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Abstract

Complete public transport service is an important strategy adopted by 

many cities around the world to improve transportation. Kaohsiung City, the 

second largest metropolitan in Taiwan, also sets its goal regarding public 

transport; however, the outcome is found to be less effective. From the 

perspective of consumer behavior and marketing, this study probes into the 

city where the residents highly rely on privately owned motor vehicles and 

how travelers’ loyalty is constructed upon their involvement and experience in 

the urban public transport system. Empirical result demonstrates that 

travelers’ levels of involvement regarding public transport service serve as 

important intervener and distorter between experience and loyalty. Travelers 

are classified according to their levels of involvement and their critical 

demographic characteristics are generalized which would allow 

decision-making departments to establish more clear experiential marketing 

plans. Thus, urban public transport system with enormous construction cost 

will gradually fulfill the policy mission. 

Keywords: Public transport, Involvement, Experiential marketing, Loyalty, 

Kaohsiung Mass Rapid Transit (KMRT) 
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: Kapferer and Laurent 1993  
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3.6.3

Factor Analysis Construct 

Validity KMO

Kaiser-Meyer-Olkin Measure of Sampling Adequacy Bartlett

Sphericity test 3.4 KMO 0.9

Kaiser, 1974 Bartlett

2810.56

Bartlett, 1951)  

3.4

KMO Bartlett   

Kaiser-Meyer-Olkin  0.952 

 2810.560 

 91 Bartlett  

 0.000 

 

 
 

 % % 
  

1 4.5609 32.5779 32.5779 P1,P2,P3,P4,P9,P10  

2 3.3086 23.6327 56.2105 S3,C1,C5  

3 2.1598 15.4273 71.6379 P7,S1,S2,S4,S5  

 Kaiser  Varimax  
 

Principal Component Analysis

Rotated Component Matrix 14

P1 P2 P3 P4 P9 P10 6

32.6 Zaichkowsky 1994 RPII

S3 C1 C5

3 23.6

 49



P7 S1 S2 S4 S5 5 15.4

72  

3.6.4 PTSII RPII

PTSII RPII

PTSII RPII

PTSII RPII

R

PTSII R RPII

RPII

3.5  

3.5 PTSII RPII  

PTSII 
 

 F P
P1 P2 P3 P4 P7 P9 P10 C1 C5 S1 S2 S3 S4 S5 

R2

 10.61 .00* .27* .16* .08 .22* .04 .19* -.03 .14 -.01 .14* .01 .05 .08 .09 .48 
 5.26 .00* .01 .06 .03 -.05 .01 .03 .00 .12 .02 -.03 .20* -.05 .16* .11 .33 
 16.64 .00* .26* .12* -.12 -.13 .06 .11 .32* .06* .09 -.01 .08 -.06 -.01 .00 .59
 2.22 .01* .23* .08 .10 .19* .10 -.12 -.07 .02 .09 .14 .08 -.02 -.08 -.01 .21

RPII 
 

 F P 
P1 

*p<0.05                                        

P2 P3 P4 P5 P6 P7 P8 P9 P10 
R2

 13.57 .00* .31* .17* .06 .11 .01 .09 .11 -.07 .19* -.09 .35
 5.09 .00* .01 .09 .03 -.16 .10 -.05 .07 -.06 .08 .05 .17
 24.13 .00* .21* .16* -.12 -.12 .06 .01 .03 .09 .11 .37* .49
 2.35 .01* .18 .09 .11 .14 .00 -.06 .05 .17 -.09 -.02 .08
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Ha  

3.6.5

14 PTSII

65.81

54.9%

45.1% 3.6  

3.6  

    
 150(54.9%) 123(45.1%  273 

 77.75 51.25 65.81 
 

PTSII

3.7  

3.7 PTSII

 P1 P2 P3 P4 P7 P9 P10 C1 C5 S1 S2 S3 S4 S5 

 5.54  5.66  5.54  5.85  5.56 5.45 5.67 5.67 6.05 5.55 5.02  5.23  5.54 5.51 

 3.37  3.81  3.68  3.85  3.76 3.46 3.37 4.16 4.12 3.30 3.11  3.75  3.70 4.04 

F 5.25  3.68  0.07  3.48  0.04 0.07 13.1 0.03 6.71 8.12 0.55  0.16  0.14 2.00 

P 0.00* 0.00* 0.00* 0.00* 0.00* 0.00* 0.00* 0.00* 0.00* 0.00* 0.00* 0.00* 0.00* 0.00*
*p<0.05                                                 

3.6.6 

3.8

3.2
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3.8

 F P 

(I1) 3.90  2.99  0.001 0.00* 
(I2) 4.03  3.34  15.43 0.00* 
(I3) 3.64  2.53  3.30 0.00* 
(I4) 3.54  3.04  0.11 0.00* 

*p<0.05              

 
3.2

    
 

 

 

 

 

 

 

Hb  
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3.6.7 

3.9

31~40 41~50

( ) /

20000~60000 40000

 

3.9

   
 (50.7%) (60.2%) 
 31~40 (29.3%) 41~50 (31.7%) 

 ( )(46.0%) ( )(45.5%) 
(27.4%) (32.0%) 

 
/ (27.4%) / (24.6%) 

20000~40000 (38.0%) 20000~40000 (43.0%)  
40000~60000 (22.7%) 20,000 (28.1%) 

 (47.7%) (36.6%) 
 2~5 (82.7%) 2~5 (82.9%) 

 101~500 (35.3%) 1501 (36.1%) 
 16.7% 1.6% 
 5.3% 5.7% 
 30.7% 19.5% 

 76.0% 80.5% 
 
 

 6.7% 5.7% 
 6.7% 21.1% 
 78.7% 77.2%  
 14.7% 1.6% 

101~500
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1501

 

10

 

3.7

14

 

PTSII
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4.1

4.1

 

H1

H2

H3

 

 

 

 

 

 

 

 

4.1

 

H1  

H2  

H3  
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4.2

 

 

 

 

14

 

 

Schmitt 1999

 

Schmitt 1999

4.1  
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4.1

 

 
 
 

 
 

 

 

       
 

       
   
       

 
             

 

 

4. 3 
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14 PII RPII

 

 

3

7

 

 

5

6

7

42

7  

 

 

4.4
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4.4.1

Stratified Random Sampling

2003

R8

O1 O11 R16

2010 2

 

Cooper and Schindler 2006 95

385

650

 

4.4.2

 

2010 10 1 10 7 9

650

 

 

 

 

 

 

 59



SPSS 10.0

Amos16

 

5.1

650 571 87.85

5.1  

5.1

 

 

 

 

 

 

 

 -

1.

2.

1.
2.

1.
2.

1.
2.
3.

571 

214 

43 

98 

216 

100.0650 100.021.2-

37.523537.47.9R16 

7.560 7.51.6O11

17.212016.53.5O1 

37.823538.68.2R8 

( )( )(%)

-

1.

2.

1.
2.

1.
2.

1.
2.
3.

571 

214 

43 

98 

216 

100.0650 100.021.2-

37.523537.47.9R16 

7.560 7.51.6O11

17.212016.53.5O1 

37.823538.68.2R8 

( )( )(%)

: (2003)  

55

40 ( )

( ) / 3 40,000

6

3 3

7 6

5.2  

 60



5.2

0.4
5.2

31.5
53.3

9.7

1.5
6.5

29.4
15.2

8.9
31.8

6.7

40.0
37.7

7.4
2.8

12.0

16.8
45.6
25.8

8.4
2.3
1.1

45.3
54.7

( )

 

 

 

2
30

180
304
55

( )
( )
( )

228
215
43
16
69

8
37

168
87
51

182
38

/
/

96
261
147
48
13

6

18
19~30
31~40
41~50
51~60
61

259
312

 

 

36.8
42.3
15.7
3.2
0.7
1.3

210
242
89
19

4
7

20,000
20,001~40,000
40,001~60,000
60,001~80,000
80,001~100,000

100,000

0~1
2~3
4~5
6~7

347
159
54
11

235
172
112
52

34
87
91
79

113
75
92

353
92

126

41.1
30.2
19.6
9.1

60.7
27.9
9.5
1.9

6.0
15.2
15.9
13.8
19.8
13.1
16.1

61.8
16.1
22.1

( )

5.2

 

5.2.1

Cronbach � 0.9185 0.7544 0.802

Bryman and Cramer, 1997

Cronbach � 0.9306

Cronbach �
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5.3  

5.3

  Cronbach’s � 
 

� -  0.853 
� -  0.827 
� -  0.833 
� -  0.737 
� -  0.747 
� -  0.735 

0.9185 

� -  0.614 
� -  0.705 
� -  0.772 

0.7544 

� -  0.585 
� -  0.721 
� - 0.694 
� -  0.697 

 
 
 
 
 
 
 
 
 
 

� -  0.715 

0.802 

 - 0.9306
 

5.2.2

Cronbach � 0.8581

Cronbach �  

5.4

   Cronbach’s �

1. 0.827

2. 0.861

 

 

3. 0.911

0.8581
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5.2.3

6 7

 

Schmitt 1999

5 Cronbach � 0.7 5.5

Cronbach �

Cronbach � 0.8469

Cronbach � 0.7648

Cronbach � 0.9554  

5.5  

  Cronbach’s � 

 

 

 

 

 

 

1.   

2.   

3.   

4.   

5.   

6.   

7.  

0.828 

0.680 

0.728 

0.558 

0.788 

0.765 

0.571 

0.7352 

 

 

 

 

 

 

1.   

2.   

3.   

4.

5.   

6.  

7.  

0.782 

0.650 

0.766 

0.494 

0.801 

0.786 

0.644 

0.7537 
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5.5

  Cronbach’s � 

 
 
 
 
 
 

1.
2.
3.
4.   
5.
6.
7.  

0.571 
0.662 
0.724 
0.650 
0.693 
0.641 
0.663 

0.7820 

 
 
 
 
 
 

1.
2.   
3.   
4.
5.   
6.
7.

0.653 
0.697 
0.672 
0.648 
0.694 
0.685 
0.648 

0.7956

 
 
 
 
 
 

1.  
2.
3.   
4.   
5.   
6.   
7.  

0.839 
0.493 
0.714 
0.548 
0.825 
0.725 
0.749 

0.7294

 
 
 
 
 
 

1.   
2.   
3.   
4.   
5.   
6.  
7.

0.422 
0.651 
0.706 
0.675 
0.682 
0.649 
0.697 

0.7648 

 - 0.8469  
  - 0.9554 
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Schmitt 1999

7

Cronbach � 0.85 5.6

Cronbach �  

5.6  

  Cronbach’s � 

 
 
 
 

1.   
2.  
3.
4.
5.  
6.  

0.848 
0.840 
0.773 
0.713 
0.722 
0.814 

0.8750 

 
 
 
 

1.  
2.   
3.
4.  
5.
6.  

0.781 
0.812 
0.826 
0.800 
0.718 
0.695 

0.8643 

 
 
 
 

1.  
2.  
3.
4.  
5.  
6.  

0.809 
0.806 
0.819 
0.743 
0.741 
0.817 

0.8788 

 
 
 
 
 
 

1.  
2.
3.  
4.
5.  
6.  

0.794 
0.804 
0.800 
0.790 
0.736 
0.746 

0.8695 
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5.6  

  Cronbach’s � 

 
 
 
 

1.  
2.  
3.
4.  
5.  
6.  

0.839 
0.829 
0.783 
0.718 
0.753 
0.750 

0.8696 

 
 
 
 

1.  
2.  
3.
4.
5.  
6.  

0.790 
0.803 
0.790 
0.718 
0.738 
0.719 

0.8521 

 

1.  
2.  
3.  
4.
5.  
6.

0.808 
0.867 
0.868 
0.830 
0.790 
0.775 

0.9046 

 

Schmitt 1999

5

 

5.3

Amos16  
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Improper solutions

Offending estimates Hair et al., 1998  

1.  

2. 1 0.95  

AMOS 16.0 5.7

 

5.7

  t  

 1.046 0.048 21.674* 0.732
 0.607 0.020 30.176* 0.877 

 1.000 0.915
 0.999 0.030 33.767* 0.915
 1.010 0.030 33.881* 0.917
 1.01 0.032 34.210* 0.920
 1.084 0.033 34.318* 0.921
 1.126 - 0.882

 

 1.000 0.031 32.149* 0.897
 1.000 0.837
 1.017 0.051 20.118* 0.759 

 1.127 0.047 23.720* 0.866
*p<0.01                                             

 

�2 =279.551 p=0.00

Anderson and Gerbing, 1988 2003 2004

GFI 0.923 AGFI 0.902

RMSEA 0.089 NFI 0.960 IFI

0.967 CFI 0.967 NPFI
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0.742 �2/df 4.31

5.8

5.1  

5.8

 0.742
4.310

0.5
5

(Parsimonious fit measures)
(PNFI)

( 2/df)

0.960
0.967
0.967

0.9
0.9
0.9

(Relative fit measures)
(NFI)

(IFI)
(CFI)

279.551(p=0.00)
0.923
0.902
0.089

0.9
0.9

0.05 0.1

(Absolute fit measures)
2 

(GFI)
(AGFI)

(RMSEA)

0.742
4.310

0.5
5

(Parsimonious fit measures)
(PNFI)

( 2/df)

0.960
0.967
0.967

0.9
0.9
0.9

(Relative fit measures)
(NFI)

(IFI)
(CFI)

279.551(p=0.00)
0.923
0.902
0.089

0.9
0.9

0.05 0.1

(Absolute fit measures)
2 

(GFI)
(AGFI)

(RMSEA)

 

5.1  
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5.4

 

H1  

H2  

H3   

 

5.2

Pearce and Kang 2009 Sheu et 

al. 2009

 

*132.0

5.2
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5.5

14

70.08

46.6%

53.4% 5.9  

5.9  

 

 
70.0859.8481.83

571305(53.4%266(46.6%)

70.0859.8481.83

571305(53.4%266(46.6%)

3.5

65.81 70.0

 

5.10

19~30
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5.10  

 

 

 

 

 

 

 

 

 

 

 

 

 

 
0.099(64.6%)(56.0%)

6~7 (4.6%)6~7 (14.3%)

4~5 (16.7%)4~5 (22.9%)

2~3 (29.2%)2~3 (31.2%)

(14.8%)(16.9%)

(28.0%)(14.7%)

(34.4%)(31.2%)

(19.7%)( )(18.4%)

0.022*
(42.6%)(45.5%)

0~1 (49.2%)

(22.3%)

(51.0%)

20,000 (33.0%)

20,000~40,000 (45.9%)

(25.9%)

/ (27.9%)

( )(52.3%)

19~30 (31.7%)

(54.1%)

0.000*

0~1 (31.6%)

0.000*

( )(23.7%)

0.000*
(72.1%)

20,000~40000 (36.4%)
0.010*

20,000 (39.4%)

/ (28.9%)
0.000*

(36.1%)

0.619( )(52.3%)

0.27819~30 (45.5%)

0.304(54.9%)

2 

 

/

20000~40000

0.099(64.6%)(56.0%)

6~7 (4.6%)6~7 (14.3%)

4~5 (16.7%)4~5 (22.9%)

2~3 (29.2%)2~3 (31.2%)

(14.8%)(16.9%)

(28.0%)(14.7%)

(34.4%)(31.2%)

(19.7%)( )(18.4%)

0.022*
(42.6%)(45.5%)

0~1 (49.2%)

(22.3%)

(51.0%)

20,000 (33.0%)

20,000~40,000 (45.9%)

(25.9%)

/ (27.9%)

( )(52.3%)

19~30 (31.7%)

(54.1%)

0.000*

0~1 (31.6%)

0.000*

( )(23.7%)

0.000*
(72.1%)

20,000~40000 (36.4%)
0.010*

20,000 (39.4%)

/ (28.9%)
0.000*

(36.1%)

0.619( )(52.3%)

0.27819~30 (45.5%)

0.304(54.9%)

2 

: *p<0.05                                                       : 
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0~1 5% 6~7

 

 

5.6

6

7

 

5.11 R
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5.11 

 
 

   
 -0.064 -0.103 0.084 
 0.091 -0.018 0.036 
 0.226 0.358* 0.057 
 0.024 -0.166 0.171 
 -0.169 0.029 0.059 
 0.390* 0.213 0.051 

F  0.000* 0.000* 0.000* 

 

R2 0.227 0.082 0.161 
 -0.188 0.022 0.007 
 -0.002 0.037 0.031 
 0.434* 0.369* 0.261* 
 -0.076 0.022 0.050 
 0.269* -0.113 0.043 
 0.006 0.004 0.143 

 0.079 0.029 0.018 
F  0.000* 0.000* 0.000* 

 
R2 0.379 0.103 0.177 

*p<0.05                                   

5.12  
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5.12

 
 

   

 0.065 0.275* 0.081 

 -0.067 -0.059 -0.002 

 0.003 0.091 0.077 

 0.165 0.028 0.109 

 -0.020 0.060 -0.045 

 0.143 -0.100 0.158 
F  0.001* 0.000* 0.000* 

 

R2 0.052 0.066 0.096 
 -0.184 0.025 -0.080 

 0.057 0.068 0.132* 

 0.061 0.116 0.071 

 0.189* 0.036 0.026 

 0.225* 0.022 0.210* 

 -0.110 0.063 0.059 

 0.073 0.057 0.053 

F  0.000* 0.003* 0.000* 

 

R2 0.156 0.048 0.119 

*p<0.05                                   

 

5.7

4.1

5.13  
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/ 
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Krugman 1965 Ray 1973

Petty et al. 1983
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Schmitt 1999
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