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Intention to revisit a leisure amenity or to recommend it to others is conceptualized as being
dependent upon the quality of service delivered, the extent to which benefits sought were received
and overall visitor satisfaction. The objective of this study was to empirically examine the
relationships between these constructs. Using a sample of 371 visitors to the Fort Worth Zoo, the
study explored the interrelationships between quality of service performance, visitor satisfaction,
specific benefits sought and future behavioural intentions, and identified the service performance
domains that contributed most to explaining overall service performance, visitor satisfaction and
future behavioural intentions. Pearson correlations showed a relatively strong relationship (r =
0.639) between overall service performance and visitor satisfaction, but since this correlation was
far from perfect it also confirmed they were independent constructs. Both overall visitor satisfaction
and overall service quality were also relatively highly correlated to future behavioural intentions.
Stepwise regression analysis showed the wildlife and generic features performance domains were
positively and significantly related to future behavioural intentions, overall service performance
and visitor satisfaction.

INTRODUCTION

Efforts to measure visitors’ perceptions of
service performance and levels of satisfac-
tion are made in the belief that they enable
managers to monitor how well they are
performing, and to identify where adjust-
ments need to be made in order to raise the
quality of offerings and experience that
visitors receive. It is believed that such
upgrading will enhance the probability of
visitors returning to an attraction and
of them effectively promoting it through
positive word of mouth communication. The
constructs of service performance and satis-
faction are both rooted in expectancy dis-
confirmation theory, which states that
expectation levels provide the criteria
against which confirmation or disconfirma-
tion judgments are made (Crompton and

McKay, 1989). Thus, service performance
and satisfaction level are considered ade-
quate if they meet expectations, are con-
sidered negative if service performance or
quality of experience are worse than ex-
pected and are considered positive if service
performance or quality of experience are
better than expected (Oliver, 1980).

Although service quality and satisfaction
share the same theoretical heritage, there is
increasing recognition in the leisure field that
the two constructs are distinct. A decade
ago, for example, MacKay and Crompton
(1990) stated:

service quality relates to opportunities, that
is, to the gestalt of the tangible and intangible
attributes of the service, while level of satis-
faction relates to the psychological outcome
which emerges from experiencing the ser-
vice. (p. 49)
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In the leisure field, the original notion of
service quality developed by Parasuraman et
al. (1985) has evolved in a number of differ-
ent ways, two of which are especially ger-
mane to the study reported here. First, the
original operationalization of service quality
identified five components: tangibles, relia-
bility, responsiveness, empathy and assur-
ance. In the context of attractions such as a
zoo, visitors have relatively little personal
interaction with personnel, so the service
attributes which impact them are predomi-
nately tangibles. The other four classic com-
ponents are likely to play a more secondary
role. The second evolvement has been the
gradual replacement of the term ‘service
quality’ by the term ‘quality of performance’.
Quality of performance refers to the attri-
butes of a service which are primarily con-
trolled by a supplier (Crompton and Love,
1995). It is the output of a leisure provider.
Evaluations of the quality of performance are
based on tourists’ perceptions of a provider’s
performance.

In contrast to the provider’s quality of
performance, satisfaction relates to a visi-
tor’s experience which is perceived to be the
end state of a psychological process (Oliver,
1997). In the context of tourism, Crompton
and Love (1995) operationalized satisfaction
by defining it as the quality of a visitor’s
experience, which is the psychological out-
come arising from his or her participation in
a recreation activity. Thus, satisfaction refers
to the emotional state of mind which results
after a visitor’s exposure to the attributes of
a provider’s service.

All else equal, it appears to be intuitively
logical that the higher an attraction’s quality
of performance, the higher a visitor’s level of
satisfaction is likely to be. However, there is
unlikely to be a perfect correlation between
them since:

satisfaction may be influenced by the
social-psychological state a visitor brings
to the site (mood, disposition, needs) and

by extraneous events (for example, cli-
mate, social group interactions) that are
beyond the provider’s control, as well as
by the program or site attributes that
suppliers can control. (Baker and Cromp-
ton, 2000, p. 787)

Thus, a high satisfaction outcome may result
even when perceived service performance is
low because, for example, the social group
interactions are sufficiently positive to offset
the low performance of the service. Con-
versely, a perceived high service perform-
ance by the attraction may still result in a low
level of visitor satisfaction.

It seems likely that evaluation of an overall
experience will reflect the collective evalu-
ations of the set of particular benefits an
individual seeks from the experience (Oliver,
1997). These sought benefits may be viewed
as components of the gestalt experience. For
this study, these sought benefits were identi-
fied as family togetherness, wildlife enjoy-
ment, wildlife appreciation, companionship,
introspection and escape. These benefits are
typical of those sought by zoo visitors
(Holzer et al., 1998).

The notion that perceived quality of tan-
gibles impacts visitor satisfaction was con-
firmed by Bitner (1992). She used the term
‘servicescapes’ to describe the built environ-
ment and defined them as human-made phys-
ical surroundings. She reported that
servicescapes are likely to influence the
nature and quality of visitor interactions; and
they influence level of satisfaction with it.
Bitner’s work was extended by Carbone and
Haeckel (1994) who described an experience
as the ‘take away impression formed by
people’s encounters with products, services,
and businesses – a perception produced
when humans consolidate sensory informa-
tion’ (p. 9). They introduced the notion of
‘engineering customer experiences’ which is
premised on a belief that a setting can be
engineered or manipulated in ways that
foster or create desired experiences for
visitors. This process begins with the deliber-
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ate setting of a targeted visitor perception,
and systematically designs and orchestrates
the signals generated by the facility, services
and the environment to successfully register
that perception in the visitor’s mind. They
pointed out that the set of impressions
visitors gain about an attraction are likely to
be both rational and emotional. These im-
pressions may be subtle or extremely ob-
vious, and may occur by happenstance or by
purposeful design. These impressions col-
lectively influence a visitor’s experience. A
small number of studies have examined the
effects of manipulating tangibles within a zoo
(Wineman and Choi, 1991; Cook, 1989; Scre-
ven, 1986), but they did not address changes
in visitors’ perceptions in quality of service
performance that may have resulted from
these manipulations.

Baker and Crompton (2000) examined the
relationship between service quality, satis-
faction and behavioural intentions in the
context of a special event. Their structural
equations model hypothesized that per-
ceived performance quality would have a
stronger total effect on behavioural inten-
tions than satisfaction. This hypothesis was
confirmed by the research. Baker and Cromp-
ton (2000) expressed the belief that their
study may have been the first to assess the
relative impact and interrelationship of the
quality of performance and satisfaction con-
structs in the leisure field. The study re-
ported here was intended to add to this
limited knowledge base. It also extended
Baker and Crompton’s work by incorporating
two improvements that they suggested: the
use of a multi-item scale to measure overall
satisfaction, rather than a single global mea-
sure; and inclusion of specific benefits
sought. Baker and Crompton (2000) noted
that this latter improvement would enable
the relationship between performance qual-
ity domains and satisfaction with specific
benefits sought to be explored.

Two research questions were addressed.
Firstly, what is the nature of the interrelation-

ships among overall quality of service per-
formance, overall visitor satisfaction,
specific benefits sought, and future behav-
ioural intention to visit? Secondly, which
service performance domains contribute
most to explaining perceptions of overall
service performance, overall visitor satisfac-
tion, specific benefits sought, and future
behavioural intention?

METHOD
Operationalization of variables
Level of service performance was measured
using a single item, seven-point symmetrical
Likert-type scale. Response categories
ranged from 1 (extremely low quality) to 7
(extremely high quality). The question was
presented as follows: using the scale pro-
vided, please rate the OVERALL quality of the
service you received at the Fort Worth Zoo.
This follows the procedure initially adopted
by Parasuraman et al. (1988).

The service performance attributes were
selected by the authors in consultation with
the zoo’s managers. Most of them were
derived from other studies which had investi-
gated service quality in analogous recreation
settings (Cole et al., 2001; Childress and
Crompton, 1997; Hamilton et al., 1991; Cromp-
ton and Love, 1995). Some items were mod-
ified to adapt them to the zoological context
of the Fort Worth Zoo. Six domains of
attributes were created based on the findings
of previous studies: generic features, educa-
tion, staffing, comfort amenities, informa-
tion/signs and wildlife. These domains were
operationalized by 39 attributes with each
domain containing at least six attributes.
These attributes were pre-tested on Fort
Worth Zoo staff members and management,
and on a sample of university faculty and
students. Based on the pre-test results, the
list was reduced to 28 service quality attri-
butes, which were placed on the final ques-
tionnaire. The rubric stated: ‘we want you to
rate how well Fort Worth Zoo performed on
each of these features’.
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The scale measuring benefits sought by
zoo visitors was adapted from that devel-
oped by Holzer et al. (1998) in their study of
visitors to the Cleveland Metroparks Zoo.
Additional items were included from Driver’s
Recreation Experience Preference scales
(Manfredo et al., 1996). Nine domains of
motivations, or benefits sought, were cre-
ated: family togetherness, similar people,
learning, nature (wildlife enjoyment), escape,
teaching/leading others, new people, intro-
spection and nostalgia. These domains were
operationalized with 39 items. Based on the
pre-test with Fort Worth Zoo staff members
and university faculty and students, the
nostalgia domain was dropped since the pre-
test responses suggested it was not im-
portant and the list was reduced to 27 items
which were included on the final ques-
tionnaire. The items were measured using a
seven-point Likert-type scale, ranging from 1
(not at all important) to 7 (extremely im-
portant). The rubric stated: ‘listed below are
different benefits that people may obtain
when visiting the Fort Worth Zoo. Please
indicate how important each benefit was to
you and members of your group/family’.

Overall visitor satisfaction was measured
by a four-item, seven-point modified seman-
tic differential scale, which was used by
Baker and Crompton (2000). The four items
were: dissatisfied/satisfied, pleased/dis-
pleased, unfavourable/favourable and nega-
tive/positive. The rubric stated: ‘the
following set of statements relate to your
overall feelings about your trip to the Fort
Worth Zoo. For each statement, please circle
the number that best reflects your feelings’.

A six-item, Likert-type scale was used to
measure visitors’ future behavioural inten-
tions. It was adapted by Baker and Crompton
(2000) from a scale developed by Zeithaml et
al. (1996). The wording was modified to fit
the Fort Worth Zoo context. The rubric
stated: ‘based on your trip to the Fort Worth
Zoo, please circle the number that indicates
how likely you are to undertake each of the

following items’. Response categories ranged
from 1 (not at all likely) to 7 (extremely
likely). The items to which visitors were
asked to respond were: ‘say positive things
about the zoo’, ‘visit the zoo again in the
future’, ‘encourage friends and relatives to
visit this zoo’, ‘will not come back to the zoo’,
‘would just go to another zoo’ and ‘continue
to visit the zoo if the admission price was
increased’.

Data collection

The study was undertaken at the Fort Worth
Zoo which displays over 5000 native and
exotic animals representing 761 species. This
is one of the largest animal collections in the
western hemisphere, and the zoo is nation-
ally ranked among the top ten in the United
States. Rivers and waterfalls separate the
simulated natural habitat exhibits from visi-
tors, and large viewing windows provide
excellent viewing of many of the animals. The
Fort Worth Zoo is one of fewer than a dozen
zoos in the US to house koalas, and one of
only five locations in the world with black,
white and Asian rhinos.

A sample size of 350 was considered
sufficient for the analyses to be conducted.
Previous research on similar populations
using mail-back surveys have yielded re-
sponse rates that generally exceed 60%
(Crompton and Tian-Cole, 1999). Thus, it was
decided approximately 600 questionnaires
should be distributed to visitors. The actual
sample was comprised of 606 visitors to the
Fort Worth Zoo. Data were collected over a
four-day period by selecting every nth adult
visitor at the entrance gate. The n was
determined by traffic flow and number of
interviewers. Those agreeing to participate
in the study were compensated with a com-
plimentary day pass for one member of their
group to enter the zoo which saved them
$7.00, and were informed of their eligibility
for a draw for a family pack of season passes
when their completed questionnaire was
returned. They were handed a questionnaire
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and requested to mail it back after they
returned home. Postcard reminders and one
follow-up replacement questionnaire were
sent out to non-respondents, and 373 com-
pleted surveys (62%) were returned.

Verification of domains

The 28 service quality attributes were a priori
assigned to six domains. Oblique factor
analyses on the study data suggested that
the seven domain solution shown in Table 1
was a superior solution. Five of the a priori
domains were retained: generic features,
education, staffing, comfort amenities and
wildlife. The factor analyses suggested that
the sixth a priori domain of information/signs
should be divided into two domains which
were titled wildlife information and generic
information. Table 1 shows that Cronbach’s
alpha reliabilities for the scales ranged from
0.76 to 0.92. The seven scales accounted for
almost 70% of total variance.

An oblique factor analysis of the benefits
sought items suggested that the items loaded
on the six domains shown in Table 2. Four of
the a priori eight domains were retained:
family togetherness, escape, wildlife enjoy-
ment and introspection. The factor analyses
suggested that the a priori domains of new
people and similar people should be merged
into a single domain that was titled com-
panionship, although some of the new people
items were also redistributed to the in-
trospection domain where they loaded more
saliently. Similarly, based on results of the
factor analyses, the two a priori domains of
learning and teaching/leading others were
merged into a single domain that was termed
wildlife appreciation and learning.

All four items comprising the overall visi-
tor satisfaction scale loaded saliently on it.
The scale had an alpha coefficient of 0.96.
However, the six items used to measure
future behavioural intentions did not load on
a single factor. The inconsistent loading of
three items resulted in a decision to remove

them from the analysis. Thus, the remaining
items used to measure future behavioural
intentions were: say positive things to oth-
ers, visit the zoo again and encourage others
to visit. The alpha coefficient for these items
was 0.81.

RESULTS

Pearson correlations were used to measure
the interrelationships among the four vari-
ables of interest in Research Question 1. The
results are reported in Table 3. Almost all the
correlations were significant. Among benefits
sought, the highest correlations with other
benefit domains were reported on the in-
trospection domain, but the correlation of
this domain with future behavioural inten-
tions was weak. The benefit domains that
most strongly correlated with future behav-
ioural intentions, with overall visitor satisfac-
tion, and with overall quality of service
performance, were wildlife enjoyment and
family togetherness. In both cases, the corre-
lations were strongest with future behav-
ioural intentions, less strong with overall
visitor satisfaction and weakest with overall
service quality.

Future behavioural intentions was rela-
tively highly correlated with overall visitor
satisfaction, while its relationship with over-
all quality of service performance was less
strong. The correlation between overall visi-
tor satisfaction and overall service perform-
ance was relatively high (0.639), but far from
perfect.

The second research question examined
which service performance domains contri-
buted most to quality of overall service
performance, overall visitor satisfaction, fu-
ture behavioural intentions, and benefits
sought. The results were analysed by com-
paring the adjusted r squared values result-
ing from step-wise multiple regression
analyses. The regression results are pre-
sented in Table 4. Only significant standar-
dized Beta coefficients are reported in the
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table. High Beta scores for each individual
regression estimate show the relative im-
portance of the variables in the model in
explaining the effect of the service quality

domains on the variables of benefits sought,
future behavioural intentions, overall quality
of service performance, and overall visitor
satisfaction. The higher the Beta scores, the

Table 1 Results of an oblique factor analysis of service quality attributes

Factor
loading Eigenvalue

Variance
explained Alpha

Education 10.57 37.73 0.87
Texas discovery show 0.85
Educational and conversation messages 0.84
Quality of docent stations 0.81
Schedule of events 0.53

Wildlife 2.17 7.76 0.76
Quality of petting zoo
Variety of animals 0.84
Access to viewing animals 0.79
Chance to see rare animals 0.75
Health of the animals 0.68

General information 1.67 5.96 0.82
Map of zoo layout 0.84
Orientation signs 0.83
Information centres 0.51

Staffing 1.53 5.47 0.86
Quality of café courts –0.76
Cleanliness of café courts –0.75
Responsiveness of staff –0.66
Appearance of staff –0.63
Knowledge of staff –0.52

Comfort amenities 1.43 5.11 0.81
Availability of drinking fountains 0.78
Availability of restrooms 0.77
Places to sit and rest 0.56
Cleanliness of restrooms 0.48

Wildlife information 1.12 3.98 0.92
Signs describing animals 0.89
Information about animals 0.84

Generic features 1.07 3.83 0.80
Cleanliness of exhibits –0.76
Availability of parking spaces –0.69
Cleanliness of zoo outside of exhibits –0.58
Overall appearance of zoo –0.56
Handicapped accessibility –0.52
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greater the importance of that variable in
the model.

After controlling for the effects of other
performance quality domains, education and
generic features were the most important
service performance domains in explaining
the benefits sought. Quality of education was

positively and significantly related to in-
trospection (β = 0.276), wildlife appreciation
(β = 0.229) and escape (β = 0.158). Quality of
generic features was positively and signifi-
cantly related to family togetherness (β =
0.217), wildlife enjoyment (β = 0.175) and
wildlife appreciation (β = 0.145). Quality of

Table 2 Results of an oblique factor analysis of benefits sought items

Factor
loading Eigenvalue

Variance
explained Alpha

Introspection 8.60 31.86 0.88
Think about who I am 0.72
Talk to new people 0.71
Reflect on past memories 0.68
Be with and observe others 0.56
Meet new people 0.53
Bring back pleasant memories 0.50

Wildlife appreciation and learning 3.38 12.53 0.87
Learn more about wildlife 0.87
Gain a better appreciation of wildlife 0.80
Develop knowledge about wildlife 0.80
Understand plight of endangered species 0.77
View wildlife in natural-like state 0.65
Think about what I can do to help 0.56
See wild animals 0.47
Share knowledge with others 0.46

Family togetherness 2.62 9.71 0.72
Thought the entire family would enjoy 0.83
Do something with family 0.81
Bring family together 0.74

Escape 1.59 5.88 0.91
Get away from noise back home 0.91
Give mind a rest 0.90
Get away from the usual demands of life 0.87
Release built up tensions 0.76

Wildlife enjoyment 1.33 4.91 0.73
See wildlife I rarely see –0.79
View beautiful surroundings –0.73
Discover something new –0.69

Companionship 1.04 3.87 0.73
Be with friends –0.85
Do things with companions –0.76
Be with others who enjoy the same things –0.61
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Table 3 Matrix of Pearson Correlation Coefficients between benefits sought, behavioural intentions, overall visitor satisfaction and overall
service performance

Wildlife
appreciation

r

Family
togetherness

r
Escape

r

Wildlife
enjoyment

r
Companionship

r

Future
behavioural
intentions

r

Overall visitor
satisfaction

r

Overall service
performance

r

Introspection 0.484 0.251 0.591 0.397 0.565 0.115 0.036 0.033
(0.000) (0.000) (0.000) (0.000) (0.000) (0.027) (0.520) (0.524)

Wildlife appreciation ---- 0.097 0.270 0.391 0.304 0.195 0.057 0.159
(0.060) (0.000) (0.000) (0.000) (0.000) (0.317) (0.002)

Family togetherness ---- ---- 0.300 0.347 0.340 0.259 0.188 0.165
(0.000) (0.000) (0.000) (0.000) (0.001) (0.001)

Escape ---- ---- ---- 0.317 0.387 0.074 0.062 0.101
(0.000) (0.000) (0.155) (0.274) (0.052)

Wildlife enjoyment ---- ---- ---- ---- 0.337 0.351 0.204 0.184
(0.000) (0.000) (0.000) (0.000)

Companionship ---- ---- ---- ---- ---- 0.157 0.073 0.045
(0.002) (0.199) (0.387)

Future behavioural
intentions

---- ---- ---- ---- ---- ---- 0.641 0.494
(0.000) (0.000)

Overall visitor
satisfaction

---- ---- ---- ---- ---- ---- ---- 0.639
(0.000)

p values are in parenthesis.
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Table 4 Significant results of a stepwise regression of quality of performance domains predicting dependent variablesa

Education
Beta

Wildlife
Beta

General
information

Beta
Staffing

Beta
Comfort

Beta

Wildlife
information

Beta

Generic
features

Beta R Square

Introspection 0.276 *** ---- ---- ---- ---- ---- ---- 0.076 ***

Family togetherness ---- ---- ---- ---- ---- ---- 0.217 *** 0.047 ***

Wildlife enjoyment ---- ---- ---- ---- ---- 0.165 ** 0.175 ** 0.080 ***

Wildlife appreciation 0.229 *** ---- ---- ---- ---- ---- 0.145 *** 0.104 ***

Companionship ---- ---- 0.189 *** ---- ---- ---- ---- 0.036 ***

Escape 0.158 ** ---- ---- ---- ---- ---- ---- 0.025 ** 

Future behavioural
intentions

---- 0.380 *** ---- ---- –0.123 * ---- 0.281 *** 0.272 ***

Overall service
performance

---- 0.218 *** ---- 0.149 ** ---- ---- 0.277 *** 0.284 ***

Overall visitor
satisfaction

---- 0.380 *** ---- ---- ---- ---- 0.264 *** 0.316 ***

a Only significant standardized Beta coefficients are reported here.
* p < 0.05  ** p < 0.01  *** p < 0.001
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general information was positively and sig-
nificantly related to companionship (β =
0.189), and wildlife information was pos-
itively and significantly related to wildlife
enjoyment (β = 0.165).

Both the wildlife and generic features
domains were more positively and signifi-
cantly related to future behavioural inten-
tions, quality of overall service performance,
and overall visitor satisfaction than the other
service performance domains. Quality of
staffing was positively and significantly re-
lated to overall service performance (β =
0.149), but comfort amenities showed a neg-
ative relationship with future behavioural
intentions (β = –0.123).

DISCUSSION

The intent of this paper has been to enhance
understanding of the relationships between
the core constructs which impact behav-
ioural intention. The focus is on improving
understanding of the phenomena – not on the
distribution of the phenomena in a popula-
tion. Clearly, visitors will react differently to
different facets of each construct. That is,
they will differ in their perceptions of various
attributes of service performance, in the
benefits they sought from their visit, and
the level of overall satisfaction they experi-
enced. However, such differences were not of
concern in the context of the problem ad-
dressed in this study. 

Overall visitor satisfaction and quality of
overall service performance were found to be
relatively highly and significantly correlated
(r = 0.639). The relatively high correlation
between the two suggests that when visitors’
perceptions of the zoo’s overall service per-
formance were high, their levels of overall
satisfaction were also high. Since correlation
does not establish causality this relationship
may also be expressed in the other direction.
That is, visitors who were satisfied with their
zoo experience tended to have high evalu-
ations of overall service performance. Al-

though the correlation between the two
constructs was relatively high, it was far from
perfect, confirming that they are indepen-
dent constructs.

Both overall visitor satisfaction and overall
service quality were also highly and sig-
nificantly correlated to future behavioural
intentions (r = 0.641 and r = 0.494, re-
spectively), confirming their positive influ-
ence in reinforcing visitors’ intentions to visit
the zoo again in the future, and to spread
positive word of mouth communication.
These findings confirmed the predicative
power of overall service quality and satisfac-
tion on visitors’ future behavioural inten-
tions which was reported by Baker and
Crompton (2000).

Results of the stepwise multiple regression
analyses showed the relative effect of the
service performance domains on benefits
sought, future behavioural intentions, overall
service performance and overall visitor satis-
faction. Both the wildlife and generic features
performance domains were positively and
significantly related to future behavioural
intentions, quality of overall service perform-
ance and overall visitor satisfaction. Visitors
rated these two service performance do-
mains as highest in the quality of their
performance as well as indicating that they
had most influence on these desirable out-
comes.

Staffing was positively and significantly
related to overall service quality. This seems
logical since staff are likely to be integrally
involved in determining the quality of per-
formance of many of the zoo’s service ele-
ments. It is doubtful that overall service
performance would be rated high if visitors
perceived the quality of staff and their per-
formance to be low. The comfort amenities
domain was significantly but negatively re-
lated to future behavioural intentions. The
nature of this relationship and a rationale for
it is unclear.

The four major benefits sought by Fort
Worth Zoo visitors were family togetherness,
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wildlife enjoyment, wildlife appreciation and
companionship. The service performance
domains most related to these were generic
features, wildlife, information, and general
information. Thus, these performance do-
mains are likely to be most influential in
facilitating the specific benefits that users
seek. 

Traditionally, many leisure managers have
evaluated the relative success of their ser-
vices and attractions by measuring visitors’
levels of satisfaction. There are two major
reasons why this is of limited value. First,
satisfaction is a psychological state of mind.
It is likely to be influenced by a host of
variables: the weather; the behaviour and
morale of the group with whom an individual
is experiencing the service; the individual’s
mood – whether or not he/she got a speeding
ticket on the way to the zoo; level of affection
towards animals; existing knowledge of wild-
life science, habitat, adaptation, geography; –
the list is likely to be long. One of those
variables is the quality of the offering orche-
strated by the zoo’s managers. Among the
multiplicity of variables that determine satis-
faction, this construct of service quality or
quality of performance is the only variable
which is under the control of managers.

The results of this study confirmed those
reported by Baker and Crompton (2000) in
concluding that service quality was an im-
portant contributor to satisfaction but was a
different construct. Hence, managements’
evaluations should focus on the quality of
performance of their offering, not on the
visitors’ satisfaction level since this latter
construct is comprised of a host of variables
that managers are unable to influence.

The second limitation of satisfaction evalu-
ations is that in most cases they are used to
measure attributes of performance quality
which is not a psychological phenomenon, so
there is an inconsistent level of discourse.
For example, the evaluation instrument may
ask ‘how satisfied are you with the following?’
and list the service quality attributes shown

in Table 1. When asking, for example, how
satisfied are you with the quality of the
petting zoo, managers are confusing means
(the petting zoo) with ends (e.g., wildlife
appreciation, family togetherness, compan-
ionship). Both the end ‘benefits sought’ and
‘satisfaction’ are psychological states, so it is
appropriate to use a satisfaction rubric be-
cause the level of discourse in their measure-
ment is then consistent.

This study attempted to link means and
ends, by examining relationships between
resources, quality attributes and benefits
sought. If desired benefits sought are identi-
fied, then the question becomes: which di-
mensions of the offerings that managers
control should be focused upon in order to
improve satisfaction level with the benefits
received? The study’s results offered insights
into that issue.
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