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Fig. 1 The framework of self-drive tourists' perception and
their satisfaction
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(confirmatory factor analysis, CFA)
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[32]
[25]
& (n=832)
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3
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KMO 0.861 Bartlett 5723.814(df =136, Sig. =.000)
1
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1

Tab. 1 EFA and reliability analysis of self-drive tourists” perception

1 2 3 4
0.757 0.312 -0.063 0.166  0.703 0.662 3.933 0.856  -1.130 2.078
0.754 0.263 -0.123 0196 0.691 0.624 3874 0872 -1.08 1711
0.720 0.018 0.228 0.064 0575 0.615 3.515 0.875 -0.273 -0.022
0.679 0.091 0.286 0.078 0.557 0.622 3.484 0.866  -0.241 0.145
0.669 0.173 0296 0.08 0572 0.660 3.716 0.850 -0.517 0.357
0.584 0.286 0339  0.046  0.540 0.617 3.718 0.840 -0.578 0.673
0.535 0.198 0.335 -0.030 0.439 0.529 3.487 0.900 -0.354 0.054
0.153 0.850 0105 0.037  0.759 0.731 3.635 0.830 -0.408 0.323
0.141 0.825 0.145 0.071 0.727 0.685 3.644 0.859 -0.514 0.544
0.162 0.775 0.168 0.124 0.670 0.649 3.572 0.875 -0.578 0.479
0.325 0.589  0.014 0.083  0.459 0.486 3700 0976 -0.671 0.187
0.152 0.116 0.749 0.111 0.610 0.567 3.120 0.898 -0.139 -0.117
0.050 0.114 0.715 0.193 0.564 0.466 3.101 1.006 -0.054 -0.499
0.247 0.028 0.680 -0.104 0517 0.452 3.103 0.987  0.071  -0.450
0.307 0322 0425 0123  0.393 0.407 3.598 0.920 -0485 0.075
0.135 0.110 0.085 0.869  0.793 0.617 3.339 0.863  -0.453 0.333
0.147 0.112 0.118 0.857 0.782 0.617 3.328 0.862 -0.369 0.107

3.594 2.833 2.264 1.680

21.140 16.664 13.319 9.882

21.140 37.803 51.122 61.004

Cronbach Alpha 0.855 0.812 0.688 0.763
0.609 3.673 0.855 -0.490 0.536

18 1 5
3.673
0.830~0.900
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Fig. 2 SEM standardized solution of self-drive tourists' satisfaction for whole survey sample
2
Tab. 2 Goodness—of—fit indicators of self—drive tourists” satisfaction model
©vldf  GFI AGFI RMSEA SRMR NFI NNFI  CFI IFI RFI PNFI  PGFI
(1,3) >0.90 >0.90 <0.06 <0.08 >0.90 >0.90 >0.90 >0.90 >0.90 >0.50 >0.50
9.1 0.87 0.82 0.098 0.051 092 0091 0.93 0.93 0.90 0.76 0.64
40 094 091 0.060 0.043 096 096 097 097 095 0.77  0.67
50 085 0.80 0.100 0.055 092 092 093 093 0.90 0.76  0.63
26 092 0389 0.063 0.047 096 097 097 097 095 0.77  0.66
50 085 0.80 0.100 0.053 089 089 091 091 087 0.74  0.63
2.8 0.92 0.89 0.065 0.047 094 0.95 0.96 0.96 0.93 0.76 0.66
n=832 df=126  ¥=1141.07 (P = 0.0) df=123 = 491.52 (P = 0.0)
n=400 df=126 ’=626.74 (P = 0.0) df=123 y’=315.51 (P = 0.0)
n=432 df=126 ’=626.74 (P = 0.0) df=124 ¥*=353.05 (P = 0.0)
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47(10)=8.42(P>0.05

)

® @
(239 nested models
[25]
— 4
Ay
3
Tab. 3 Results of CFA for two independent samples
(n=400) (n=432)
A 8 8

0.74 0.45 0.76 0.42

& 0.85 0.28 0.79 0.37

0.64 0.59 0.55 0.70

0.67 0.55 0.62 0.62

0.59 0.65 0.56 0.68

0.60 0.64 0.63 0.60

& 0.76 0.43 0.77 0.41

0.79 0.38 0.71 0.50

0.65 0.57 0.53 0.72

0.79 0.38 0.73 0.47

0.87 0.23 0.82 0.33

& 0.80 0.36 0.77 0.41

0.54 0.71 0.56 0.69

0.56 0.69 0.53 0.72

0.65 0.57 0.55 0.69

I 0.63 0.60 0.66 0.57

0.60 0.64 0.62 0.62

7 0.97 0.06 0.96 0.07

t

£ -0.00 -0.01 -0.03 -0.66

Eo 0.27 3.16 0.45 5.10

Ea 0.13 2.16 0.05 0.93

Ea 0.37 4.16 0.30 3.60

4
Tab. 4 Goodness—of—fit of invariant measurement
Chi-square dr NCP RMSEA NNFI  CFI GFI
812.14 248  564.14 0.074 0.95 096  0.90
826.22 261  565.22 0.072 0.95 096  0.90
Ay?(21)=14.08(P>0.05 )
856.74 281  575.74 0.070 0.95 096  0.90
A¢?(20)=30.52(P>0.05 )

865.16 291  574.16 0.069 0.95 096  0.90
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Study on the self—drive tourists” satisfaction based on
structural equation model

SHI Chunyun', SUN Yong', ZHANG Honglei’, LIU Zehua’, LIN Jie*
(1. College of Urban and Environmental Sciences, Jiangsu Normal University, Xuzhou, Jiangsu 221009, China;
2. Department of Land Resources and Tourism Science, Nanjing University, Nanjing 210093, China)

Abstract: With the rapid development of drive tourism in many parts of the world, self-drive
travel has become a favorite of urban residents in China for their holiday, and thus warrants
serious research investigation. Studies on the tourist satisfaction have been one of the foci of
tourism research for years, but the self-drive tourists' perception and their overall satisfaction
have not been thoroughly addressed. Given the context of free passage to small passenger
cars during our major holidays, the self- drive tourists' perception and overall satisfaction
theoretical model is constructed through modeling methods based on survey data. The model
is based on the assumption that small passenger vehicles are waived highway tolls during
major holidays. Four dimensions are found according to exploratory factor analysis of the self-
drive tourists' perception. Then, theoretical model assumes that these four exogenesis latent
variables influence the tourists' satisfaction. Confirmatory factor analysis of total sample
model suggests that tourists' travel demands, self-drive advantages, destinations facilities and
management have significant positive influences on tourists' overall satisfaction. Results show
that the drive experience plays a critical role in the drive tourism system, while the
correlation between highway availability and overall satisfaction is not supported. Invariance
measurement of the calibration sample and validation sample shows that the self- drive
tourists' perception and satisfaction theoretical model shows stability and validity between
different samples.

Therefore, in light of these findings, we can make several recommendations. First, in
order to develop self-drive tourism, we should give some fascinating itineraries. Then, we
should reduce the travel expenses for self-drive tourists as much as possible. Free passage to
small passenger cars during major holidays will reduce the travel costs effectively and will
help to increase the self-drive tourists' overall satisfaction, which will lead to more self-drive
trips. Finally, destination managers should improve the quality of related infrastructure
facilities and services for self-drive.

Key words: self-drive trip; overall satisfaction; tourists' perception; structural equation model;
invariance measurement



