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Causal Model of the Relationship between Service
Quality, Satisfaction, Perceived Value and Loyalty: A
Case Study of the National M useum of Natural Science

Chih-Tung Hsiao* Wan-Yu Liao** Chien-Wen Chen***

Abstract

Modern museums pursue the strategy of offering high quality service to promote user
satisfaction and intention to re-visit. Therefore, being able to accurately measure user
satisfaction is an important issue for museums. This study proposes a model to demonstrate
the relationships between service quality, perceived value, satisfaction and loyalty, through a
case study of the National Museum of Natural Science. Due to the current trend in e-service,
this was the focus of a survey questionnaire used for data collection and to assess the factors
that affect perceived value, satisfaction and loyalty, and their relationships. The results
showed that e-services and staff professionalism do not affect user satisfaction and
perception, while education and promotion, museum service and perceived value
significantly affect user satisfaction. User satisfaction and perception affect behaviors
associated with loyalty while user perception significantly affects attitudes associated with
loyalty.

Keywords: information service, museum, satisfaction, service quality, perceived value,
loyalty
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