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ABSTRACT 
China's tourism industry has experienced vigorous development in the fierce competition, and the tourism consumption market is extremely hot. In this consumer market, travel agencies are not the main force to stimulate tourists' consumption. The quality of travel agency services is directly related to the quality of tourism and the image of the entire tourism industry in China. As a travel agency of the industry window, its service level has become the focus of widespread concern. The degree of satisfaction of tourists following a travel agency depends on the perceived quality of travel agency services. Therefore, the evaluation of tourist satisfaction is an important method for the evaluation of travel agency service quality.
Through investigation and practice, this paper interviews with travel agency managers, tour guides, tourists, etc., and combines the research on travel agency service products, service quality, customer satisfaction theory and other literatures to construct a set of indicators for tourists to evaluate the service quality of travel agencies. Through the indicator system, the questionnaire of tourist satisfaction questionnaire and the questionnaire of each indicator weight are designed. The author conducted a survey of tourists who had traveled with the travel agencies of Xiamen City, and used statistical software to process the survey data, analyze the travel agency service attribute factors that affect the tourists' satisfaction, and the overall satisfaction level of the tourists' services to the travel agency. The satisfaction level of each service project, the key service factors affecting the satisfaction of tourists and the impact of tourist satisfaction on the loyalty of travel agencies.
The research results show that tourists evaluate the attitude of travel agency service satisfaction through five service attributes: assurance, reliability, perceptibility, responsiveness and empathy. Among them, the guarantee and reliability have the greatest impact on the satisfaction of tourists. Among the key indicators that affect the satisfaction of tourists, tour guide business services, tour arrangement services and tour guide support services are the key factors affecting the satisfaction of tourists. Through empirical analysis, the higher the satisfaction of tourists with the travel agency service, the more willing to follow the travel agency to travel and recommend to friends and relatives.

Keywords: Travel agency service quality  SERVQUAL MODEL  Customer Satisfaction
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[bookmark: _Toc6023]1.1  INTRODUCTION

The Chinese tourism industry has witnessed an incredible boom in the past 20 years. With the development of Chinese economy and the improvement of people's living standard, tourism has become one of the frequent economic activities of modern people. Consumers travel more and more times, travel experience is more and more rich, tourists pay more attention to the essence of tourism consumption (Shah, 2016). The tourism with low service level in the past has become more and more dissatisfied, and people's tourism consumption has shifted from "irrational consumption" to "rational consumption". They pay more attention to personal feelings in consumption attitude, such as comfort, convenience, safety, cleanliness, pleasure and fun (Weigert, 2018). In terms of price and quality of tourism consumption, contemporary consumers no longer give priority to the price factor, but pay more attention to the quality of tourism service (Haghighat, 2017). Therefore, when choosing trip agency, consumers will be more interested in the travel agency's brand, they will choose some travel agencies with better market tendencies,  reputation and able to provide quality services (Kim-Soon, 2014). 

With the improvement of consumer culture level and self-quality, consumer awareness is gradually strengthening, consumer taste is also constantly improving, and the demand for service quality has become higher and higher (Monaco, 2018). Tourists are not satisfied with the regular services provided by traveling agencies, but require more professional and personalized services on the basis of enthusiasm and thoughtful service. They also require the reception staff and tour guides of travel agencies to have rich knowledge. With deeper cultural cultivation, as the traveler's legal awareness and self-protection awareness increase, travel agency services are not in place or slightly wrong, they will file quality complaints or claims (Vivek, 2014). 

In China's tourism industry, the travel agency industry is the latest open industry. With the involvement of foreign travel agencies in various forms of China's travel agency industry, and the use of network chain advantages, the formation of a "one-stop" reception system for overseas customers, so as to monopolize all profits (Yang, 2016). International travel agency a high standard of service to the Chinese travel agency has brought the huge pressure, travel agency industry competition is no longer the number. The service quality of China travel service is more serious than at any time in the relationship with travel agency's survival. In the face of fierce market competition, travel agencies should formulate customer satisfaction strategies and build their own brands to ensure the healthy development of travel agencies (Pansari&Kumar, 2017). 

In recent years, innovation in information and communication technologies is reshaping the way travel distribution channels operate. Despite the rise and decline of web-based distribution channels, travel agency commissions for hotels and airlines, travel agencies seem to remain a popular choice (Lewis, 1998). As suggested in a recent study by Grønflaten (2009), in terms of information channels, there is about a 4.5 times greater chance of a group representative consulting trip agent in a face-to-face interaction than using the Internet as the main channel of information when organizing a tour. Word "healthy, safe, healthy, high quality" high-quality travel experiences from modern highly attention, visitors to the future of tourism service quality put forward higher request. Travel agency business in China should be adjusted, can no longer blindly pursue sales price competition. The focus of the tourism industry should be off to industry service quality and service level, improve the quality of tourism products, so as to improve the satisfaction of tourists (Petrick&Backman, 2012).


[bookmark: _Toc2][bookmark: _Toc10224]1.2  PROBLEM STATEMENT

The 21st century is the era of service economy. The quality of service has become the focus of people's life (Truong & King, 2015). Compared with developed countries in service industries, China's tourism industry has developed relatively late. China's tourism market is chaotic, and the poor quality of service fails to satisfy tourists materially and spiritually as expected (Benur & Bramwell, 2015).

Various kinds of tourism disputes and complaints are frequent, and the number of tourism complaints is growing slowly, among which travel agency complaints account for the largest proportion. At present, the overall service quality of travel agencies in China is low, and the awareness of brand competition is weak. Tourists are unable to get a high quality tourism experience (Cheng&Ai, 2017). The service market chaos of Chinese travel agencies mainly reflects the following aspects:


[bookmark: _Toc3][bookmark: _Toc3429]1.2.1 TOURIST RIGHTS CANNOT BE GUARANTEED

1. Travel agencies arbitrarily lower service level standards, shorten travel itineraries, increase shopping time, force tourists to shop, participate in self-funded projects, and arbitrarily compose groups and transfer groups without seeking the consent of tourists, resulting in no responsibility when accidents occur. Clearly, the rights of tourists cannot be guaranteed.

2. Contract breaches, using a unilaterally formatted contract, intended to reduce or exempt one’s responsibility.

3. Travel safety issues, the travel vehicle is seriously overloaded, which has damaged the personal and property safety of consumers.

4. False prices, the quotation is lower than the cost, or the price reduction competition such as “zero group fee” and “negative group fee” is used to compete for the source of tourists. However, various methods are adopted in the course of tourism, and the quality of the tourism service is reduced. 

[bookmark: _Toc15402][bookmark: _Toc4]1.2.2 LOW LEVEL OF SERVICE STANDARDIZATION

China's tourism service standardization work started late, although it has been gradually carried out, but China's service situation is still very large compared with the developed industrial countries, this gap is not mainly in the "hardware" aspect, but in the "software" aspect that is, in the management and service (Tsang, Lee & Qu, 2015). There are no clear provisions and requirements on staff's service attitude, service speed, service comfort, service safety and confidentiality, and a complete set of service quality system documents are lacking.
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The research objectives of this paper mainly include:

We designed this study to assess the level of satisfaction of travellers currently operating travel agencies in China using a slightly modified SERVQUAL tool (Parasuraman et al., 1988). The study included an analysis of the impact of each individual SERVQUAL component on customer satisfaction. Although the influence of SERVQUAL dimension on customer satisfaction has been widely studied in previous studies, few studies have analyzed the above variables in the context of travel agencies. The contribution of this study is to identify three new factors of travel agency satisfaction, namely loyalty, diligence and tangibility (Robledo, 2001). These factors reflect an important part of the overall quality of travel agencies. Similar to loyalty, employees' ability to provide fast, accurate and reliable services is the most important incentive for consumers to be satisfied with travel agencies. The results of the research conducted also suggest that a number of factors need to be carefully considered when designing marketing strategies (Kouthouris & Alexandris, 2005).

[bookmark: _Toc29785][bookmark: _Toc6]1.4  SIGNIFICANCE OF THE STUDY 

[bookmark: _Toc10002][bookmark: _Toc7]1.4.1 THEORETICAL SIGNIFICANCE 

This paper studies the relationship between service quality and customer satisfaction of travel agencies. Establish the relationship model between service quality SERVQUAL travel agency and tourist satisfaction dimension. Tourism satisfaction that enriches relevant theories and complements relevant theories of service quality of travel agencies (Zeithaml, berry & Parasuraman, 2014).

[bookmark: _Toc8]
[bookmark: _Toc12717]1.4.2 PRACTICAL SIGNIFICANCE 

This research studies the market status of Chinese travel agencies through questionnaire survey. Establish the relationship model between service quality and tourist satisfaction of travel agencies., and improves the evaluation index system of tourist satisfaction, so that customers can evaluate travel agencies more scientifically (Collier&Bienstock, 2006). At the same time, it can also allow travel agencies to more accurately evaluate the advantages and disadvantages of the services provided, and improve service quality. Provide effective Suggestions to travel agencies based on the problems found in the survey. This will help travel agencies improve service quality and optimize tourism products (Cao, Zhang & Seydel, 2005). After China's entry into World Trade Organization (WTO), the tourism industry market is gradually opening up, and China's travel agencies are facing the challenge and threat of powerful foreign travel agencies, and the market competition is more fierce (Robledo, 2001). Domestic travel agencies in order to survive and develop, make their products and service quality standards and international standards, so travel agencies choose customer satisfaction strategic management emerged (Chand, 2014). The travel agency chose this development strategy to adapt to the changes in the new business environment of China's travel agencies. The tourism values orientation of tourism consumers is the key factor to attract customers. It requires the transfer from travel agency facilities to the quality of service (Chand, 2014). The service quality is good, the tourists are satisfied, the word of mouth is good, the loyalty of the tourists will also increase, and the complaints will be reduced. Therefore, “customer satisfaction” is the basic factor for the success of travel agencies, and it is also a necessary condition for the sustainable development of travel agencies (Bansal, Gaur & Chauhan, 2016). In order to improve the service quality and put forward the strategy of customer satisfaction management, travel agencies must start from the satisfaction of tourists. It is important to know what aspects of travel consumers' satisfaction and dissatisfaction are. Understand the key factors of tourists' evaluation of service quality. According to these factors, how to do travel agencies evaluate the service quality of themselves and their competitors (Atilgan, Akinci & ksoy, 2015). To understand these, only through the travel consumer satisfaction survey. Understand their demand for the products and services provided by traveling agencies and the influencing factors, so as to concentrate enterprise resources and maximize the satisfaction of tourism consumers' key services (Ruiqi & Adrian, 2009). Therefore, this paper will discuss the theory of travel agency customer satisfaction in-depth.

[bookmark: _Toc9][bookmark: _Toc757]1.5 LIMITATIONS OF THE STUDY

Although some achievements have been made in the study of tourist satisfaction of travel agencies. There are still some problems and shortcomings in this study, which need to be further improved, and there are still areas for further study.

1. This study is only based on travel agencies, and the results cannot be extended to other economic sectors. Due to the lack of continuous investigation, this investigation is not dynamic.

2. The satisfaction evaluation index proposed in this paper is more suitable for the customer satisfaction evaluation of package Tours. However, it is not completely applicable to the evaluation of individual customer service satisfaction.

3. There are not enough survey samples to determine the weight of indicators, which may have a certain impact on the authenticity of the research results.

4. Travelers' expectation of the service quality of travel agencies and the services they enjoy in actual travel will affect the results of customers' evaluation of the service quality of travel agencies. However, the expected service of travelers is subjective and cannot be actually measured.

5. The satisfaction evaluation index used to analyze the service level of travel agencies does not cover a wide range of service items. There is no mention of the evaluation index of whether the travel agencies' handling of tourist complaints makes tourists satisfied.

[bookmark: _Toc28547][bookmark: _Toc10]1.6 SCOPE OF THE STUDY

This paper studies the factors of tourists' satisfaction with travel agencies. To explore this question, we took Chinese travel agencies as research objects and studied the influence of five SERVQUAL individual dimensions (assurance, reliability, tangible, responsiveness, empathy) on tourist satisfaction. 

[bookmark: _Toc11][bookmark: _Toc11675]1.7  ETHICAL CONSIDERATION

The collection of data ensures that participants participate in the research voluntarily if they fully understand the problem. The research process will not cause psychological or physical harm to the participants and will not bring pressure to the participants. The content of the questionnaire is guaranteed not to reveal the privacy of the participants. The authenticity of the data is guaranteed during the research.


[bookmark: _Toc14651][bookmark: _Toc12]CHAPTER 2 : LITERATURE REVIEW 

[bookmark: _Toc4371][bookmark: _Toc13]2.1 THEORY REVIEW

[bookmark: _Toc29717][bookmark: _Toc14]2.1.1 SERVICE QUALITY

Service quality is one of the most important conditions to maintain competitive advantage and establish customer relationship. The definition of service quality includes "the overall evaluation of a particular service company, the result of which is the comparison between the company's performance and customers' overall expectations of how the company should perform and the actual delivered content (Parasuraman et al, 1988). Service quality refers to the difference between the expectation of service performance and the perceived level of service received by customers before they encounter service (Asubonteng, 1996). Quality of service is defined as consumers' overall advantage or advantage view of service entities". It is a form of attitude, the result of comparing expectations with accepted performance perceptions (Zeithaml, 1987). A Service is any behavior or behavior resulting from contact between two parties (provider and receiver) that is invisible in nature (Kotler, 2003). Service can is also defined as a set of intangible characteristics, and the overall end result of the service leads to the satisfaction of customers' needs and expectations (Michael, 2003). The definition of quality of service varies, and may vary from literature to literature, but the essence is the same. The meaning of quality of service may vary in wording, but it mainly involves determining whether the perceived service experience exceeds or fails to meet customer expectations (Ojo, 2010).

In service quality research, the most widely used model is the expectations- perceptions gap model known as SERVQUAL, which states that service quality, as perceived by consumers, stems from a comparison of expectations of the service to be received and the perceptions of service performance of a company. The term “expectation” used in the service quality literature is perceived differently than what is found in the consumer satisfaction liter- ature. Expectations in the service quality literature are viewed normatively as reflecting what consumers desire or want from a service, whereas in the consumer satisfaction literature expectations are viewed more as predictions made by consumers as to what they might expect during a service transac- tion. A redefinition of expectations as to what the customer would expect from excellent service organizations was made by Parasuraman, Berry, and Zeithaml (1991). The wording now focuses on what the customers would expect from organizations delivering excellent service rather than what the service providers should offer. 

The original objective in the development of SERVQUAL was to provide a service quality instrument that could be used across a broad range of services and industries requiring only minor modifications. SERVQUAL is a research instrument consisting of two sections ascertaining consumers’ general expec- tations for quality of services to be received compared against an assessment of perceptions of a firm’s specific service quality received. The original instru- ment contained 22 statements, each of which related to one of the five major dimensions. Each statement appeared in two forms; one designed to measure expectations about the service dimension and the other about the particu- lar organization whose service is being assessed. In this way the instrument sought to capture both expectations and perceptions of services. The gap score is then calculated for each statement for each dimension. In principle the gap scores allowed for further analysis in a number of ways, including: 
1. Identification of those dimensions where expectations are being exceeded and falling short; 
2.Analysis of service quality over time to assess the impact that specific quality initiatives may be having; 
3.Comparing service quality between competing providers; 
4.Analysis of different dimensions of the service and importance to the customers; 
5.Analysis of service quality dimensions as perceived by different customer groups. 
While analysis of the service quality gaps can be important, this research will focus on the latter two items and will only measure the expectations portions without the perceptions of actual service by a provider. For the purposes of this study it was determined to pursue an adapted measure of the SERVQUAL instrument for the purpose of studying service quality expectations (predictive standard) in the nonprofit sector (Vaughan & Shiu, 2001). 

[bookmark: _Toc15197][bookmark: _Toc15]2.1.2 SERVICE QUALITY OF TRAVEL AGENCY 

According to Gronroos, service quality of travel agencies is not only related to service results, but also related to service process. The quality of tourists' actual experience is mainly composed of technical quality and functional quality.

Technical quality: Refers to the result dimension of travel agency service operation. Service items, facilities and equipment and service quality standards provided by traveling agencies that can meet the needs of tourists. (VanRie, Semeijn&Pauwels, 2014). It is reflected in whether the objective requirements of tourists are met. Whether the food, accommodation and transportation of tourists are worth the money and meet the agreed standards (Chen, et al.2016).

Functional quality: Refers to the process dimension of the interaction between tourists and service providers. It is mainly reflected in the service attitude, service process and service method of travel agency staff. Among them, the attitude of tour guides in providing services to tourists is the most critical part that affects the functional quality. The recognition of this dual influence indicates that the customer's perception of service quality is jointly determined by three factors: functional quality, technical quality and corporate image (Pao,Wu&Pan, 2015).

"Travel agency management" (1994) The service quality of travel agencies is mainly reflected in the satisfaction of tourists' material and spiritual needs. Specifically includes three aspects of content: First of all, the quality design of travel agency products that is, the most important is to require travel agency to design routes and programs. To meet the needs of tourists of different levels, meet the quality and price; Second, the actual reception service quality of travel agency staff. That is, travel agency outlets and tour guides should provide warm and thoughtful, timely service, so that tourists in material and spiritual satisfaction; Third, the environmental quality of travel agencies. Mainly the reception, finance and other departments of travel agencies, as well as the work quality of scenic spots, restaurants, motorcade and other cooperative units. These three aspects determine the service quality of travel agencies.

[bookmark: _Toc16][bookmark: _Toc17611]2.1.3  SERVQUAL MODEL

Service quality is evaluated by measuring perceived service quality using a model originally developed by Parasuraman et al. (1988). This assessment tool came to be known as SERVQUAL (Shafiq, Mostafiz & Taniguchi, 2019). Initially, there are ten dimensions (reliability, responsiveness, competence, accessibility, politeness, communication, credibility, security, empathy and tangible assets) that can be used to measure service quality (Rod et al., 2008). New perspective is put forward, the quality of service can function to evaluate quality dimensions, the five components: reliability, responsiveness, affordable, empathy and tangibles five dimensions, these five dimensions by the designer of the SERVQUAL instrument identified as the five key dimensions of quality (Roslan, 2015). SERVQUAL is commonly used in the service industry of service quality and customer satisfaction measurement model (Gencer & Akkucuk, 2017). It is effective, reliable, and widely applicable to service industry organizations; And it is more widely used than other competing models (Munusamy , 2010). SERVQUAL is widely used in research related to the hotel and tourism industries (Pizam, 2016). It not only illustrates the quality of the services provided, but also helps to determine the gap between the services provided by the service providers and the services customers think they receive (Weitz & Wensley, 2002). It is also useful to estimate the gap between customers' expectations and the perceptions they actually receive (Pikkemaat & Peters, 2006). 
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FIGURE 1: SERVQUAL model 

SOURCE : Shafiq, A., Mostafiz, M. and Taniguchi, M. (2019)


For more than two decades, the SERVQUAL model has been used as the basis for introducing the many different instruments used to measure overall quality of service. However, this model is not without its critics (Andersson, 1992). Buttle (1996) offers one of the most comprehensive SERVQUAL criticisms at both theoretical and operational levels. In view of these criticisms, some authors have modified the original SERVQUAL and devel-ed models related to the hospital sector, such as HOLSERV, which contains 27 question items (Wong, 1999). LODGSERV, which includes 26 question items (Knutson, 1990). Perhaps the most famous alternative to SERVQUAL is SERVPERF proposed by Cronin and Taylor (1992). It has led to a lot of discussion about which of the two models is more effective in predicting service quality. Carrillat et al. (2007) finally determined that both models are good indicators of overall service quality.
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[bookmark: _Toc14880]2.2 CUSTOMER SATISFACTION THEORY

[bookmark: _Toc22256][bookmark: _Toc18]2.2.1 MEASURING CUSTOMER SATISFACTION

Fonseca (2009) believes that service quality itself equals satisfaction. The importance of measuring customer satisfaction comes from the increase of satisfaction, which in turn increases loyalty (Hesket, 1994). Although quality of service has been the subject of numerous studies over the past three decades, there are still some differences among researchers on the interpretation of this term (Oliver, 1997). In general, there are two different approaches to quality of service. According to the first method, service quality is based on comparing customer's expectation of the delivered service with actual customer's perception of the delivered service (Iacobucci, 1994). The second method Pantouvakis (2010) suggests that the measurement of service quality should only include customer perception. It is interesting to analyze the relationship between service quality and customer satisfaction.

Many authorities claim that quality is only one of the factors leading to satisfaction (Salvatore, Gennaro & Manfreda, 2017). They propose that measuring satisfaction should include other factors, such as perceived value, perceived image and price (Salvatore & Venuleo, 2017). Travel satisfaction should be measured carefully. Visitor satisfaction often represents a mixture of pre-departure expectations and overall experience during and after the trip.

In the measurement of customer satisfaction, the researchers face many problems and challenges (Tanzilli, Colli & Corno, 2016). Satisfaction is a potentially variable, including customers' subjective perception of product or service quality. In addition, satisfaction is measured not only based on the customer's experience, but also on their expectations of the quality of the product/service. Other problems arise if the measured attributes are not appropriate or the sample is not representative. It is important for researchers to identify and isolate the relevant variables, the attributes that will be measured. In addition, measuring overall satisfaction alone is not a good idea. Instead, it is necessary to select several parameters to determine customer satisfaction with the product/service. Finally, it is necessary to identify the main causes of satisfaction and isolate the variables associated with satisfaction.
[bookmark: _Toc19][bookmark: _Toc13573]2.2.2  SERVICE QUALITY AND CUSTOMER SATISFACTION

Service quality and customer satisfaction are two similar concepts. There is a close relationship between customer expectation service level and customer perception service level. However, many scholars try to compare the relationship between the two that is, whether customer satisfaction affects service quality or service quality affects customer satisfaction (Arslan, 2014). Customer satisfaction and quality are major issues affecting all organizations, whether large or small, profitable or non-profit, global or local. In today's competitive market, quality and customer satisfaction have long been considered key factors for success and survival (Zeithaml, Bitner & Gremler, 2006). As developed economies become more service-oriented, this means that customer impressions play a crucial role in this area. The company provides services for customers, and the overall attitude of customers to the company is determined by the relationship between service quality and customer satisfaction. Different studies are conducted on the positive relationship between service quality and customer satisfaction. In other words, if the service quality decreases rapidly, customer satisfaction decreases sharply, and if the service quality increases rapidly, customer satisfaction will increase rapidly. It can be concluded that there is a relationship between service quality and customer satisfaction, which can be studied through SERVQUAL dimension (Nupur, 2010). The evaluation model proposed by Woodside et al. (1989) emphasizes the relationship between perceived service quality, customer satisfaction and purchase interest. It is fair to say that the customer-centric philosophy and the principle of continuous improvement of service levels have proven that customer satisfaction is one of the major concerns of all types of business organizations (Arokiasamy, 2013). Mittal and Frennea (2010) interpreted customer satisfaction as consumers' evaluation of products or services after consumption in their research.

[bookmark: _Toc20][bookmark: _Toc15461]2.3  DEPENDENT VARIABLE

[bookmark: _Toc21][bookmark: _Toc17372]2.3.1 CUSTOMER SATISFACTION

Customer satisfaction is a relatively new concept in marketing, which comes from the customer satisfaction strategy put forward by Japanese enterprises (Gencer&Akkucuk, 2017). In literature of customer satisfaction research, there are different definitions of customer satisfaction, so far there is no uniform definition (Kim-soon, 2014). Different research purposes, scholars define customer satisfaction from different perspectives. Kotler et al. (2017) defined customer satisfaction as the pleasure or disappointment caused by the comparison between the perceived service performance and the actual service quality (Forozia , 2013). It is an assessment of the customer's experience with the service provided. The evaluation is also based on the comparison of customers' perception and expectation before the purchase with the actual service provided (Rao&Sahu, 2013). Therefore, when the service provided meets the needs of the customer, the customer will be satisfied, while the dissatisfaction is due to the service provider's inability to perform the service expected by the customer (kim-soon, 2014). At present, in the definition of customer satisfaction, the definition generally recognized by the academia is proposed by (Olivet, 1997). He believes that customer satisfaction is a psychological reaction of customers after their needs are satisfied, and a judgment of the characteristics of products and services or the degree to which products and services meet their needs (Gencer & Akkucuk, 2017). He pointed out that customer satisfaction is mainly determined by three types of customer evaluation :

1. The overall impression of customers on their consumption results, i.e. the evaluation of the pros and cons of this consumption, and the emotional reactions generated by customers, such as happiness and sadness. 

2. The comparison results of customers on products and services that is, the actual performance of customers on products and services is compared with a certain standard to judge whether the actual performance meets or exceeds their own comparison standards. 

1. Customers' attribution of their consumption results that is, customers think who should be responsible for their consumption results. Customer satisfaction has been identified as one of the key factors for the success of the service industry. Multidimensional service essence is directly related to customer satisfaction (Azmian, 2012).

[bookmark: _Toc3427][bookmark: _Toc22]2.4  INDEPENDENT VARIABLES

SERVQUAL is the most commonly used service quality and customer satisfaction measurement model in the service industry (Roslan, 2015). It is effective, reliable, and widely applicable to service industry organizations; And it is more widely used than other competing models (Munusamy, 2010). SERVQUAL is widely used in research related to the hotel and tourism industries (Pizam, 2016). It not only illustrates the quality of the services provided, but also helps to determine the gap between the services provided by the service providers and the services customers think they receive (Weitz & Wensley, 2002). It also helps to estimate the gap between customers' expectations and the perceptions they actually receive (Pikkemaat & Peters, 2006). SERVQUAL has five dimensions, which elaborate as follows:
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	Table1: Significant relationship between tangible and customer satisfaction	

	Author (year）
	[bookmark: _Toc30188]Journal

	Tsu-Wei Yu, Tso-Jen Chen. (2019)
	 Journal of Travel & Tourism Marketing 35:9, 1175-1186

	 TengHsu-Ju, Hsu-Ju Teng (2018)
	 Internet Research 28:2, 333-350. 

	Cong Li, Jiangmeng Liu. (2019)
	Computers in Human Behavior 72, 132-139.

	Zeithaml, Bitner & Gremler(2018)
	Services marketing.

	Delgado & Ballester(2019)
	Number of items

	Bitner (2018)
	The Impact of Physical Surroundings on Customers and Employees. Journal of Marketing, 56(2), p.57.

	ZhaoXiaofei, Xiaofei Zhao, (2019)
	Internet Research 27:2, 233-255.

	Russell & Ward (2017)
	Annual Review of Psychology, 33(1), 651-688.

	Berry & Parasuraman (2019)
	Marketing services: competing through quality. New York: Free Press.

	Inés Küster, Natalia Vila, Pedro Canales.(2017)
	 European Journal of Management and Business Economics 25:3, 111-120

	Santos (2018)
	Managing Service Quality, 12(5), 292-302

	Zeithaml (2018)
	Services marketing.

	 FarahMaya F., Maya F. Farah.(2019)
	International Journal of Bank Marketing 35:1, 147-172.

	David Gligor, Siddik Bozkurt, Ivan Russo (2018)
	Journal of Business Research 101, 59-69. 

	Dean Creevey (2019)
	Journal of Travel & Tourism Marketing 36:6, 679-691. 

	Mar Gómez, Carmen Lopez, Arturo Molina (2018)
	Computers in Human Behavior 96, 196-206. 

	Vikas Arya, Hemraj Verma, Deepa Sethi (2017) 
	IIM Kozhikode Society & Management Review 8:2, 87-103. 

	HinsonRobert (2018)
	Journal of Research in Interactive Marketing 13:2, 204-226. 




Tangible this is the tangible aspect of service, including tangible facilities, service provider staff, equipment and materials used to communicate with customers (Presley, 2009). The application of tangible factors varies by industry (Aleshaiwy, 2015). The part that customers can directly see or perceive in the process of enjoying travel agency services is real and tangible. From a tourism perspective, tangible factors include the car equipment used on the trip, the comfort of the hotel and the clean and tidy appearance of the travel agency (Giannakos, 2012). Service companies can make good use of tangible factors to improve their image, provide continuity, and indicate quality to customers, or even combine them with another element to create a service quality strategy (Zeithaml, Bitner & Gremler , 2009).. In other words, the tangible dimension is about creating first hand impressions. A company should want all their customers to get a unique positive and never forgetting first hand impression, this would make them more likely to return in the future (Delgado & Ballester, 2004).

Tangibility affects both consumers and employees in a service organization. Bitner (1992) proposed three different environmental dimensions: environmental conditions, spatial layout, functions and signs. While the surrounding environment may include temperature and music, the spatial layout and functions may include furniture and layout features. Signs can include symbols, crafts, signs, and decorative styles. All these dimensions should create an overall perception of service escape, activating internal cognitive, emotional and physiological responses with customers and employees (Bitner, 1992). These are mediated by personality traits and situational factors. Then, customers' internal reactions can influence their behavior, including staying longer, returning to the same location or avoiding.

Wakefield and Blodgett (1999) argue that "the tangible physical environment may more directly affect the emotional response of consumers". This is a reaction that encourages and forces people to stay or leave (Russell & Ward, 1982). In addition, people's cognition, emotion and behavior are greatly affected by physical environment (Russell & Ward, 1982; Schbangenberg, crowley & Henderson, 1996). Berry & Parasuraman (1991) suggest that consumers develop their understanding of the relationship between the context of a given service and the "quality" of the service they may expect. In addition, it has been proven that consumers rely on the physical and tangible evidence available to them to assess the quality of intangible service components (Namasivayam, 2004).

Parasuraman (1988) argues that tangible means the appearance of tangible facilities, equipment, personnel and communications materials. The tangible property of travel agency refers to the equipment with modern appearance. The tangible facilities of travel agency are visually attractive. The staff of travel agency looks clean and tidy. Therefore, from these two information about service quality, researchers get that tangible service quality dimension refers to the appearance of tangible environment and facilities, equipment, personnel and communication mode. Santos (2002) referred tangibility to exterior and interior of physical features, tools, equipment, exterior of human resources, communication materials and other physical features being used by service providers to offer and deliver services. Aspects in the tangible factor are for example has up-to-date equipment, physical facilities are visually appealing and materials are visually appearing. Tangibles relate to the physical cues that are a component part the service delivery process (Zeithaml et al, 2000; O’Neill & Palmer, 2003). 
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	Table1: Significant relationship between reliability and customer satisfaction	
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	 Daskalakis (2018) 
	Journal of Internet Commerce 16:4, 364-384. 
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	Daskalakis (2008) 
	 Journal of Global Information Management 27:2, 59-77

	 Zeithaml (2018)
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	Lei Huang, Amelia Clarke (2019)
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	AichnerThomas, Thomas Aichner. (2019)
	Marketing Intelligence & Planning 37:3, 242-257.
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	Journal of Marketing Management 27, 1-33
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The reliability Service Quality refers to how the company are performing and completing their promised service, quality and accuracy within the given set requirements between the company and the customer. Reliability is just as important as a goof first hand impression, because every customer want to know if their supplier is reliable and fulfil the set requirements with satisfaction (Delgado & Ballester, 2017). When the travel agency promised to do something by a certain time, it did it. When you have problems, the travel agency shows a Genuine interest in solving them. The travel agency performs the service right the first time. The travel agency provides its service at the time it promises to do so. 


Reliability refers to the ability to consistently and reliably deliver promised services (Presley, 2019). Delivering on time is very important for the tourism industry. Failure to fulfill promises will lead to negative emotions of customers, which may bring negative corporate image to travel agencies. More specifically, it means that the company deliverers service provision, problem resolution, and pricing according to their promises. In this way, firms can keep their customers loyal to them (Zeithaml, Bitner & Gremler, 2009). This dimension almost always has a significant impact on customer satisfaction and is a source of competitive advantage (Aleshaiwy, 2015). It means that travel agencies actively fulfill various commitments to customers, and strive to do a good job, strictly fulfill their responsibilities and obligations, so that customers rest assured and trust. For example, after signing the contract, the travel agency shall provide customer service in accordance with the terms of the contract, and shall not increase the items and activities other than the contract at will, and shall not change the travel route (Giannakos et al, 2012).


Berry, Parasuraman and Zeithaml (1994) stated that reliability is an important element and it was supported that regardless of service industries types, reliability will remain to be one of the key elements. Daskalakis (2018) explained that reliability focuses on reducing travel time, as well as, reducing travel time variability since such variability may lead to vagueness of arrival time.


The reliability Service Quality Dimension refers to how the company are performing and completing their promised service, quality and accuracy within the given set requirements between the company and the customer. It means that the company provides a service to its customer at a time without making any errors and delivers what it promised during the time that was agreed upon. Reliability is considered as the most important dimension of service quality (Zeithaml, 2018).
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	FernandesTeresa, Teresa Fernandes,  (2018)
	Journal of Product & Brand Management 28:2, 274-286.
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Sensitivity also known as responsiveness, refers to the willingness of service providers to help or help customers by providing timely and accurate services (Presbury, 2009). From the perspective of the tourism industry, it refers to the staff of the travel agency and is often considered  another key factor in the quality of service (Pappas, 2017). This is because employees need to respond to the needs and requirements of guests in a timely manner (Aleshaiwy, 2015). That is, the accuracy and speed of travel agency's response to customers' demands. For example, can travel agencies take emergency measures to deal with emergencies quickly, and can they find out and properly solve the changes in customers' physical conditions in time? Failure to respond in a timely manner will reduce customer satisfaction. The corresponding degree of travel agency is directly proportional to the perceived value of customers (Giannakos, 2012).

Responsiveness means Staffs at the travel agency tell you exactly when services will be performed (Bigne, 2019). Staffs at the travel agency give you prompt service. Staffs at the travel agency are always willing to help you. Staffs of the travel agency are never too busy to respond to your request. The responsiveness Service Quality Dimension refers to the willingness of the company to help its customers in providing them with a good, quality and fast service. This is also a very important dimension, because every customer feels more valued if they get the best possible quality in the service.

Responsiveness was defined as the willingness and capability of employees (Allred and Addams, 2019). Perception on willingness of employees to respond accurately, and the dependability and speed of employees to entertain consumers can be captured in this dimension (Barlett and Han, 2017).

The responsiveness Service Quality Dimension refers to the willingness of the company to help its customers in  providing them with a good, quality and fast service. This is also a very important dimension, because every customer feels more valued if they get the best possible quality in the service. It also means that the employees of a service organization are ready to help customers and respond to their demand as well as to notify customers when service will  provide, and then give quick service. If a service fails to occur, the ability to recover quickly and professionally can generate very positive perceptions of quality (Hernon & Nitecki, 2018).
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Assurance refers to the understanding and politeness of service providers, as well as the ability of service providers to provide confidence and trust when contacting and providing services to customers (Presbury, 2009). Travel agencies are highly required to instill confidence in their guests to ensure that they feel safe during their travels. This dimension also has a significant impact on guest satisfaction (Aleshaiwy, 2015). Credibility means that travel agencies do not hide, deceive customers, the service provided is standard and safe (Xianjin, 2017). Tour guides have rich experience and professional knowledge, can serve tourists in a full range.Staffs of the travel agency are consistently courteous with you. Staffs of the travel agency have knowledge to answer your question. Tourists from the registration to the completion of the tour, in the whole travel agency one-stop service process and travel agency to maintain a pleasant exchange (Giannakos, 2012). Vogel and Pettinari (2018) stated that service providers must ensure that consumers feel safe while patronising services as it will lead to an increment of trust and confidence among passengers toward employees and service providers.

Assurance also involves the following features such as competence,  politeness, effective communication and general attitude that serve customer effectively and efficiently. The behaviour of staff gives customers confidence in the company that makes customers feel safe as long as the staff are respectful and always have the necessary knowledge to answer customer questions. In addition, assurance dimension of SERVQUAL dresses the competence of the organization, the courtesy extended to its customers, and the operational security. Competence belongs to the knowledge and skills of the organization in performing its service. Their knowledge and the way they interact with the customer inspires confidence in the organization (Gao & Wei, 2018). 
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Empathy means that service providers understand every customer's needs and provide services to customers in a caring manner (Presbury, 2009). From the perspective of tourism, this dimension involves the communication between tour guides and tourists in order to understand the needs of guests and maximize the attention of guests. Although many travel agencies provide facilities for guests, the improper behaviors of employees often make the guests dissatisfied (Aleshaiwy, 2015). Empathy means that the relevant staff of the travel agency can be heart-to heart and consider problems for customers from the perspective of customers. Actively communicate with customers, listen to their real needs, take care of customers, and accept customers' opinions with an open mind (Giannakos, 2012).

Empathy as like the travel agency gives you individual attention. The travel agency has opening hours convenient to its entire guest. The travel agency has staffs who give you personal attention. The travel agency has your best interest at heart. The staffs of the travel agency understand your specific need The empathy Service Quality Dimension refers to how the company cares and gives individualized attention to their customers, to make the customers feeling extra valued and special. The fifth dimension are actually combining the second, third and fourth dimension to a higher level, even though the really cannot be compared as individuals. If the customers feel they get individualized and quality attention there is a very big chance that they will return to the company and do business there again.

Empathy is defined as the psychological state of putting oneself in the situation and problems of others, and the ability to understand the psychological state and viewpoints of others (Varca, 2004). On the other hand, Andreassen(1995) points out that empathy is to understand the needs and desires of consumers, as well as to provide and provide services with personal attention (Wheelwright, 2004). This is an inherent sensitivity that will lead you to have more ability to recognize the inner qualities of character (Hackney, 1978).

The empathy refers to how the company cares and gives individualized attention to their customers, to make the customers feeling extra valued and special. It includes access, communication and understanding the needs of customer. It is concerned with providing care and individual attention for customer. In this dimension, the organization understands the problems of customers and results in their favour, as well as customers with individual personal attention. Empathetic organization didn’t lose touch of what it is like to be a customer of their own organization. As such, empathetic organizations understand the needs of their customer and make their services accessible to them. Parasuraman et al. (1985) defined empathy as the caring and individual attention the firm provides its customers. It involves giving customers individual attention and employees who understand the needs of their customers and convenience business hours. 


All of those elements are equally important in order to obtain one hundred percent of quality and have different influence on the final service quality. Customers use those five dimensions to organize information about service quality in their minds. Depending on a situation, sometimes all the dimensions are used, and at other times not. Although this model is found relevant for a variety of service business and therefore widely used, some researchers suggest that cross-cultural aspect is missing on those dimensions. Individuals from different backgrounds seek different experiences from the same set of service and also perceive actual experiences differently. This has to be taken into account when applying these dimensions (Zeithaml, Bitner & Gremler,  2009).
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[bookmark: _Toc1308]2.5  RESERCH MODEL

SERVQUAL is a famous service quality evaluation research tool, which well covers the dimensions that customers consider when evaluating service quality. SERVQUAL has been used in numerous studies to assess service quality in the banking tourism industry (Arasli, 2005). However, not enough research has been done to assess the relationship between the SERVQUAL dimension and customer satisfaction, nor the impact of the SERVQUAL dimension on improving customer satisfaction. Therefore, this will form the conceptual framework of this paper, by using the five SERVQUAL dimensions Parasuraman et al. (1988) provided to assess the impact of each service quality dimension (tangible, reliability, responsiveness, assurance and empathy) on travel agency customer satisfaction in China. Therefore, to test the effect of each SERVQUAL dimension on customer satisfaction, we established the following assumptions, as shown in FIGURE 3. This model consists of six potential variables :tangibility, responsibility, assurance, responsiveness and empathy (Ying, 2016).
Previous research results show that high service quality level is correlated with high customer satisfaction (Cronin, 2000). Zeithaml et al. (1996) also proved that customer's perception of service quality is the key factor leading to customer satisfaction. Early studies have focused on the relationship between service quality (which is treated as an entity and not classified as an SERVQUAL component) and customer satisfaction. However, as mentioned earlier, only a few studies to date have focused on analyzing the correlation between each SERVQUAL component and customer satisfaction. However, as Zhou (2004) has studied, the overall approach is not always desirable, especially when looking at the relationship between service quality and satisfaction. Therefore, it is useful to establish a relationship between each individual SERVQUAL component and customer satisfaction (변윤상, 2017). When we refer to service organizations, the travel industry has conducted extensive research on the relationship between individual SERVQUAL components and satisfaction (Yavas, 2009).

[bookmark: _Toc27415][bookmark: _Toc29]2.6 DEVELOPMENT OF RESEARCH FRAMEWORK

The framework of this study is based on SERVQUAL model. The authors suggest that the dimensions of SERVQUAL are generic and capture constructs of service encounter quality (Raajpoot 2004).
This study measures the service quality of travel agencies from the perspective of customers. The influence of the five dimensions on customer satisfaction and the understanding of the relative importance of these service quality dimensions are conducive to improving the service quality of China's travel agencies (Brady & Robertson, 2001). On this basis, we developed the theoretical framework of this study.（FIGURE 2)[image: officeArt object]

FIGURE 2 :  Research Framework
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Tangible factors include appearance, physical possibilities, equipment, staff, and communication goods. All of these dimensions provide the image that the customer considers when evaluating quality; Such as amenities in the organization's physical environment. SERVQUAL model represents the degree of satisfaction associated with exposure to uncertainty and pathways that individuals encounter in their first expectation (Prasadh, 2016). Based on previous empirical evidence, the hypothesis of this study is described as follows:
H1: Tangibility has a significant positive impact on customer satisfaction.

[bookmark: _Toc32][bookmark: _Toc7302]2.7.2 RELIABILITY AS AN SERVQUAL DIMENSION

Reliability depends on handling customers services problems; performing services right the first time; provide services at the promised time and maintaining error-free record. Furthermore, they stated reliability as the most important factor in conventional service (Parasuraman & Zeithaml, 1988). Reliability also consists of accurate order fulfillment; accurate record; accurate quote; accurate in billing; accurate calculation of commissions; keep services promise.
Reliability refers to customer handling and handling of matters related to service implementation, demonstration at the first execution of service, timely service and keeping error-free records (Byun & Cho ,2017). Pallasuraman et al. (1988) argue that reliability is the most critical component of conservative services, including the true spirit of correct order execution and placement, correct records; Correct citation; Accurate billing; Results are more reliable than instructions; And provide promised services. The reliability of travel agency services is also seen as a more important factor.Therefore, we developed the following hypothesis for this study:
H2: Reliability has a significant positive impact on customer satisfaction.

[bookmark: _Toc1205][bookmark: _Toc33]2.7.3 RESPONSIVENESS AS AN SERVQUAL DIMENSION

Responsiveness defined as the willingness or readiness of employees to provide service. It involves timeliness of services (Parasuraman & Zeithaml, 1988). It is also involves understanding needs and wants of the customers, convenient operating hours, individual attention given by the staff, attention to problems and customers‟ safety in their transaction (Kumar & Manshor, 2009).
Responsiveness refers to the desire to help customers and provide service quickly. This aspect of service quality emphasizes sensitivity and vigilance to customer requirements, problems and complaints.
H3: Responsiveness has a significant positive impact on customer satisfaction.

[bookmark: _Toc17944][bookmark: _Toc34]2.7.4 ASSURANCE AS AN SERVQUAL DIMENSION

Assurance is the reliability of knowledge and the polite behavior of employees refers to the ability and value of service to express assurance and self-assurance. This dimension of service quality is particularly important in situations of high risk.
H4: Assurance has a significant positive impact on customer satisfaction.

[bookmark: _Toc28237][bookmark: _Toc35]2.7.5 EMPATHY AS AN SERVQUAL DIMENSION

The empathy dimension of SERVQUAL is described in terms of the customer care and personal care of travel agency employees. Parasuraman et al. (1985) hold that the characteristic of empathy is to provide consumers with care and personal consideration for problems in travel. It discusses individual concerns about the organization's staff, who know the needs of customers and the facilities that need to be provided during working hours. Apornak (2017) and Parasuraman et al. (1988) acknowledge the existence of reliability and empathy as dimensions in the SERVQUAL model. Johnson et al. (2002) described empathy as an efficiency that makes customers feel welcome through the implementation of interactive attitudes among travel agency employees (Tandon, 2018). 
[bookmark: _Toc25093]H5: Empathy has a significant positive impact on customer satisfaction.
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The types of research and research questions and research objectives determine the methods of data collection (Tull & Hawkins, 1987). The research at hand is formal, communicative, descriptive, cross-sectional, and statistical, so the survey method is suitable for data collection (Cooper & Schindler, 2008).

The questionnaire of this study adopted Marinkovi difference and almost no changes were made in order to adapt to this study. Modification is mainly about grammar and sentence structure. Use the past tense in the sentence to match the context because only those customers who have already served will be contacted. In all these changes, the meaning of the problem remains the same.

[bookmark: _Toc3853][bookmark: _Toc38]3.2 THE STUDY OF POPULATION，UNIT OF ANALYSIS AND SAMPLING DESIGN 
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Sample candidates were those who had used travel agency services at least once in the past year. The survey was conducted in XiaMen. The survey was conducted from the 15th of June, 2019 to the 20th of July. 
[bookmark: _Toc1460][bookmark: _Toc40]3.2.2  UNIT OF ANALYSIS 

An analysis unit is the aggregate level of data collected during the subsequent data analysis phase. This paper takes individuals as the unit of analysis, mainly through the satisfaction survey of Chinese tourism consumers on travel agencies, so as to improve the service quality of travel agencies.
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The sample for the survey consisted of people who had used travel agency services at least once in the past year.
The city of Xiamen was used for data collection because it is generally acknowledged to be the capital of tourism in South East China. The tourism industry is more advanced and XiaMen has more travel agents than most of the other cities and regions in China. There are now around 377 travel agents in Xiamen (Travel.xm.gov.cn, 2019). 
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We used a convenient sample size to collect data. Convenience sampling is probably the easiest sampling method because participants are selected based on availability and willingness to participate. Useful results are available, but the results are prone to significant bias because those who volunteer may differ from those who choose not to participate (volunteer bias), and the sample may not represent other characteristics, such as age or gender. We assumed that conducting an online-based survey would yield quite low response rates and therefore, we strongly believed that the best way to collect data was to have questionnaires administered to candidates who were willing to take part in the survey. All those who wanted to participate received questionnaires and upon completion returned them to the poll-takers. Sample candidates are those who have used the service in China at least once in the past 12 months. The survey was conducted in three Chinese cities.
[bookmark: _Toc1500][bookmark: _Toc43]3.2.5 SAMPLE SIZE

We distributed 200 questionnaires at the above locations with the aim of collecting at least 100 responses.

[bookmark: _Toc44][bookmark: _Toc17801]3.3 DESIGN AND PROCEDURE

Generally, research design means a structure to plan and execute a particular research.Research design is the crucial part of the research as it includes all the four important considerations: the strategy, the conceptual framework, the identification of whom and what to study on and the tools and procedures to be used for collecting and analyzing data.The research design basically is divided into several types for example qualitative research and quantitative research.
This study adopts quantitative research method. Customer satisfaction is studied by means of questionnaire survey. Data provided by 400 consumers participating in the survey are tested by data analysis, reliability and validity test, t-test and regression analysis.The main purpose of this study is to study the impact of different dimensions of service quality on tourism consumer satisfaction and to evaluate the level of tourist satisfaction of Chinese travel agencies.
This study adopts convenience sampling procedure. Convenience sampling is sometimes known as opportunity, accidental or haphazard sampling sampling. It is a type of non-probability sampling which involves the sample being drawn from that part of the population which is close to hand, that is, a population which is readily available and convenient. The researcher using such a sample cannot scientifically make generalizations about the total population from this sample because it would not be representative enough (Michael, 2011). This type of sampling is most useful for pilot testing.
Convenience sampling differs from purposive sampling in that expert judgment is not used to select a representative sample. The primary selection criterion relates to the ease of obtaining a sample. Ease of obtaining the sample relates to the cost of locating elements of the population, the geographic distribution of the sample, and obtaining the interview data from the selected elements (de Leeuw, Hox & Huisman, 2003).
[bookmark: _Toc20353][bookmark: _Toc45]3.4 MEASUREMENT INSTRUMENT 

A service for measuring quality that provides a modified version of the SERVQUAL schema with the use of 17 statements. There's this old model, tangibility, reliability, responsiveness, assurance and compassion there there are quality problems involved. Each aspect is measured using a questionnaire in two to four statements (Parasuraman, 1985).

Satisfaction is measured by using the same parameters in the customer satisfaction index (ACSI) model in the United States, including complete satisfaction, performance, all below or above expectations and performance of relatively ideal services in a particular category. Results measured from descriptive statistics of standard types (arithmetic mean and standard deviation), together with factor and regression analysis. The various factors that affect are tested through a general pattern. Individual factors of statistical significance were determined by multiple regression analysis (Stem, 1977).
[bookmark: _Toc46]
[bookmark: _Toc32398]3.4.1 SCALES MEASUREMENT

In statistics, there are four data measurement scales: nominal, ordinal, interval and ratio.  The study mainly used the scale of nominal and ordinal. Nominal scales are used for labeling variables, without any quantitative value. “Nominal” scales could simply be called “labels.” Here are some examples, below.  Notice that all of these scales are mutually exclusive and none of them have any numerical significance.  A good way to remember all of this is that “nominal” sounds a lot like “name” and nominal scales are kind of like “names” or labels.
Ordinal scales are typically measures of non-numeric concepts like satisfaction, happiness, discomfort, etc. This study is mainly to measure customer satisfaction on ordinal scale. Respondents were requested to score each of the questionnaire items using a 5-point likert scale ranging from very low expectation (1) to very high expectation (5) and from very dissatisfied (1) to very satisfied (5). 
[bookmark: _Toc47]
[bookmark: _Toc15163]3.4.2 QUESTIONNAIRE DESIGN 

The questionnaire was designed based on the revised five-dimensional SERVQUAL scale proposed by Parasuraman et al. (1991). It was suggested that modifications might be needed to reflect specific characteristics of specific industries (Stafford 1999).
Although most of the 22 projects with five dimensions were retained, they were modified with reference to the empirical studies of Atilgan et al. (2003) and Johns et al. (2004), considering the specific background of the study. In addition, due to linguistic reasons, such as the expectation and perception of English words are difficult to express in simple Chinese, the wording is modified to make the meaning clearer. The translation is verified by an established program (McGorry ,2000).
The final questionnaire is composed of two parts. The questionnaire is composed of two parts. The first part includes screening and demographic questions, which are designed to accept only appropriate respondents' answers. The second part tries to establish the important role of individual factors in choosing travel agency. This section constitutes the five dimensions of SERVQUAL, using an adapted version of the SERVQUAL model with 17 statements to measure the quality of service delivery. According to the original model, physicality, reliability, responsiveness, security and empathy are incorporated into the quality dimension (Setó-Pamies, 2012). Each dimension was determined by two to four statements in the questionnaire. (Appendix for details)
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[bookmark: _Toc21931]3.4.3 PILOT STUDY

SPSS was used for data analysis. First, descriptive statistics were used to investigate the demographic characteristics of participants and measure satisfaction with online booking. Secondly, correlation analysis and regression analysis are used to measure the correlation between dependent variables and independent variables.


[bookmark: _Toc19236][bookmark: _Toc49]3.4.4  FACTOR ANALYSIS 

Considering that we use 17 attributes to measure the service quality of travel agencies, in order to better understand the impact of service quality on customer satisfaction, we want to conduct additional analysis. Through factor analysis, we divide The 17 service quality attributes of The travel agency for three new factors . 
Factor 1: High fidelity
Factor 2: Assiduity
Factor 3: Tangibility
Interpretation of each factor:
Factor 1 is that this factor includes quality of service attributes related to reliability and responsiveness dimensions and two attributes belonging to assurance dimension.
Factor 2 which includes the remaining two guarantee properties, and the attractor belonging to empathy.
Factor 3 tangibility only includes attributes related to tangibility.

[bookmark: _Toc14800][bookmark: _Toc50]3.4.5 VALIDITY AND RELIABILITY TEST 

Validity analysis is also called validity test, which verifies the rationality of the questionnaire structure. The validity of the questionnaire was tested by factor analysis. The purpose of reliability analysis is to check whether the scale is stable and consistent in measuring related variables. Specifically, it means to test the degree of consistency between various factors in the scale and whether the two measurements are consistent. Reliability analysis of each factor was carried out by calculating Cronbach's alpha coefficient value. The validity of the questionnaire was measured by the Kaiser- meyer-olkin (KMO) Bartlett spherical test.


[bookmark: _Toc26680][bookmark: _Toc51]3.5  DATA ANALYSIS 
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[bookmark: _Toc30375]3.5.1 CORRELATION ANALYSIS

Correlation analysis is a common statistical method to analyze the degree of correlation between variables. The correlation degree among variables is determined by the absolute value of Pearson correlation coefficient, and the larger the absolute value is, the higher the correlation degree is. The correlation coefficient is positive for positive correlation and negative for negative correlation. The results were obtained by correlation analysis between customer satisfaction and 8 factors.

[bookmark: _Toc9108][bookmark: _Toc53]3.5.2 REGRESSION ANALYSIS

Regression analysis is a statistical method to analyze the interdependence between dependent variables and independent variables. That is to study how the change of one or several dependent variables will affect the dependent variable. In this paper, tourist satisfaction is the dependent variable and the extracted five factors are independent variables.
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[bookmark: _Toc25744]CHAPTER 4: RESEARCH FINDINGS


[bookmark: _Toc55][bookmark: _Toc6401]4.1 OVERVIEW

In this survey we used a convenient sample size to collect data. The candidate sample is a candidate who has used Xiamen travel agency services at least once in the past 12 months. The survey was held in Xiamen, China from July 15 to August 2, 2019. The main data of Xiamen is mainly collected through online or telephone interviews. We strongly believe that the best way to collect data is to conduct a survey of candidates who are willing to participate. All survey participants who want to participate will receive the questionnaire and return it to the voter upon completion. Of the 384 questionnaires distributed, 296 were fully filled out and returned to voters. There are three cases in this survey to determine the invalid questionnaire: one questionnaire has one service indicator not answered; the same service indicator selects two answers; one questionnaire only selects the same option.

[bookmark: _Toc26993][bookmark: _Toc56]4.2 PILOT TEST

In the pilot test, only 40 responses will be analyzed to check if any items are not valid or reliable. Both factor analysis and reliability test are done in this stage.

[bookmark: _Toc29447][bookmark: _Toc57]4.2.1 Factor analysis-pilot test

In the second chapter above, the service quality dimension affecting the customer satisfaction of tourism industry is analyzed, and the empirical analysis method is used to analyze the satisfaction degree of the service quality of the travel agency through which service dimensions are used by tourists. In order to determine the quality of service dimension that affects travel agency traveller satisfaction, the KMO test and the Bartlett sphere test are used for factor analysis. For each group of projects, the KMO value must be at least > 0.5 (0.5-0.6 is tragic, but in some cases still acceptable), and the loading factor for each item must be > 0.5. Table 4-1 is used to display the KMO value and the factor load for each item. As can be seen from the table, all hypotheses `KMO can be (except for Empathy2 at 0.517, which is problematic before the initial test).


	Hypothesis(IV)
	Items
	Factor loading 

	Tangibility has a significant positive impact on customer satisfaction.
	Tangibility1
Tangibility2
Tangibility3
Tangibility4
	0.768
0,663
0.664
0.851

	Reliability has a significant positive impact on customer satisfaction.
	Reliability1
Reliability2
Reliability3
	0.766
0.713
0.643

	Responsiveness has a significant positive impact on customer satisfaction.
	Responsiveness1
Responsiveness2
Responsiveness3
	0.771
0.712
0.808

	Assurance has a significant positive impact on customer satisfaction.
	Assurance1
Assurance2
Assurance3
Assurance4
	0.828
0.734
0.687
0.674

	Empathy has a significant positive impact on customer satisfaction.
	Empathy1
Empathy2
Empathy3
Empathy4
	0.715
0.517
0.631
0.728

	Hypothesis(DV)
	Items
	Factor loading 

	Customer Satisfaction 
	Satisfaction 1
Satisfaction 2
Satisfaction 3
Satisfaction 4
	0.736
0.750
0.727
0.833





Table 4-1 : Factor analysis results for pilot test.

[bookmark: _Toc58][bookmark: _Toc22786]4.2.2  DATA  RELIABILITY

Before the research and analysis, the reliability degree of the designed tourist satisfaction index evaluation questionnaire is analyzed. The Cronbach alpha coefficient is currently the most commonly used to measure the credibility of the cumulative Likert scale.

The reliability factor indicates the reliability of the test. It is represented by the letter "a" and is represented as a number between 0 and 1.00, a = 0 means no reliability, and a = 1.00 means perfect reliability. Don't expect to find a test with perfect reliability. Typically, you treat the reliability of the test as a decimal, for example, a= 0.80 or a = 0.93. The greater the reliability factor, the higher the repeatability or reliability of the test score. Table 4-1 serves as a general guideline for explaining test reliability. However, do not select or reject the test based solely on the size of its reliability factor.
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  Table 4-2. General Guidelines for                  
  Source: Hr-guide.com, 2019


First, we used the Cronbach alpha coefficient to measure the reliability factor of the survey project through a reliability analysis of 40 samples. The a coefficient is generally above 0.7. The reliability of the questionnaire is relatively high. According to the reliability results in Table 4-3, the a coefficient of each survey item is greater than 0.7. Therefore, this survey can show that the questionnaire reflects the high reliability of consumers' satisfaction with the service quality of travel agencies.

	IV
	Number of items
	Chronbach`s Alpha

	Tangibility 
	4
	0.892

	Reliability
	3
	0.830

	Responsiveness
	3
	0.877

	Assurance
	4
	0.892

	Empathy 
	4
	0.831

	DV
	Number of items
	Chronbach`s Alpha

	 Customer Satisfaction
	4
	0.811




Table 4-3  Reliability test results for pilot test


[bookmark: _Toc1161][bookmark: _Toc59]4.3 DESCRPTIVE  STATISTICS
In this section, demographic information, including personal information such as gender age and education level, will be analyzed.

[bookmark: _Toc30847][bookmark: _Toc60]4.3.1 Personal Demographics
As stated in the chapter overview, 296 responses were from consumers who had participated in Xiamen travel agency services in the past year. Of the 296 respondents, 142 (47.97%) were male and 154 (52.03%) were female, as shown in Figure 4-6. In addition, as shown in Figure 4-7, the majority of respondents were between 32-40 years old and 32.43%. The second highest respondent's age category was 21-30 years old, with 69 respondents (23.31%), then 22.64% of respondents were between 41-50 years old, and 21.62% were over 50 years old. Then, as shown in Figure 4-8, the majority of respondents were polyrechnic school, accounting for 97, an[image: officeArt object] undergraduate students accounted for 92.
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Figure 4-6 Pie chart for gender of respondents.
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Figure 4-7 : Bar chart for age of respondents. 
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Figure 4-8 : Bar chart for education level of respondents. 
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Figure 4-9: Descriptive statistics of respondents’ characteristics (n = 296) 


From Figure 4-9, it shows that the consumer occupations involved in the survey are 33.11% of managers or entrepreneurs, and the proportion of government officials and retired workers is 19.93%, 15.54 and 16.22% respectively. From the income project, it can be intuitively seen that the monthly income of 10001-20000rmb is the largest (40.2%). We can reason that most of the consumers who participate in the travel agency's services are those with good incomes.

[bookmark: _Toc61][bookmark: _Toc19501]4.4 PRELIMINARY DATA ANALYSIS

In the preliminary test, all data were tested and analyzed after considering the test results. It can be seen from the analysis of the pilot test factors that some factors must be removed due to their lower factor load (less than 0.5), so these factors will not be used in the preliminary test. In this section, factor analysis, reliability testing, and hypothesis testing will be performed. In order to check which factors have a measurable impact on consumer satisfaction, which factors are not.

[bookmark: _Toc62][bookmark: _Toc18661]4.4.1 FACTOR ANALYSIS

For each hypothetical term, the KMO value must be greater than 0.5, and preferably it is greater than 0.6, and the factor load must be 0.5 or higher. Table 4-6 shows the results of the factor analysis for the preliminary data. The factor of elimination is marked with X. In addition, Tangibility1x and Empathy4x and Satisfaction 3X will be disqualified because their value is shown as 0.498 and 0.492 and 0.493 As for KMO, they are all ok and can be used for follow-up testing.


	Hypothesis (IV)
	Items
	Factor loading 

	Tangibility has a significant positive impact on customer satisfaction.
	Tangibility1X
Tangibility2
Tangibility3
Tangibility4
	0
0,594
0.530
0.669

	Reliability has a significant positive impact on customer satisfaction.
	Reliability1
Reliability2
Reliability3
	0.539
0.716
0.745

	Responsiveness has a significant positive impact on customer satisfaction.
	Responsiveness1
Responsiveness2
Responsiveness3
	0.616
0.841
0.812

	Assurance has a significant positive impact on customer satisfaction.
	Assurance1
Assurance2
Assurance3
Assurance4
	0.617
0.710
0.595
0.662

	Empathy has a significant positive impact on customer satisfaction.
	Empathy1
Empathy2
Empathy3
Empathy4x
	0.689
0.565
0.687
0

	Hypothesis (DV)
	Items
	Factor loading 

	Customer Satisfaction 
	Satisfaction 1
Satisfaction 2
Satisfaction 3X
Satisfaction 4
	0.693
0.714
0
0.785




 Table 4-4 Factor Analysis



[bookmark: _Toc6178][bookmark: _Toc63]4.4.2 RELIABILITY TEST 

After the factor analysis is completed, 2 items are removed and the next step can be continued. Which is the reliability test, Table 4–7 shows the Cronbach`s Alpha reliability test results for each factor. As can be seen from the table, Chronbach's Alpha is 0.7 and above for all factors, which means that all factors can be used for further analysis.


	IV
	Number of items
	Chronbach`s Alpha

	Tangibility 
	3
	0.748

	Reliability
	3
	0.711

	Responsiveness
	3
	0.705

	Assurance
	4
	0.748

	Empathy 
	3
	0.801

	DV
	Number of items
	Chronbach`s Alpha

	 Customer Satisfaction
	3
	0.829




Table 4-5  Reliability test


[bookmark: _Toc5162][bookmark: _Toc64]4.4.3 REGRESSION ANALYSIS

1. MULTIPLE  REGRESSION ANALYSIS


What is the relationship between the five dimensions of travel agency service quality and the overall satisfaction of consumers? What is the importance of the overall satisfaction of consumers? This section uses multiple linear regression models to predict between them. Relationship. When establishing the regression equation, stepwise is used to enter the regression equation with guarantee, reliability, perceptibility, reactivity and empathy. The significance level is set to 0.05. The analysis results are shown in Table 4-6:
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Table 4-6 model summary


R² is used to explain to what extent the regression equation obtained explains the proportion of the total variation of the dependent variable by all independent variables. The closer R² is to 1, the better the linear relationship between the dependent variable and the independent variable, according to Table 4-6 R²: 0.693, indicating that there is a linear correlation between the overall consumer satisfaction and the five influencing factors, P (significant level) = 0.000, less than the set significance level of 0.05, indicating that the linearity correlation between tourist satisfaction and each impact factor is significant.
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Table 4-7 Coefficients




From the table 4-7 regression coefficient table, the relationship between the overall satisfaction of the consumer and the five influencing factors is obtained. The T-test is to detect whether each independent variable is linearly related to the linearity of the cross-correlation. According to the T value of Table 4-7. And a significant level, indicating that the five impact factors are linearly related to consumer satisfaction, respectively.

Therefore, the five impact factors of guarantee, reliability, responsiveness, perceptibility and empathy can be used to explain the satisfaction of consumers with the quality of travel agency service when they travel with travel agencies.

[bookmark: _Toc29958][bookmark: _Toc65]4.4.4 CORRELATION ANALYSIS

The statistical test tells us whether the correlation is significantly different from zero; the absolute value of the correlation coefficient is an effect size that summarizes the strength of the relationship.Cohen suggested that d=0.2 be considered a 'small' effect size, 0.5 represents a 'medium' effect size and 0.8 a 'large' effect size. This means that if two groups' means don't differ by 0.2 standard deviations or more, the difference is trivial, even if it is statistically significant. We can directly see the influence of five factors on the dependent variable in Table 4-8. They have the maximum A1 coefficient of 0.7, then the R1 coefficient is 0.7, the RP1 coefficient is 0.651, and E1 is 0.598. The smallest is Tangibility1 is 0.497.
[image: officeArt object]Table 4-8 correlations



[bookmark: _Toc23817][bookmark: _Toc66]4.5 HYPOTHESES TESTINFG
Hypothesis testing is an act in statistics of an analyst tests an assumption regarding a population parameter. Hypothesis testing is a process by which an analyst test a statistical hypothesis, the method employed by the analyst depends on the nature of the data used, and the goals Of the analysis, which is to either accept or reject the null hypothesis.

In this article, five hypotheses are proposed. These five hypotheses are tested using multiple regression equations. From Table 4-9 we can see that P (significant level) = 0.000, less than the set significance level of 0.05, which proves that the regression model was statistical significant and the proposed model is fit .This was based on the assumption That the level of significant was 0.05.
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Table 4-9 ANOVA



According to Table 4-10, the value of the R² is 0.693. This means that approximately 70% of variance of the dependent variables was able to explain by the variation of the 5 independent variables proposed in this research. Meanwhile, there 30% of Variance in the dependent variable could be explained by the variation of factors that were outside of the scope of this research. In other words, there should be other influencing factors not only empathy, assurance, responsiveness, reliability, tangibility, which also could influence Customer satisfaction.
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Table 4-10 model summary result





In terms of multilinearity, the variance expansion factor should be emphasized. The value of the variance expansion factor is less than 10, indicating that future analysis can be performed and performed. In the case where the assumption that multiple regression is ensured is complete, we can see the regression coefficients in Table 4-11.
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Table 4-11 coefficients results


H1: Tangibility has a significant positive impact on customer satisfaction. According to Table 4-10, the independent variable tangibility1 achieved the statistical significance, was 0.001 (p-value < 0.05), which means that H1 is acceptable.



H2: Reliability has a significant positive impact on customer satisfaction. According to Table 4-10, the independent variable R1 achieved the statistical significance, was 0.003 (p-value<0.05), which means that H2 is acceptable.


H3: Responsiveness has a significant positive impact on customer satisfaction. According to Table 4-10, the independent variable RP1 does not achieve the statistical significance, was 0.154 (p-value >0.05), which means that H3 is unacceptable, and the assumption is not true. of.


H4: Assurance has a significant positive impact on customer satisfaction. According to Table 4-10, the independent variable A1 achieved the statistical significance, was 0.000 (p-value<0.05), which means that H4 is acceptable.


H5: Empathy has a significant positive impact on customer satisfaction. According to Table 4-10, the independent variable E1 achieved the statistical significance, was 0.000 (p-value < 0.05), which means that H5 is acceptable.
[bookmark: _Toc67]
[bookmark: _Toc10480]4.6 SUMMARY OF KEY RESEARCH FINDINGS 

Factor analysis carried out in this research that data collected and proposed variable were acceptable for future analysis.Reliability test proved the variable in this research. In addition ,correlation test showed that the variables were well correlated with each other solidifying the competency of the variables. With the suitable and correlated variables, this research could be taken forwards hypothesis testing. The summary of the hypothesis testing was table 4-12 shown as below.
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Table 4-12 Hypothesis Finding


For Hypothesis 1, this hypothesis is mainly to study whether the tangible dimension of the quality of service provided by travel agencies has a positive impact on consumer satisfaction. The tangibility is also included in the research, such as the modern equipment used by travel agencies, internal facilities, employee dress and brochures, flyers and price lists on travel destinations. The tangible results obtained in similar studies of service quality and customer satisfaction have a positive impact on customer satisfaction (Rizwan Raheem AHMED et al, 2017).


For Hypothesis 2, this hypothesis focuses on whether the reliability dimension of service quality has a positive impact on customer satisfaction. Mainly reflected in the travel agency's commitment to the customer is met within the agreed time frame, the staff to solve the customer's problems in a sincere manner, and the accuracy of the service. The result of this hypothesis is accepted, that is, the reliability dimension of service quality has a positive impact on customer satisfaction.

For Hypothesis 3, this hypothesis focuses on whether the responsiveness dimension of service quality has a positive impact on customer satisfaction. For example, employees provide timely and up-to-date services to their customers, and employees are always ready to help customers. The final result of this hypothesis is rejected, which means that the responsiveness dimension of service quality has no positive impact on customer satisfaction.

For Hypothesis 4, this hypothesis focuses on whether the assurance dimension of service quality has a positive impact on customer satisfaction. For example, the customer has all the travel arrangements for the hotel, the room, the traffic is full of confidence, the staff's professional knowledge reserves and service etiquette. The result of this hypothesis is accepted, which means that the quality of service quality has a positive impact on customer satisfaction.

For Hypothesis 5, this hypothesis focuses on whether the empathic dimension of service quality has a positive impact on customer satisfaction. For example, the employee's attention to the visitor is throughout the trip, as well as the satisfaction of the customer's needs. The result of this hypothesis is accepted, that is, the empathic dimension of service quality has a positive impact on customer satisfaction.


[bookmark: _Toc3672][bookmark: _Toc68]4.7 SUMMARY 

Based on 40 samples, the original 40 questionnaires were tested by factor analysis of four factors related to the dependent variable (DV) and 22 items related to the independent variable (IV). The reliability test was then carried out and Cronbach's Alpha value exceeded 0.7.

Subsequently, in the preliminary test, factor analysis was performed on 296 samples using 22 items. However, since the factor load is below 0.5, there are two issues that need to discard the argument group: Tangibility1x and Empathy4x and dependent variable (DV) Satisfaction 3X. Then carry out a reliability test and meet Cronbach's Alpha value of more than 0.7. Therefore, the subsequent hypothesis test can only be carried out with the remaining 19 projects, which are from 3 projects of DV and 17 projects from IV.
[bookmark: _Toc69][bookmark: _Toc17398]CHAPTER 5 ： DISCUSSION AND  CONCLUSION
[bookmark: _Toc28174][bookmark: _Toc70]5.1 OVERVIER

The final chapter of this study presents a discussion and recommendations for the hypothetical results. The research's contribution to academia and the industry was identified as a possible future study. Some of the limitations faced in this study and the personal reflection of the study have been highlighted.

[bookmark: _Toc22942][bookmark: _Toc71]5.2 DISCUSSION OF FINDINGS AND RECOMMENDATION 

The purpose of this study was to determine the factors that influence consumer satisfaction in participating in Xiamen's travel agency services in China through the SERVQUAL dimension. The five dimensions of this study are tangibility, assurance, empathy, reliability, and responsiveness. Five research questions were formed to test hypotheses based on the collected data. The results show that the four SERVQUAL dimensions (tangibility, assurance, reliability and empathy) are important factors in triggering customer satisfaction. This conclusion is consistent with the findings of Jamal and Anastasiadou (2009). This study shows that reliability, tangibility, assurance and empathy have a significant impact on satisfaction, while in terms of reactivity, significance is not confirmed. In addition, our findings are similar to those of Lam and Zhang (1999). Their research confirmed the significant impact of the travel agency's four SERVQUAL components on customer satisfaction. According to their research, reliability, tangibility, assurance, and empathy are the most important triggers for satisfaction, which almost showed the same results in our research. Other studies have emphasized that reliability is a factor in customer satisfaction (Chakraborty et al., 2007).

For Hypothesis 1, this hypothesis is mainly to study whether the tangible dimension of the quality of service provided by travel agencies has a positive impact on consumer satisfaction. The tangibility is also included in the research, such as the modern equipment used by travel agencies, internal facilities, employee dress and brochures, flyers and price lists on travel destinations. The tangible results obtained in similar studies of service quality and customer satisfaction have a positive impact on customer satisfaction (Rizwan Raheem AHMED et al, 2017). 

Researcher Veljko (2016) also supports that tangibility has a significant impact on customer satisfaction. In his research, the results are that reliability, tangibility and empathy have a significant impact on satisfaction, while in reactivity and assurance In terms of degree, the significance was not confirmed.

For Hypothesis 2, this hypothesis focuses on whether the reliability dimension of service quality has a positive impact on customer satisfaction. Mainly reflected in the travel agency's commitment to the customer is met within the agreed time frame, the staff to solve the customer's problems in a Sincere manner, and the accuracy of the service. The result of this hypothesis is accepted, that is, the reliability dimension of service quality has a positive impact on customer satisfaction. However, Researcher Zhou (2017) proposes five quality of service dimensions to the customer. Satisfaction is very important, but reliability is the most important determinant of customer satisfaction, and tangible assets are the least important. The unsatisfactory quality of service that customers feel in the research means that travel agencies should pay more attention to the improvement of service quality, especially in the first fulfillment of service rights and completion of commitment tasks. This means that travel agencies should not exaggerate the quality of their promised services, which may result in higher expectations for customers. Otherwise, when the agent is unable to perform the service as promised, the customer expectation is difficult to meet and the quality of service is low.

For Hypothesis 3, this hypothesis focuses on whether the responsiveness dimension of service quality has a positive impact on customer satisfaction. For example, employees provide timely and up-to-date services to their customers, and employees are always ready to help customers. The result is consistent with the results of Jamal and Anastasiadou (2009). Reliability, tangibility, and empathy have a significant impact on satisfaction, while saliency has not been proven in terms of reactivity and assurance. We can be sure that Xiamen's travel agencies have not succeeded in creating satisfaction among our customers. It is clear that future management must pay special attention to these important issues as they are some of the most important prerequisites for building long-term relationships with customers. Customer-oriented assumptions of business activities begin with understanding and anticipating the needs and desires of customers and ending with providing expected value and customer satisfaction. Feedback from customer needs is a necessary input to design and create the right marketing strategy.

For Hypothesis 4, this hypothesis focuses on whether the assurance dimension of service quality has a positive impact on customer satisfaction. For example, the customer has all the travel arrangements for the hotel, the room, the traffic is full of confidence, the staff's professional knowledge reserves and service etiquette. The result of this hypothesis is accepted, which means that the quality of service quality has a positive impact on customer satisfaction. Researcher PARASURAMAN (2017) also yielded similar results. In order to improve the quality of service, travel agencies also need to understand customer expectations in advance, improve management skills and the quality of service personnel to improve service performance.

For Hypothesis 5, this hypothesis focuses on whether the empathic dimension of service quality has a positive impact on customer satisfaction. For example, the employee's attention to the visitor is throughout the trip, as well as the satisfaction of the customer's needs. The result of this hypothesis is accepted, that is, the empathic dimension of service quality has a positive impact on customer satisfaction. Researcher AHMED (2018) stated the empathic dimension of service quality has a positive impact on customer satisfaction. 

In order to establish a close relationship with customers, service organizations need to ensure good interaction with customers and a high level of quality in the service delivery process (Simon, 2007). Building a long-term relationship with customers reshapes the philosophy of traditional business practices, close to the main assumptions of modern marketing, which means that customer satisfaction and loyalty are key factors in business success. Therefore, the sale of products and services should not be interpreted as the end of marketing activities, but should be interpreted as the beginning of establishing and developing long-term and mutually beneficial relationships.

Failure to understand the importance of customer orientation can cause problems for service organizations in designing successful customer satisfaction programs. Achieving this goal requires coordination of functions across all departments and the active involvement of top management. Without the sincere support of top management, marketers cannot design or implement effective customer satisfaction programs. Management's continued focus on ongoing customer issues and needs and participation in the analysis of market research results is critical to the company's pursuit of better performance and improved market position.
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Future research can first determine the factors affecting consumer satisfaction in participating in Xiamen's travel agency services in China based on the results of this study through five dimensions of SERVQUAL. The five dimensions of this study are tangibility, assurance, empathy, reliability, and responsiveness. The results show that the four SERVQUAL dimensions (tangibility, assurance, reliability and empathy) are important factors in triggering customer satisfaction.
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There are many studies on consumer satisfaction or other similar terms in the tourism industry. These studies are important for travel agencies to understand the quality of service. Research service quality affects traveler satisfaction through the proposed research model. The research itself is also related to a wide range of service organizations that are committed to fostering long-term relationships with customers. Therefore, this study provides an idea and advice for the industry to further explore the current status of China's tourism service quality.
Reviewing the hypothesis in this study, we examine how service quality affects traveler satisfaction through proposed research models, but the research itself is also related to a wide range of service organizations that are committed to fostering long-term relationships with customers.
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Although this paper has achieved some value in the satisfaction of travel agency tourists, there are still many problems in the research of the thesis and the problems that need to be discussed.
1. This paper is used to analyze the quality of service of travel agencies. The quality of service indicators involved in the evaluation indicators are not very broad. For the tourists complaining about complaints, the travel agency's evaluation of whether to make tourists satisfied is not mentioned.
 2. The satisfaction assessment indicators designed are only applicable to the satisfaction evaluation of tourists' overall package price service, but these indicators are not fully applicable to the evaluation of individual customer service satisfaction.
 3. The small number of survey samples that determine the weight of the indicator may affect the true extent of the research results.
 4. Tourists' evaluation of the satisfaction level of travel agency service is not only affected by the quality of service they actually experience, but also by the expected quality of service. However, due to the technically difficult expectations of tourists' service quality, this paper directly investigates The level of travel agency services experienced by tourists.
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1. The index system designed in this thesis is only designed around the travel agency's “food, housing, travel, tourism, purchase, entertainment”. However, with the increase of travel agency service projects, the service content of the indicator system should also be increased to be comprehensive. Reflect the service level of the travel agency.
2. In the data collection of indicator weights, the sample size should be increased, and combined with other kinds of weight evaluation methods, the weight of the determined indicators is closer to the real situation.
3. Increase research on the expected quality of service for tourists to see if there is any difference in the conclusions of the evaluation of satisfaction with the quality of travel agency services.
 4. This paper only studies the satisfaction of travel agency service quality on tourists. The influence of travel agency on public image, public word of mouth and market communication is the focus of future research.
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This research brought me a new experience on how to conduct research and also made me aware of the challenges that academia faces when conducting a good research. The systematic organization of the research process taught me a new knowledge, meticulous in stating the text and statements, because researchers should not bias and draw conclusions without proper documentation support. A large number of reading journals have improved my knowledge of reading research papers.
The results of this study are expected, but the responsiveness dimension is not a factor influencing consumer satisfaction, which surprised me. However, this assumption may not represent the entire tourism industry.
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This chapter discusses the results of the hypothesis by interpreting the hypothesis results, combining the support of relevant literature and possible suggestions.By studying the hypothesis results, the research objectives and research questions are answered. This research has a certain contribution to academia and tourism, and can be further improved in future research. Due to time and experience limitations, this study does not represent the overall situation of the Chinese tourism market.
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