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Abstract

The development of public transportation
system is more and more important due to the
heavy traffic. Competition in this industry is
getting keener after the deregulation policy.
The operators are aware that they must offer

higher quality service to attract the passengers.
But it's not enough to attract passengers only
by quality service. The passengers purchase
intention is wusually determined by their
perceived value from the service. The perceived
value is a tradeoff between the perceived
benefits and perceived costs. This research
proposed and tested an integrative model of
service quality, perceived costs, and perceived
value in city bus and coach business. It aso
explored the effect of attractiveness of
aternatives on repurchase intentions. The
results indicate that all causal relationships are
statistically significant. The perceived benefits
have greater influence than the perceived costs
on perceived value and service quality have
fairly high indirect effect on repurchase
intentions. Besides, the perceived
non-monetary price has greater indirect
influence than the perceived monetary price on
the repurchase intentions in city bus, but it has
opposite result in coach. Finaly, this study
discussed the management implications of
research results and proposed some suggestions
to the researchers.
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