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The Effect of Perceived Value, Satisfaction and Self-Congruity on the Revisit
Intention and the Word-of-Mouth Intention
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ABSTRACT

As competition increases, ski resort managers need to search for ways to attract previous visitors or to gain new visitors
through word-of-mouth. This study examined the impact of skiers’ perceived value, satisfaction and self-congruity on the
revisit intention and the positive word-of-mouth intention. Total respondents were also segmented into a promotion-focus
and prevention-focus individuals then later examined the differences in the effect of independent variables between groups
in order to suggest a managerial direction that will enhance business competency of ski resorts. Results from regression
analysis showed that all independent variables utilized in this study were good predictors of two dependent variables. Specially,
satisfaction was a highly significant predictor. Promotion and prevention-focused individuals were also differed in evaluating
the importance of independent variables for their revisit and word-of-mouth intention. It means that self-regulatory focus
is an effective variable for segmentation. More specifically, satisfaction was the only variable influencing the revisit intention
for promotion-focused individuals; whereas both satisfaction and self-congruity had significant effects on the revisit intention
for prevention-focused individuals. All independent variables had significant effects on the word-of-mouth intention, except
self-congruity for promotion-focused individuals. This research suggests several managerial implications on the findings based
on the analysis and the characteristics of the visitors.
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A3l Bt ¥ ATE 271 RE PRASS WHOE, 1K, B R Aol A 4ol AR Eg Tl e 1A=
FYYL shoshn, AN ZARPOE YU AR AT 2ol TYUSETe G Aol7k YL FeIFoEA
2450 A 48E 4 Uk WG ANRLA ST @A £HE ARE HALAS A3 A8
SPUSES BE ANTEs TeEd GEe FAth BES b o] 2 el AN xAzHOR
TR AW el AR EG A E) G PAE WG] FRIF Do} o] W EFA e AP
Aol FAHAT APFAES] A%, PEY JHS Bt GPS Feou dquRH AWeAE = )
AolAARE GG FAch FAES] Aol PRI YU AHANHL A FHALE F Gl BE S
go] GRS FUT FHANE Lo PEAEE 4 EE 41T 5 QA7 2 7B 0l AT,

1. M2 T2 ArHol & FAT AotdA Ao th(self-congruity). A
ot x|/ dolet WhEAt AFAle] Apol7id (self-concept) 7 54
20009 % o]& A7)+= Evele] thEFel AL AXEE o] HEE L] olu| x| 7} Hitele ATE Edl= 20 %, A
AR Feb7al Qlek 19999 AlEel 113l 27]7go] 2011 A G E 7tk AA4 (cognitive) 715501 BH(Sirgy and Su,
A2l 97Hi Z71e1om, 1909 % Z 609 Holl & 2000). AFEE-2 AFA] ojmA| o} FotE] = A E AEshe
A 2714 HEAL 201149 Ao+ 6507 WS 23519 EXW A S 535 W&o o] HE W) oJ8ks Fi
o= T) ooéﬁﬂ 2011). 54 LFAZE A&=a # (Sirgy et al, 1997), Bl &= &S F+= 202 AL Atk
glaglofol el tigh FHES] QAHsyt T8 dlojtt. o] (Kressmann et al, 2006).
23k A7) Q0 B0l Q87 F 271l edE S 7R A Q12jolw AR ke Al H7toloj A (Eggert
2013dell= 2717g0] 25308 sofd Aol AI-H, 2009). and Ulaga, 2002), 543 271 0le} A WEAlo] uke}
T2 2000 Al 7TASE JA 271 oAt e A 7HA7E & W] miXE o] tE F Utk ApopdA
3171 A1t em, 2011 AlEelE 871 27130l A o] 847} A A Al Wt Afoplde] EAAYE B TE &
AdE G 48T =274 993, 2011). o123k EA 27t ©@2KSirgy and Su, 2000), HEAEZ 7RG Aol
T 2717 7k AR o] AAF AiA L ke A 9nE) o] S AE 993 AetdAYe] atolE Fotelop AEHQ1 AlAY
A 2SS A HEE 2olAY A2 HEAE # G AN = ek o] HellA A7) ZH % o) 2 (self-regulatory
A|8t7] 918k o] AAe Aol H Uk focus theory)> ARl me} Ftehs 7Ex|9F 2lobd 214 <
AR A 918 Het Y 7| RA0RE 271 At Apolg AW + & o] Eelth Higgins(1997) & Abdel w}
S5 TEAIACK g}, ol2lg o f&E 19801 dth ¢k 1990t H]= g} oL} Ao =& onE F= Algo] 9l ¥k obd
AME F2 WELY AlF AAE A EEo|G o, A ojv} Azt HHE 7H] o] F2 uE Fojahz Abge] Utk
oty o7 Ath(Mittal and Kamakura, 2001). Z&u 1+ 2 3 2000t o] B0 A 2-oe] B AEE o o
Zol&t B4 3At 4 drhd 48] steAE 71ELY o kS F= Qolojghe Zlo] YR A=y JeK(Chitturi ef al.,
H7kslz Zlolofal v A o] AL wiAH o] 1A, 7HAN 2008).
o] Hkgxjo] A k> AMe] ArHEggert and Ulaga, 2002). AEAHOZ BlE 12450 &4 BHEE AL AR Aol
AAE DL} AR RE Tolls Aol IA & AL 2 olUH v AQIAE YERE AEE Q2Ho] gton
Z AL Ak HEHe = A A s o H, olg 43| Sl oY wWrEe] AREEo Sttt
ek A5 &8 TAE T slvhe 2] A EHA Aol Au) - AEZ 3 (word-of-mouth, WOM) o]tk v}

AR o 7M1 (value) & ATk Ik 2] TSF ARl B % shis AR TAS A5 7]
0% ANHUH Woodruff, 1997). FEATANE 7= B = A4S $AsK AuTh 56l A7, Bz o] Be

Z9] Aaroln, ol F 8)5-9] %= (postpurchase behavioral & th= Zo]tH(Oppermann, 1998). o] 3k A2 fA19 &
intention, BOIE 4849 ke Z0h= A%S0] RIHT 940 ols) B g ool M ool 4w AU AL
2l tH Anderson, 1998: Lee et al, 2007a). 3] AT & FA9 ko]t Hong ef al, 2009). T3k

TRekE 5PAOZE T T Blo| v]X= g3l tigh i Holgh AFEolu Mu| 2] Hrtol] thak 7fel 7+ HZA A A

SR ASS|X A 40 2520124 48) 75
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(Knauer, 1992) *‘Xﬂi —rﬂ %
o) WEAE 24 1 3 ]94 s M 52
HYdo g A3 0 m( 45 6%), 71 tHo] AUl
(38.9%) (ZEl, 2005). 53] T8k At o9&
TA gorm FAE0 date FHE YHE AlFs
o] =TtH Mazzaral et al, 2007). ]Eﬁi AT 7419
Aoz B3l 29 ATES Zeithaml et al(19%)°]
AAEE H o] dAel %/‘éE(loyalty)’—g— AL T g R
F ¥3d BI $tch(Baker and Crompton, 2000:
Bigné et al, 2005). ool thall Soderlund(2006) = A==

YA FAER 43 ‘cocktail

s

o
fo 1 2 T oxt

o o2
ol i r

o

fiju m

=
248

=%

A& O T oloiA

approach' & A7 ok AL A4tk
Williams and Soutar(2009) 7} A &5} 50],

LA E ofsislr] A Bok THA] & SollA 22t

W7t uA e JEEE Aeste Ao] Fasith 18y dA

TS ()79 B 83 ol A T3 Heas

o] AR Bl vAE JEEH S FHAL

go] REsiglon, (b)HEAEd] A2 d23dd ne of

A

r-Yl

HSo] Blof| PA= S = = agol B
3k Arnold and Reynolds, 2009). o]oll ?ﬂ—?-& v B
E RS UeE, (aAME OE i WO =9t
FRIEE 23 4 & 7K, B 4 Z}O}‘” A/de]

A5l v 9P AE st (b)) 28RgoR
A0S AT T, W9 0o SPEFEY JFA Aolrt
Ak RS s, (0271350) A4Y A8 5 e 7

HATHOE AlFEE oA dHolofA] Apale] E-&-(utility) ] &
e)3ie}ky Azl (Chiu et al, 2005), 714
A (sacrifice) 7+e] 1A A 1.3 (cognitive
]Stk o], Holbrook and Hirschman
3

= H(benefit) 7} 3
trade-off) ©.2 7l\d 3}
(1982)&] A-telx 27
‘$(fantasy) 52 5879 YF5EHA 74419 2 2H] (hedonic)
Aplo] 2 E ATt o]FA 7119 thatAdo] ERIEHA o}
AR 7EA 9] A olo thgh §ej7t o] FolA|A]
TMEA AZrE HAJAA | gk A2 obF glom, (b)A
v 2] A7k A(quality) 2 A1ZHE 749 #AE FElekA]
gt I8y 7He JAH 5 xS Zeithaml (1988,

ZH(sense), A7 (fun), =7 (feeling), 3+

%ol (a)ol®

16 s=xFs3|x| A 403 25(20124 48)

pl4)¢] Ao, & "4 s Hr=A
71Z38) Bk AdEelvt ’\1313194 HA A 5870l BEHoR
ol 2o A3 gl FAlolth A7k AH| A F AR 3
FhsRe A 2e] AAH SUR E- YA (Zeithan, 1989)

oJANE A7t THA = A9 U A e H] 3
o] AFAE AlelollAE o] ol thE Jidol Zﬂ‘)ﬂ
%93l Itk Bolton and Drew, 1991). 13y} L At
e AZE g 7Y SHE MR ?47}
(Zeithaml, 1988), ¥3% - gl Aol o] 3} vlA g0
¥4 7M1 E2 SERV-PERVAL (Petrick, 2002)4/]' PERVAL
Sweeney and Soutar, 2001)°lM+e AS 7kxe] FANE
construct) & stU= 7HFatal 3lof o] & 7+ AA7} oFF

5‘—“&71011% ‘?}5.‘—01 QA A 7t 7]
& 71t Rko] o] & (expectancy disconfirmation theory) ol <713l
S48 SeHOliver, 1930). ©] o] &M TS A3 9] 7]
thel A8 F 4937 (perceived performance) ZH] ko] (discon-
firmation) o4l Uehvke A= AWsta qioh &, 7| Eot
AFA7F ZAY 39 9= Rl 7)Y olslebd Rk g
t= Aot J#y A Bl 7 A QAo 93
M s wethe Alo] SRIE A (Westbrook and Oliver,
1991), @Al= 24 S 428 Oliver (1997, p.13) 7 el
ol "AHAEY] Aol tiek o ® ARFolu AH] 29
2R7F depg EAIEA tig et E BHA 07 o}
So|3 on;}

AoPigE “Apalo] | ARRIAE 7hHsste Azt 1
o FA" ]E}(Rosenberg 1979, p.7). 4 A S o] &3dl=
AFEES] oHX|E o] &4} ojuA| kL Bl Aot A A}
ot o]} or|A7F dA|gk= JEE SeeH Kressmann
et al, 2006). Alopldel= AA| zlololu| 2] (actual self-image),
o] 449l zolo|n] A (ideal self-image), AF3]2 Apojolw] =]
(social self-image) &} ©1%A Q1 Ak A ztoto]w] A (ideal social
self-image) 7} Atk o]& gt zetolw| & EA tjdA] o]-&2}
E9 olvx|¢}t t-FAIA A E = JEE 27 AAl Aol A
A, oA At A, ARSI A Apold A A, o] AR ALS]A
Alopd x| Aol 2t ehth(Sirgy, 1982). Aol A4 o2 M= 2}
ofdx|/do] Eom Mo} ukEe] Ry} A% =w (Johar and
Sirgy, 1991), H‘%%Jr TAEA L S WA= A0RE U

213 Jth(Back, 2005). L °]f= A

L=

—

%3k Jfdolety Az

i mlru

A 74 (self-consistency)

12
AA| Aofolmxt AL3]

ARl Bt SR E7
A (self-esteem) 2 AFS]A 14 (social-
747} o] A Q1 ztotoln]z] 9} o] 434

£97h A9 A4, HE 2 5L
A AofelrlAsh A AL BAA R $712 A8,
7o) $asE A e 34

13

o Folct, ot Z}OV
approval) ol thak S1=
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ol AR A Aolelm|AE HAdl= 5712 2438t

7HA| 9F S AR v o] gk
3t Wgels o] B ATE S gelE 9l
Cronin et al, 2000: Lee et al, 2007a), L& 7FX
MeaA ] tiaiA = oFA Fejoll o]2A] X3
(7HED)7F AR (A1) o] -t F4ste A
HkSolgt JE AP & s AgEold A AR 8l
S1(Bagozz, 1982), g0 QAo Mgtk F4ske A+
A= ol U FE AA oA dojuh= AoE A7t
oju} o] gk 5 AAH HHo] Y&

ATH Zajone, 1980). oldl wet AFwAANME F W 2H

A aA7d il 2= A=H, Cronin ef al(2000)
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Aol o Za= 7kl 917] wjEoltH McKee et al, 2006).
9] 7ol (a) 54 tdA9] WEold dEdlA Al
gsk= g 7EA W o ™ (Back, 2005) (b )‘31%01‘?:} e &
AAQ H7toloj A v MHEAbE o] 11 3kl thell 5784
2 74 s (Litvin et al, 2008), (C)Zelthaml et al.(1988
o] At 748 FANE T " ATl 7ol 9
£ v)go] X o] 9lof tE DASHTE Au| 2] A3
A G F glo] A F YFE F7] wiEo| v Hartline
and Jones, 1996).

I8 YFAE o] Akt S FA Rt

>y B 4

xX jo

J

|

T

I AL ATH(Weaver ef al, 2007). W52 APgEe] Fo
Z701A FRZE0] ofyek= Aot Oppermann, 2000). Al
HE A= 21714 (novelty) o] v thdAlS 418l AJsko] 9l
o, UEAE HE F A o)ife] $ AAs] wzdl &

oS e 9rEAE 28] 9
& NRgE FUog wE A1
A3 JuE AFFORH A2 3%—%

1l

g
i‘%
r
_)i,
roh
e

a} A 2 om

% w o} |
& & 9lof, FEdlA FHse Aol FHEA e PJ/}
AS T e oI5EY & o A Atk AL dds
e

g - HAF ool oA Aot AT AR 3
TFRE 7k WAE A7) AREE A2 Lefo|th Aok
A3 AR E 7he] FAE 719 Aotd A olBL
Aro] 7hsat, ApoldA A% AR 7k WAE AN
T e o]8A At FHollok —rﬁﬁil‘”‘?} Brown et al (2005,
p.127)& Aot Az frAket 7Hd<l YU sHidentification)’

A0S 43t ol the) $40] FH5IE A 49
A EAE T 404 93 2o s
7 o2 AREC] G2 ARSI 5 BT B Bt
= Ae AY EANE WS @ 71 o) H (Armett

o] At AR JEe Frhe dTAdE A
A 2K Back, 2005 Han and Back, 2008) 1% &S Adw
104, 1 H HAE Bsle Ao Yoo FQ3 A+
FAE ﬂ AH(Litvin and Goh, 2002). 7Fx] GA] o}2|7}
A 833 Qo)7} WIAA o} HEU/UT, SERV-PERVAL,
PERVAL, GLOBAL¥} 72+ o8] $7/<] A7t AH-H Y S
o} o2 QIsf 7EA7F AT ok A A= Fakel] &
g AFAFE gYgsitt 7RV S B 9% e
A (Lee et al, 2007b), (b)7HA17F A3 JF& —gﬂ% bl
(Petrick, 2004), == (¢) 7127} ©H&S E31AU A4 93
Frhe= A7 A8 Ath(Ha and Jang, 2010). A8 02
OFAZFA] 7HA], HHE, ApotUdA| A 3 AT E B O ]
AT B HHEA 92 Aol

T o071
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ﬂ@r 22 (pleasure principle) & AFEES] 715 o
] P2 ARSE] gk T2y o] dEE AbE
o R T2y ofE FRY EAFES v o
J]O}fﬁ sheAle At Ratsitt olgjet ZARE slE
317] 913k Higgins(1997) &= A7) 28 %2401 28 A&
o] oJatH t*"Ji;ﬁ(101romot10r1-focus) ol AFHEE A
Z 3oy XS A7) 98 EHAE ke
s i@(prevention—focus) ANSEe 23
L} Aolog Qs vistd AxE gls] A7)
AgaA| LOE%L Aggkol Sl wabA R
S AAR1 Aol 23S B FHA At
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RGASIT

SAY 544 @47} UelUA] 945 2
FO 2 z}AlY] g _7,:@—5}1:} u}uﬂ oﬂm
A Al 23S 0], 44 Ax
Uehd g5 HasletAY 244 A3t e &
e FHUshele WEoR A9 dFs 2EetH(Freitas
and Higgins, 2002). olell whef, o2 AFES B4 5 5
Sdslor & Aog A7tely] wie] &&A o S(utilitarian
benefit) ol #A4lo] Bom, ThoF AAlo] st H4& B4
1A Bl o] S7FHK(Chitturl et al, 1997 Kivetz and
Simonson, 2002). ¥, SRAFR A AMHEL 238 1A7]E 3

woll e ol

BNt o o dlo o Ao
o rlo o

F&mﬂ&

N
—

v e

W= A0 of7)7) (hedonic benefit) o
Tilo] wom, BA& IAsA Feltels I3 S99
ke AolA] 5ol F7kekE A2 ohth(Chernev, 2004:

Chitturi ef al, 2007). ©]213 o= FF2HI AFE] F
H,

Foe BAS TR5o|T LHIAR, AR AFES)
242 A1) A AL A} Bk F W9 ol
23 279} BYFR Aol Tl 4PAINE He5)
o MYZHY AYEES HEHolT HFH HH S0l
PPEA ARES A S99 US BES 2 A4

(Chernev, 2004).
2ol g

& Frte 7L ‘Ha Y98 (principle of precedent) 9t ‘#E $-

Al 98] (principle of hedonic dominance) 2% AHWg 4= it}

S0, Aol 2EH SA A

AR E§8 £40) WA FHe0l0} A2 £4S 27
£ Roln, FAE F S40 BF /UE Aade 47
oPgolEtd AFES BEH SN ALE £49) ok 2

W%E Eohe Zelt E8 Madows] $79A9 5 &

Fneed) = BL(vant)o] 47 WIS HHOE G-

£4 7K, B8 e SAV AR oldw 43

0 R AFES P Lol SAHOT wE

o 3 249 B84 7o) o FHS FAW PYEHQ

NS

#HgH 75 o FF3HKivetz and Simonson,
AEEOl B4 27148 W

@
=2
=
Y
R
S
=

e

s

38307k 200840 AAF ZAle] mEw, 5
o g g ABFE e S0l 2o zEeo
A ol ATUAAR ST A 20119 28 99~139
of HRUT, FRAUSZZ SURE AASE R o)y
AHoA% ATUIAE 27 golol] Saold SYAES B
W] olte B o, 2R £08 AREA 2U

% glo} BIERAEAG, A 29 Ei= AZANE 9%
e AR 2klel desag dgg e, 28

o
=
Wik 2o AR A4 HEY F AS PEsdd.

AL o] 9la) AF FAASIAE YHAES A
stk FHSAOH, BAAT uhe] AF
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. & o88rle] ARE
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k3L 5535 EAjell ARE-sFlTh
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2k glojok & 7hzAlo] 1 om(Williams and Soutar, 2009),
YR Aot A el =8 7ol Sl old A
Z Qs & d3e 7129 oA H: il Gallarza and
Saura(2006) o] A|AIe FF4 7HA] (overall value) HE=E A

arach WS Oliver(1997) 7+ A Alek T Es@.ce A}*‘lo}
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A5 A2 Aopid-e Malhotra(1981) 7+ A A8 HE=Z & TE FAE FAA A= 74 dd Fas 728
Aot o] e At el A3 2 A A5 & Zzke] | S48t
2o i3] Sl Al Aol B4 gidA) Ade) o AFAoT A 2H xS Higgins et al(1985)0] #|As

Thi FREEAE W F F 23] AbelE sl Aok Selves Questionnaire(SQ)E s gkt A 71 A (idio-

AXAE A 0Z SA3 o9 22 Sirgy et al(1997) graphic) 9] SQE EAE Al AL} A 0] 7h=sH, gt
SHAENA EAAEIY MUIAE o] &3k AFEES] o]v] E2 A9 AL FEo] AT Aol UE AZhS AR
A& QA sle] TE9 ol A|7} AR olm|A] o} Koteh= Z1&soF stEZ s oEY AFAERE ATE ALt
AEE A H7H Fo2H (a)olvA Y] FHE v Ao 7] olftiE HFE Wolslith o] H|HO R A HAZHE
ZH FAS= QAE §lol A, (b)AIAAA S FAH R & AEA Ao ST 4 9le AxEo] /= tH Higgins
A F e d58 =2 JLE A o] A9 E et al, 2001: Lockwood et al, 2002). ZL&u} o] HEE-2 kAt
AL FEATE S8 ASHA7] Wil (Litvin and Goh, 23 93 A=A 21 7kl Ao ) wio), B 4
2002), ¥ ATE Sirgy et al(1997) 0] AAEF HEZ Ao} X © 7 A bl Aol glol SEAE ERsted feEdt
AL A8t ANEYEY} THEE Zeithaml et al Modified Regulatory Focus Questionnaire24 2959 2}
(1996) ©] AIAIS Bl 4429 K-S A 52 Bl NN2AZ2AE S HSemin et al, 2005).
7F5709] A2 FAE ] Qltks AS B eH, 72tz
A4S ST & e dES AN 1% shel FA V. Z3}
TE AlFAo] ZoH a>09) B AFEe] EFo] g g
JEES FAMEs] BIE 43t Atk I3y SRS AR LA Zol A 20t} 30t 2] B&-2 4644%S} 32.36%
MZ oE NEd Az 4 S44 dEER o olojA] AAe] & 79%E A3 HU < HlE-S vk
Fojx k= o] g1 WEoll (Soderlund, 2006), £ A A9k gk ek o) de] gzt ALl oF 80%C1UTHE 2 7
E1 A8 NE 3 AT
EERT 3= R A A
CANEE O R o] el|A e AP A AE Aoldith Gall qs
744 AR O R o) oA 2 ol Hls) B Ao] BT Az 0847 A e S
AN R o 2E o] S78 FEAA T3 (2006)
o2& Wt vfekd Z7ElZEo,
. oIRE e @ A A s |
= ol e B Ane BT 0909 Oliver (1997)
col & “J—E*O}ﬂi ok Aeld drget Zloldth
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