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Fig. 1 The relationship between two dimensions of affect and tourist satisfaction
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i U A b/ Al TE RN A T 3 5 b AR AR YOG
L ANRASBEAG R I i 2 o R D TS B TR
Ui B0 b/ Al e B0 fife R A B e AL T R i
i R RIS, AR Ui 2 R T R DA 4
rh Uit 5 T R DA S I S B A T R T R
FEWESE ML A 1 5 2 Dh— B0 — B A S
(confirmation/disconfirmation paradigm) , £—ZU A
— OB, B R0 R I R B A
WA —FEERYR R RN E 5 A3
B, I FAZAR A v i) S B T B R X 7
Al HE Y 2R By T, T AR 2 AR A D) 22 (ideal
expectation ) 5 B Y 14 1] 22 (normative expectation) ,
TP B R A R AN — ORI Y LU AR I . AR
T, V725 A6 TR 706 5 B DA I 2 A5 R 35 o 2k
SHERARRT 7 B A, BRI TR IR I Z Hi e 15
FEAETIOPE A EE 7 106 B3 ¢ R 212 A e g i HH
TR~ — BB AR e 2

R EVIIR NS 5MEE, AR SCR L R 2 ik
T AR Z A A T At 1) i i S0 22, AT
SURXT H By H— IO A, BUR A —2 H e 4/
B4 MATTIE F R Z R AR AL B SR AR
J AR, BB TSI AR (benefits) 5 BT MU PE
(sacrifice) HEA TR LE o 4 I ASHISC5 A o T MO 42
TR A A DU I AR o A i
BESEGIRE B S 7 i PR Z B B 3hA
FEB B R e A0 I SR M A, L T
VA o PRI, AR SCIA A, 3 20 0 2 B 1 0 T AN A5
S R N — SRR i R o
A i 200 B B S TR R S R v 1 B B
YIAOG, 5 P50 o AU (SRS PR A Le A O, 52
FORARABL™ i BT B 22 3 G, A U2 R3S il
DS ER AR LB R 45 2R o IO AR SO 28— 8L
WA

RECAHURIE I HEBE-AN B0 RN 2,
2K 0 R 0 s T At 3 DU e i 2 0 R
JE AN IRT 77 ORI 73 i R OGR4
AEL 3R T A i 2 o R U i A e M R 55
I a0 A2 AE R eV T T IR 9s A
R A T TR BB D X AR g = i e EE
PR R M . 7= P B R AR T R i R  H
RES 2 O A X 2= VR, Y A T8 B — oK
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.59.
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T B iR 2 il T N e %o AR 6 i R )
P B ) (R 6 R (R R AR i it AR 5
PR AR JBiE 2 P IS 2 X A 95 i i R P ) 8L 0
HERIEA BB I . A SO AT DK 3% 3 AE HAL R
ARSI Y | AR I8 IR 5 U iR AR 2
G, AT i i B AE AR RS 55 R 77 AR ) 1 s B
WMo TEET, #2208 B 2% (neuromarketing ) | A= 44t
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55 i A 8% 5 TE i Vi U e B B Y BB AT G LA
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5 I Y i U AV PT g 8 38— e sl B R K 1
ASCHEN 16 AT 13568
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Bk ki SR, B R AR E e s, A
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(customer delight) #2& bt i 75 B E B0 45 5%, A M it
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— S A, P B 1 SR DX AT R — A R I A Y
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## (happiness) XX 4k (joy) il TR (gladness) 2% K
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#l (elation) . Jik = (delight) Fl1 % 3Z (enjoyment) 3 5=
RZ NI 227, Nyer A, XK Goy ) AT =
(4 I 2 28 Aar AE — D R 7 HR AR T B A1 %
B aerh, U R A A A AN R F B 1 I
gy R AR RIEAR BRI 5T N EE S OGN R 2
TR AEAN RIS YA Ui A b A e D 4 06 o 1 1
5 8% S IV, - R 0 X 5 Ik A I IR AR AL
(emotional trigger ), i# # 3845 Tung Fl Ritchie FIt
WAy ME MY R UE 1K % (memorable tourism
experiences ) "I & Jennings %555 A (14 o 1w A9 il I
& 5 (quality tourism experiences) ", T A~ H J& i
o MEA L, AR H B AR AL A REE AR LG 22
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Old Wine in New Bottle? The Myth of Tourist Satisfaction Measurement

MA Tian', Xiang(Robert)’ LI, XIE Yanjun'
(1. School of Tourism and Hotel Management, Dongbei University of Finance and Economics, Dalian 116025, China;
2. Department of Tourism and Hospitality Management, Temple University, Philadelphia 19122, USA)

Abstract: Tourist satisfaction is an important issue in tourist study which influences positive word-of-
mouth, tourist loyalty and revisit behavior. Nowadays, tourist satisfaction is considered to be the
function of tourist expectations and disconfirmation based on the expectation- disconfirmation
paradigm. According to this model, satisfaction depends on confirmation/disconfirmation between
performance and predictive expectations. Tourists are satisfied if performance meets or exceeds
expectations. If not, they are dissatisfied. However, few studies in tourism have examined the validity
of satisfaction measurement and the suitability of using expectation- disconfirmation model in tourist
satisfaction study. Expectation- disconfirmation model was first used in marketing for measuring
consumer satisfaction with utilitarian goods. However, tourism products are hedonic goods which are
characterized by more service encounters, interpersonal interactions and emotional involvement.
Tourism consumption is typically hedonic consumption. Therefore, we should think about the
suitability issue before applying expectation- disconfirmation model in tourist satisfaction studies.
Through in-depth interviews and participant observation, we find that, first, tourist satisfaction does not
always meet the basic premise of expectation-disconfirmation model which assumes that the predictive
expectations do exist. For some tourists, they just go with their family or friends, and do not know
much about the destination. Others only have some vague perception about a destination in their mind.
In many cases, tourists do not compare their experience (i.e. destination performance) with the
predictive expectation specified by the model; instead, they compare the performance with their past
consumption experience with similar tourist products. Sometimes, they pay more attention to their
benefits and sacrifice, and they are satisfied if benefits exceed sacrifice. Second, tourist satisfaction also
has something to do with interactions during the on- site stage through which emotional responses
would be elicited and then influence tourist satisfaction. Although other methods have been used to
measure satisfaction, such as IRT method, fuzzy comprehension evaluation method and grey correlation
analysis method etc., the most important question in satisfaction measurement seems remain untouched.
Tourists are not only purchasing physical attributes or service quality, but also tourism experience.
Therefore, the tourist satisfaction measurement should pay more attention to the experiential aspect and
tourists’ emotional experience in addition to measuring the physical attributes and service quality. In
the era of experience economy, tourist experiences play the important mediating role between physical
attributes/service quality and satisfaction. Tourists would be dissatisfied if the physical performance/
service quality do not meet the basic expectation, but only with the improvement of experiential
attributes that tourist might be more satisfied. Third, some scholars using expectation-disconfirmation
paradigm have emphasized the importance of emotion in satisfaction evaluation. However, they
consider that emotion comes only from confirmation/disconfirmation. From our study we find that
emotion not only comes from confirmation/disconfirmation, but also the results of environment stimuli,
interactions with people and product. It is very important to explore the different sources of emotion
and monitor tourists’ emotions. Data based on real time physiological responses and interviews is
helpful in monitoring tourists’ emotional experience in real time situations which could guide tourism
destinations and service provider to better design and manage tourist experience, keeping their
competitiveness and realize economic benefits.
Keywords: expectation- disconfirmation model; tourist satisfaction; tourist experience quality;
emotional experience
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