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ABSTRACT 

Tourism services’ operators keep looking for insights into the perceptions of tourists and 
relationships between them to formulate operations and marketing related strategies. This paper 
highlights inter-relationships between Service Quality, Service Value, Perceived Equity, Satisfaction 
and Behavioral Intentions in Adventure Tourism context based on the primary data collected from 
the adventure tourists on the basis of multi stage sampling. Correlation coefficients between these 
constructs have been analyzed to draw inferences. 

Keywords: Service Quality, Service Value, Perceived Equity, Satisfaction, 
Behavioral Intentions, Adventure Tourism. 

INTRODUCTION 

Tourism services play highly significant role in the tourism sector. 
According to World Trade Organization (World Trade Organization, 2020), 
“Tourism and travel-related services include services provided by hotels and 
restaurants (including catering), travel agencies and tour operator services, tourist 
guide services and other related services”. Services constitute a majority of the 
tourism related offerings. Hence, it is important to examine tourism services 
related constructs and inter-relationships among them for effective decision 
making in tourism sector. In the services literature, the most wide studied 
variables are perceived service quality and customer satisfaction. Similarly, there 
are a large number of studies dealing with the relationships among different 
variables. To attain competitive advantage, it is important for tourism 
organizations to understand the perception of tourists towards various services 
related constructs like service quality, service value, perceived equity, satisfaction 
and behavioral intentions. Perception of the tourists towards various aspects of 
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these services influences their satisfaction and future decisions as well. Service 
quality and service value influence tourists’ satisfaction and subsequently loyalty 
of tourists. Tourism service providers need to ensure quality of services and 
service value to elicit tourists’ satisfaction. Satisfaction of tourists will facilitate 
growth and re-patronage of service providers. This paper has reported the 
relationships between service quality, service value, perceived equity, customer 
satisfaction and behavioral intention in the context of adventure tourism based on 
primary data collection through multi-stage sampling. 

Service quality is defined as the ability of an organization to meet or exceed 
customers' expectations (Parasuraman, Zeithaml & Berry, 1985). It is one of the 
important constructs which is related with other service evaluation constructs and 
widely studied. According to (Zeithaml, 1988) “Perceived value is the consumer's 
overall assessment of the utility of a product based on perceptions of what is 
received and what is given”. Perceived value is another important service 
evaluation construct and it has been examined in this paper as well. Cook & 
Messick (1983) described perception of fairness as the tendency of customers to 
receive what they deserve i.e. to get output based on their input. Tourists expect to 
be treated fairly. Perceived equity is another construct which is examined in this 
paper. Klaus (1985) defined satisfaction as “the customer's subjective evaluation 
of a consumption experience, based on some relationship between the customer's 
perceptions and objective attributes of the product”. Satisfaction is being 
considered to be related with many services related constructs. Consumers’ future 
behavioral intentions are normally treated as subjective judgements and these 
helps to predict the futuristic behavior of customers (Chandel, 2015). Intention to 
return, word-of-mouth, and search for alternatives are behavioral intentions of the 
tourists which have been examined. Inter-relationships between service value, 
satisfaction and behavioral intentions have been reported to be significant in 
adventure tourism and sports contexts (Chandel & Bansal, 2014; Chandel, Bansal 
& Gattoufi, 2018). 

DISCUSSION 

Reported results are based on the analysis of primary data collected from 
235 adventure tourists through multi-stage sampling in the Indian state of 
Himachal Pradesh. This paper has reported correlations between the constructs of 
service quality, perceived value, perceived equity, satisfaction, intention to return, 
word-of-mouth and search for alternatives among adventure tourists. Table 1 
exhibits inter-construct correlations among these constructs. 

Correlation coefficient between service quality and perceived value has 
been found to be 0.90 and this relationship has been found to be significant with 
p<0.001. This indicates a strong positive relationship between service quality and 
perceived value in adventure tourism context. Correlation between service quality 
and perceived equity has been found to be 0.77 and this relationship is significant 
with p<0.001. This indicates a strong positive relationship between service quality 
and perceived equity. Correlation between service quality and satisfaction has been 
found to be 0.81 and this relationship is significant with p<0.001. This indicates a 
strong positive relationship between service quality and satisfaction. Correlation 
between service quality and intention to return/revisit among adventure tourists has  
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Table 1. Inter-construct correlations. 

Construct 1 2 3 4 5 6 7 

1.Service
Quality

1.00 

2. Perceived
Value

0.90*

**

1.00 

3. Perceived
Equity

0.77*

**

0.80*

**

1.00 

4. Satisfaction 0.81*

**

0.81*

**

0.74*

**

1.00 

5. Intention to
Return

0.70*

**

0.67*

**

0.61*

**

0.70*

**

1.00 

6. Word-of- 
mouth

0.81*

**

0.81*

**

0.76*

**

0.83*

**

0.66*

**

1.00 

7. Search for
alternatives

-

0.70*

**

-

0.70*

**

-

0.63*

**

-

0.70*

**

-

0.60*

**

-

0.72*

**

1.

0

0 

(Source: Primary data collected with questionnaires and analyzed with smart PLS 2.0) 
*p<0.05, **p<0.01, ***p<0.001 (two-tailed)

been found to be 0.70 and this relationship is significant with p<0.001. This 
indicates a strong positive relationship between service quality and intention to 
return/revisit. Correlation between service quality and word-of-mouth referral has 
been found to be 0.81 and this relationship is significant with p<0.001. This 
indicates a strong positive relationship between service quality and word-of-mouth 
referral in adventure tourism. Correlation between service quality and search for 
alternatives as behavioral intention among adventure tourists has been found to be -
0.70 and this relationship is significant with p<0.001. This indicates a strong 
negative relationship between service quality and search for alternatives. 

Correlation coefficient between perceived value and perceived equity has 
been found to be 0.80 and this relationship is significant with p<0.001. This 
indicates a strong positive relationship between perceived value and perceived 
equity. Correlation between perceived value and satisfaction has been found to be 
0.81 and this relationship is significant with p<.001. This indicates a strong positive 
relationship between perceived value and satisfaction. Correlation between 
perceived value and intention to return/revisit among adventure tourists has been 
found to be 0.67 and this relationship is significant with p<0.001. This indicates a 
moderate positive relationship between perceived value and intention to revisit. 
Correlation between perceived value and word-of-mouth referral has been found to 
be 0.81 and this relationship is significant with p<0.001. This indicates a strong 
positive relationship between perceived value and word-of-mouth referral. 
Correlation between perceived value and search for alternatives as behavioral 
intention among adventure tourists has been found to be -0.70 and this relationship 
is significant with p<0.001. This indicates a strong negative relationship between 
perceived value and search for alternatives as behavioral intention of tourists. 
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Correlation coefficient between perceived equity and satisfaction has been 
found to be 0.74 and this relationship is significant with p<0.001. This indicates a 
strong positive relationship between perceived equity and satisfaction. Correlation 
between perceived equity and intention to revisit among adventure tourists has 
been found to be 0.61 and this relationship is significant with p<0.001. This 
indicates a moderate positive relationship between perceived equity and intention 
to return/revisit among adventure tourists. Correlation between perceived equity 
and word-of-mouth referral has been found to be 0.76 and this relationship is 
significant with p<.001. This indicates a strong positive relationship between 
perceived equity and word-of-mouth referral. Correlation between perceived 
equity and search for alternatives as behavioral intention among adventure tourists 
has been found to be -0.63 and this relationship is significant with p<0.001. This 
indicates a moderate negative relationship between perceived equity and search 
for alternatives among adventure tourists. 

Correlation coefficient between perceived satisfaction and intention to 
revisit among adventure tour respondents has been found to be 0.70 and this 
relationship is significant with p<0.001. This indicates a strong positive 
relationship between satisfaction and intention to return/revisit among adventure 
tourists. Correlation between perceived satisfaction and word- of-mouth referral 
has been found to be 0.83 and this relationship is significant with p<0.001. This 
indicates a strong positive relationship between satisfaction and word-of-mouth 
referral. Correlation between satisfaction and search for alternatives as behavioral 
intention among adventure tourists has been found to be -0.70 and this 
relationship is significant with p<.001. This highlights a strong negative 
relationship between satisfaction and search for alternatives. 

Correlation coefficient between intention to revisit and word-of-mouth 
referral has been found to be 0.66 and this relationship is significant with p<0.001. 
This indicates a moderate positive relationship between intention to return/revisit 
and word-of-mouth referral. Correlation between intention to revisit and search 
for alternatives as behavioral intention among adventure tourists has been found to 
be -0.60 and this relationship is significant with p<.001. This indicates a moderate 
negative relationship between intention to revisit and search for alternatives. 
Correlation between word-of-mouth referral and search for alternatives as 
behavioral intention among adventure tourists has been found to be -0.72 and this 
relationship is significant with p<0.001. This highlights a strong negative 
relationship between word-of-mouth referral and search for alternatives. 

Inter construct correlation coefficients for all constructs have been found to be 
significant at p<0.001 (two-tailed) in adventure tourism context. 

CONCLUSION 

Inter-relationships between the constructs of service quality, service value, 
perceived equity, satisfaction, intentions to return, word-of-mouth referrals and 
search for alternatives have been examined with correlation coefficients and found 
to be significant at p<0.001 (two- tailed) in adventure tourism. These results will 
help in the designing of adventure tourism services, delivery of these services, 
formulation of marketing strategies and policies of destination marketing 
organizations. 
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Note: This article is based on one part of the doctoral research work of 
the author.  
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