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ABSTRACT

The propose of this search explore the relationship between Product Attributes、Process Attributes、Perception of Price Fairness

and Customer Satisfaction.Research target focuses on GPT (Group Package Tour) of travel agency.Hope this research is able to

provide some reference resources and suggestions to operations of tourist industry and other related fileds. Questionnaires for this

research were given to tourists and collected from tourists by tour leaders.The statistical analysis includes Descriptive Statistic

、Reliability Test、Simple and Multiple Regression. The conclusion as below: 1. Product Attributes has a positive relationship with

Customer Satisfaction。. 2. Process Attributes has a positive relationship with Customer Satisfaction。 3. Perception of Price

Fairness moderdate the relationship between Product Attributes and Customer Satisfaction。 4. Process Attributes moderdate the

relationship between Product Attributes and Customer Satisfaction Otherwise ,this research shows different occupation of customers

have different the level of customer satisfaction.
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