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Abstract

This study forcus on the performing arts, the main purpose is to explore
the relationship between performance quality of arts program, service quality
offer by the cinema, customer satisfaction and customer loyalty. Convenient
sampling method was used, the audiences of performing arts program in Dr.
Sun Yat-Sen Memorial Hall were interviewed. The 3,200 questionares were
distributed and 743 effective samples were collected. The effective respond
rate was 23.22%. Regression analysis and path analysis were used to test the
hypotheseis. The major findings were as follow: (1) Performance quality and
service quality each has a positive influence on customer satisfaction. (2)
The combination of performance quality and service quality has a positive
effect on customer satisfaction. (3) Customer satisfaction has a positive
impact on customer loyalty. (4) Performance quality and service quality each
has a positive influence on customer loyalty. (5) Customer satisfaction play a
partial moderate role between performance quality, service quality and

customer loyalty.

Keywords: Performance Quality, Service Quality, Customer Satisfaction,

Customer Loyalty
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