, the current study also provides an empirical investigation of the socio-psychological outcomes (e.g.,
subjective well-being) of sports tourism in Jeju Island. We must emphasize the role of sports tourism marketing
as a key factor in enhancing tourists’ subjective well-being by satisfying their needs (Theodorakis et al., 2015).

5.2 Managerial Implications

The main managerial implication of this study is that tourism organizations, particularly DMOs, in Jeju Island
must provide high-quality services to attract more Chinese tourists. Highly-perceived quality of services helps
foster greater tourist satisfaction, which improves tourist behavioral intentions and subjective well-being.

On the other hand, Chinese tourists’ travel behaviors and lifestyle are rapidly changing, particularly among the
younger generation (Lee et al., 2011). Having a thorough understanding of the culture of Chinese tourists and
grasping new trends in this population are essential for encouraging more Chinese tourists to visit Jeju Island
(Lee, 2015). One of the best ways to do this would be to highlight Jeju Island’s unique cultures, such as Korean
wave (Hallyu) culture (Zeng, Chiu, Lee, Kang, & Park, 2015). Not only does Hallyu culture influence many
Asian countries, including China, but it is also a crucial tool for attracting potential tourists and enhancing the
local image (Kim, Lee, & Chon, 2010). Recent Internet technologies are playing an essential role in Chinese
outbound tourism (Huang, Keating, Kriz, & Heung, 2015). We recommend DMOs incorporate mobile
applications (e.g., WeChat) into sports tourism marketing in Jeju Island.

6. Limitations and Suggestions

This study has limitations. The first limitation is its unique focus on actual trip behaviors and its distinction of
sports tourists from other tourists. While this group might include regular visitors, classified as sports tourists in
this study, they may not have participated in sports activities (e.g., hiking) with the goal of doing sports. Second,
this study investigated the perceptions of Chinese sports tourists generically, without considering differences
between those on package tours and independent tourists. The two travel modes had different characteristics
(Becken and Gnoth, 2004; Vainikka, 2014), which may have led to different perceptions among the tourists.
Third, previous studies showed the difficulty of defining tourist satisfaction in outdoor leisure services, because
tourists may be satisfied with the service in sports programs but not with their participation experience
(Alexandris et al., 2004; Chan et al., 2015). Therefore, a deeper exploration of tourist satisfaction in the sports
tourism context is needed in future research.

Acknowledgement
This research was modified from the Master’s thesis of Shiheng Zeng.
References

Alexandris, K., Dimitriadis, N., & Kasiara, A. (2001). The behavioural consequences of perceived service
quality: An exploratory study in the context of private fitness clubs in Greece. European Sport Management
Quarterly, 1(4), 280-299. http://dx.doi.org/10.1080/16184740108721903

Alexandris, K., Zahariadis, P., Tsorbatzoudis, C., & Grouios, G. (2004). An empirical investigation into the role
of the outcome dimension in measuring perceived service quality in a health club context. International
Journal of Sport Management, 5(3), 281-294.

All about Jeju Island. (2014). Jeju bus route.

Boulding, W., Kalra, A., Staelin, R., & Zeithaml, V. (1993). A Dynamic Process Model of Sevice Quality: From
Expectations to Behavioral Intentions. Journal of marketing research. https://doi.org/10.2307/3172510

Brady, M. K., & Cronin Jr, J. J. (2001). Some new thoughts on conceptualizing perceived service quality: a
hierarchical approach. Journal of marketing, 65(3), 34-49. https://doi.org/10.1509/jmkg.65.3.34.18334

Brady, M. K., Voorhees, C. M., Cronin Jr, J. J., & Bourdeau, B. L. (2006). The good guys don't always win: the
effect of valence on service perceptions and consequences. Journal of Services Marketing, 20(2), 83-91.
https://doi.org/10.1108/08876040610657011

Brajéa-Zganec, A., Merkas, M., & Sverko, 1. (2011). Quality of life and leisure activities: How do leisure
activities contribute to subjective well-being? Social Indicators Research, 102(1), 81-91.
https://doi.org/10.1007/s11205-010-9724-2

Chan, A., Hsu, C. H., & Baum, T. (2015). The Impact of Tour Service Performance on Tourist Satisfaction and
Behavioral Intentions: A Study of Chinese Tourists in Hong Kong. Journal of Travel & Tourism Marketing,
32(1-2), 18-33. https://doi.org/10.1080/10548408.2014.986010

21



ass.ccsenet.org Asian Social Science Vol. 13, No. 4 2017

Chen, C. F., & Chen, F.-S. (2010). Experience quality, perceived value, satisfaction and behavioral intentions for
heritage tourists. Tourism Management, 31(1), 29-35. https://doi.org/10.1016/j.tourman.2009.02.008

Chen, C. F., & Tsai, M.-H. (2008). Perceived value, satisfaction, and loyalty of TV travel product shopping:
Involvement as a moderator. Tourism Management, 29(6), 1166-1171.
https://doi.org/10.1016/j.tourman.2008.02.019

Clemes, M. D., Brush, G. J., & Collins, M. J. (2011). Analysing the professional sport experience: A hierarchical
approach. Sport Management Review, 14(4), 370-388. https://doi.org/10.1016/j.smr.2010.12.004

Cole, S. T., & Scott, D. (2004). Examining the mediating role of experience quality in a model of tourist
experiences. Journal of Travel & Tourism Marketing, 16(1), 79-90. https://doi.org/10.1300/J073v16n01_08

Cronin Jr, J. J., & Taylor, S. A. (1994). SERVPERF versus SERVQUAL: reconciling performance-based and
perceptions-minus-expectations measurement of service quality. the Journal of Marketing, 125-131.

Dann, G. M. (2012). Tourist motivation and quality-of-life: In search of the missing link Handbook of Tourism
and Quality-of-Life Research (pp. 233-250): Springer. https://doi.org/10.1007/978-94-007-2288-0 13

Deiner, E., Suh, E., Lucas, R. E., & Smith, H. L. (1999). Subjective well-being: Three decades of progress.
Psychological Bulletin, 125(2), 276-302. https://doi.org/10.1037/0033-2909.125.2.276

Dolan, P., Peasgood, T., & White, M. (2008). Do we really know what makes us happy? A review of the
economic literature on the factors associated with subjective well-being. Journal of economic psychology,
29(1), 94-122. https://doi.org/10.1016/j.joep.2007.09.001

Fornell, C., Johnson, M. D., Anderson, E. W., Cha, J., & Bryant, B. E. (1996). The American customer
satisfaction index: nature, purpose, and findings. The Jowrnal of Marketing, 7-18.
https://doi.org/10.2307/1251898

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables and
measurement error. Journal of marketing research, 39-50. https://doi.org/10.2307/3151312

Frijters, P., Johnston, D. W., & Shields, M. A. (2008). Happiness dynamics with quarterly life event data.

Hair, J. F.,, Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L. (2006). Multivariate data analysis (Vol.
6): Pearson Prentice Hall Upper Saddle River, NJ.

Higham, J. E. (2005). Sport tourism destinations. Issues, opportunities and analysis. Routledge.

Hsu, C. H., Kang, S. K., & Lam, T. (2006). Reference group influences among Chinese travelers. Journal of
Travel Research, 44(4), 474-484. https://doi.org/10.1177/0047287505282951

Hu, L. t., & Bentler, P. M. (1999). Cutoff criteria for fit indexes in covariance structure analysis: Conventional
criteria versus new alternatives. Structural equation modeling: a multidisciplinary journal, 6(1), 1-55.
https://doi.org/10.1080/10705519909540118

Huang, S., Keating, B. W., Kriz, A., & Heung, V. (2015). Chinese Outbound Tourism: an Epilogue. Journal of
Travel & Tourism Marketing, 32(1-2), 153-159. https://doi.org/10.1080/10548408.2014.986018

Hutchinson, J., Lai, F., & Wang, Y. (2009). Understanding the relationships of quality, value, equity, satisfaction,
and behavioral intentions among golf travelers. Tourism Management, 30(2), 298-308.
https://doi.org/10.1016/j.tourman.2008.07.010

Jeju Special Self-Governing Provincial Tourism Association. (2015). Travel - Leisure Sports. Retrieved from
http://english.jeju.go.kr/index.php/contents/Tour/MasterpieceJeju/experience tour/leisure sports tour

Jeju Tourism Organization. (2015). Tourism Statistics. Retrieved from
https://www.ijto.or.kr/korean/Bd/view.php?btable=pds&bno=108&pds_skin=&p=1&lcate=3

Kelley, S. W., & Turley, L. (2001). Consumer perceptions of service quality attributes at sporting events. Journal
of Business Research, 54(2), 161-166. https://doi.org/10.1016/S0148-2963(99)00084-3

Kim, S. S., Lee, H., & Chon, K.-S. K. (2010). Segmentation of different types of Hallyu tourists using a
multinomial model and its marketing implications. Journal of Hospitality & Tourism Research.
https://doi.org/10.1177/1096348009350646

Kline, R. B., & Santor, D. A. (1999). Principles & Practice of Structural Equation Modelling. Canadian
Psychology, 40(4), 381. https://doi.org/10.1037/h0092500

Kouthouris, C., & Alexandris, K. (2005). Can service quality predict customer satisfaction and behavioral

22



ass.ccsenet.org Asian Social Science Vol. 13, No. 4 2017

intentions in the sport tourism industry? An application of the SERVQUAL model in an outdoors setting.
Journal of Sport & Tourism, 10(2), 101-111. https://doi.org/10.1080/14775080500223165

Lee, S., Jeon, S., & Kim, D. (2011). The impact of tour quality and tourist satisfaction on tourist loyalty: The
case of  Chinese  tourists in  Korea. Tourism  Management, 32(5), 1115-1124.
https://doi.org/10.1016/j.tourman.2010.09.016

Lee, W. K. (2015). Articles: Attracting more Chinese Tourists for Korean Tourism Industry: Understanding the
Culture of Chinese Consumers. International Journal of Tourism and Hospitality Research, 29(4), 77-90.

Lemon, B. W., Bengtson, V. L., & Peterson, J. A. (1972). An exploration of the activity theory of aging: activity
types and life satisfaction among in-movers to a retirement community. Journal of gerontology(27),
511-523. https://doi.org/10.1093/geronj/27.4.511

Leung, L., & Lee, P. S. (2005). Multiple determinants of life quality: the roles of Internet activities, use of new
media, social support, and leisure activities. Telematics and Informatics, 22(3), 161-180.
https://doi.org/10.1016/j.tele.2004.04.003

McCabe, S., & Johnson, S. (2013). The happiness factor in tourism: Subjective well-being and social tourism.
Annals of Tourism Research, 41, 42-65. https://doi.org/10.1016/j.annals.2012.12.001

Meng, F., Tepanon, Y., & Uysal, M. (2008). Measuring tourist satisfaction by attribute and motivation: The case
of a nature-based resort. Journal of Vacation Marketing, 14(1), 41-56.
https://doi.org/10.1177/1356766707084218

Myers, D. G., & Diener, E. (1995). Who is happy? Psychological science, 6(1), 10-19.
https://doi.org/10.1111/1.1467-9280.1995.tb00298.x

Nicolao, L., Irwin, J. R., & Goodman, J. K. (2009). Happiness for Sale: Do Experiential Purchases Make
Consumers  Happier than  Material.  Journal of consumer  research, 36(2), 188-198.
https://doi.org/10.1086/597049

Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of satisfaction decisions. Journal of
marketing research, 460-469. https://doi.org/10.2307/3150499

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A conceptual model of service quality and its
implications for future research. the Journal of Marketing, 41-50. https://doi.org/10.2307/1251430

Rust, R. T., & Oliver, R. L. (1993). Service quality: New directions in theory and practice: Sage Publications.

Ryan, R. M., & Deci, E. L. (2001). On happiness and human potentials: A review of research on hedonic and
eudaimonic well-being. Annual review of psychology, 52(1), 141-166.
https://doi.org/10.1146/annurev.psych.52.1.141

Shonk, D. J., & Chelladurai, P. (2008). Service quality, satisfaction, and intent to return in event sport tourism.
Journal of sport management, 22(5), 587-602. https://doi.org/10.1123/jsm.22.5.587

Spreng, R. A., & Mackoy, R. D. (1996). An empirical examination of a model of perceived service quality and
satisfaction. Journal of retailing, 72(2), 201-214. https://doi.org/10.1016/S0022-4359(96)90014-7

Standeven, J., & Knop, P. d. (1998). Sport tourism: Human Kinetics Publishers.

Theodorakis, N., Kambitsis, C., & Laios, A. (2001). Relationship between measures of service quality and
satisfaction of spectators in professional sports. Managing Service Quality: An International Journal, 11(6),
431-438. https://doi.org/10.1108/09604520110410638

Theodorakis, N. D., Kaplanidou, K., & Karabaxoglou, I. (2015). Effect of Event Service Quality and Satisfaction
on Happiness Among Runners of a Recurring Sport Event. Leisure Sciences, 37(1), 87-107.
https://doi.org/10.1080/01490400.2014.938846

Theodorakis, N. D., Tsigilis, N., & Alexandris, K. (2009). The mediating role of place attachment on the
relationship between service quality and loyalty in the context of skiing. International Journal of Sport
Management and Marketing, 6(3), 277-291. https://doi.org/10.1504/IISMM.2009.029089

Thwaites, D. (1999). Closing the gaps: service quality in sport tourism. Journal of Services Marketing, 13(6),
500-516. https://doi.org/10.1108/08876049910298766

Thwaites, D., & Chadwick, S. (2005). Service quality perspectives in sport tourism. Sport in Society, 8(2),
321-337. https://doi.org/10.1080/17430430500087781

23



ass.ccsenet.org Asian Social Science Vol. 13, No. 4 2017

Tsitskari, E., Tsiotras, D., & Tsiotras, G. (2006). Measuring service quality in sport services. Total Quality
Management & Business Excellence, 17(5), 623-631. https://doi.org/10.1080/14783360600588190

Vuillemin, A., Boini, S., Bertrais, S., Tessier, S., Oppert, J.-M., Hercberg, S., . . . Briangon, S. (2005). Leisure
time physical activity and health-related quality of life. Preventive medicine, 41(2), 562-569.
https://doi.org/10.1016/j.ypmed.2005.01.006

Yoshida, M., & James, J. D. (2010). Customer satisfaction with game and service experiences: Antecedents and
consequences. Journal of Sport Management, 24(3), 338-361. https://doi.org/10.1123/jsm.24.3.338

Zeithaml, V. A., Bitner, M. J., & Gremler, D. D. (2006). Services marketing: Integrating customer focus across
the firm.

Zeng, S., Chiu, W., Lee, C. W., Kang, H.-W., & Park, C. (2015). South Korea's Destination Image: Comparing
Perceptions of Film and Nonfilm Chinese Tourists. Social Behavior and Personality: an international
journal, 43(9), 1453-1462. https://doi.org/10.2224/sbp.2015.43.9.1453

Copyrights
Copyright for this article is retained by the author(s), with first publication rights granted to the journal.

This is an open-access article distributed under the terms and conditions of the Creative Commons Attribution
license (http://creativecommons.org/licenses/by/4.0/).

24



