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ABSTRACT
This study aims to explore the influence of service quality and perceived value on consumer satisfaction. The participants were the
Puli Town swimming pool consumers. Three hundred and fifty questionnaires were distributed and 302 were considered valid. The
valid return rate was 86.29%. The data was analyzed by descriptive statistics, independent sample t-test, one-way ANOVA and
structural equation modeling, and the conclusions are as follows: 1. The level of service quality, perceived value and consumer
satisfaction of the pool consumers are moderate. 2. Differences are found in several factors of service quality, perceived value, and
consumer satisfaction by specific background variables among the pool consumers. 3. This study verified the model of service quality,
perceived value and consumer satisfaction among the swimming pool participants. The effect of service quality on consumer
satisfaction is greater than perceived value.
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