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Abstract. The theoretical research of tourism logistics service is relatively lagging behind, and the
lack of systematic method analysis is not conducive to the further development of tourism logistics. In
order to explore the relationship between tourism logistics service quality and its constituent
dimensions and operator satisfaction of tourism destination, this study constructs a structural model
framework between service quality, consumer emotion, consumer cognition and operator satisfaction,
collects data by questionnaire survey and conducts empirical research.
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1. Introduction
At present, with the rapid development of tourism and logistics industry, tourism destinations pay
more and more attention to the service quality of tourism logistics. Logistics Service Quality (LSQ)
has been studied by scholars. It has a direct impact on customer commitment [1], and affects customer
repeat purchase rate through loyalty and customer satisfaction , and ultimately plays a decisive role in
customer retention rate and enterprise profits.

From the perspective of practical application, tourism logistics services have an important impact
on the optimization of tourism industrial structure, the improvement of tourism economic quality and
the satisfaction of destination operators. By improving the satisfaction of destination operators,
tourism logistics enterprises can achieve a virtuous economic cycle, efficient circulation speed,
high-quality service satisfaction and so on. In this regard, this study takes tourism destination
operators as the research object, through data analysis and empirical research, explores the relationship
between service quality, consumer emotion, consumer cognition and operator satisfaction, and
provides reference for the study of tourism quality. Firstly, it reviews the previous literature, and based
on the existing research results, it puts forward the concept model of tourism logistics service and
some hypothesis. Secondly, it introduces the process of sample collection and data analysis. Finally, it
discusses the research results and points out the future research direction, so as to further demonstrate,
supplement and enrich the theoretical system in this field.
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2. Theory and Research Hypothesis
2.1. Service quality of tourism logistics and satisfaction of tourism destination operators
Since the seventies of the 20th century, service quality and satisfaction have always been the focus of
academic research. It is to measure the level of service and service quality in the development process
of service industry, to help service enterprises understand the needs of customers and the actual
perception, so as to change business strategies, adjust operation methods, improve service quality, and
ultimately increase their profitability.

In the existing literature, there are many definitions of customer satisfaction, and Oliver's [2]
definition of customer satisfaction is widely used in academia ： Customer satisfaction is the
psychological state of customers after their needs are met, as well as the judgment of customers on the
degree to which products and services meet their needs.

Tourism logistics service involves six elements of food, accommodation, travel, shopping and
entertainment. In the tourism destination, catering industry, accommodation industry, cargo
transportation industry, commerce and entertainment industry are all related
to service, and their service quality will affect the satisfaction of operators in the tourism destination.
Qin Ligong et al. [3] proposed six dimensions of tourism logistics services in the survey of cloud
model and optimization effectiveness of tourism logistics services, namely, marketing, reliability,
responsiveness, tourism consumer expenditure, innovation and information quality. Based on the
above literature, combined with the five dimensions of SERVQUAL evaluation method [4] and the
characteristics of the tourism logistics industry itself, the author studies the impact of tourism logistics
services on the satisfaction of tourism destination operators from four dimensions: service reliability,
service responsiveness, service innovation and service information quality. Therefore, the following
assumptions are made:

H1: The quality of tourism logistics service positively affects the satisfaction of tourism
destination operators. H1a: The reliability of tourism logistics services positively affects the
satisfaction of tourism destination operators

H1b: Responsiveness of tourism logistics services has a positive impact on tourism destination
operator satisfaction H1c: Tourism logistics service innovation positively affects tourism destination
operator satisfaction

H1d: The information quality of tourism logistics service has a positive impact on the satisfaction
of tourism destination operators

2.2. The mechanism of tourism logistics service quality affecting the satisfaction of tourism
destination operators: the role of consumer emotion.
1) The direct effect of consumption emotion on the satisfaction of tourism destination operators
The satisfaction of tourism destination operators will also be affected by emotional aspects. Some
studies have found that in the process of tourism, tourism experiences both positive and negative
emotions, and has a significant impact on tourist satisfaction [5], which shows that consumption
emotion is an important factor affecting satisfaction. In the actual research, Su Qin et al. took
commercial banks as an example to explore the relationship between customer consumption emotion
and customer satisfaction. The research results found that customer consumption emotion had a direct
positive impact on satisfaction evaluation. Through empirical analysis, it was verified that both
consumption emotion and cognition were important factors affecting customer satisfaction. Therefore,
based on the above theoretical research, the following assumptions are put forward:
H2: Consumption emotion positively affects the satisfaction of tourism destination operators.
2) The mediating effect of consumption emotion
As far as the "cognition-emotion-behavior" theory is concerned, in the process of experiencing tourism
logistics, the innovation of tourism products and services and the perception of information quality of
tourism destination operators will affect the emotional changes in the process of consumption, and
then affect the next behavior of operators. It can be seen that the quality of tourism logistics service
has a certain impact on consumer sentiment. This paper argues that the service quality perceived by
operators not only has a direct impact on their satisfaction, but also has an indirect impact on their
satisfaction through consumer emotions. Tourism destinations create a good tourism logistics
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environment for operators, and provide reliable and timely services can strengthen the consumer
emotions of operators in tourism destinations, so as to provide better services for tourists. Based on
this, the following assumptions are put forward:
H3: Consumption emotion plays a mediating role in the relationship between tourism logistics service
quality and tourism destination operator satisfaction.
2.3. The mechanism of tourism logistics service quality affecting the satisfaction of tourism
destination operators: the role of consumption cognition.
(1) The direct effect of consumption cognition on the satisfaction of tourism destination operators
The cognitive behavioral model of consumption States that, as information processors, consumers
consciously make satisfying decisions when searching for and evaluating information about certain
products or sales channels. In the research on the relationship between consumption cognitive value
and satisfaction, Chen Mingliang [6] analyzed the influencing factors of customer loyalty in IT
distribution industry and found that there was a positive correlation between them. By measuring
perceived value with emotional function and perceived risk, it is found that perceived value will
significantly affect customer satisfaction . Based on this, this paper puts forward the following
assumptions:
H4: Consumption cognition positively affects the satisfaction of tourism destination operators
(2) The mediating effect of consumption cognition
Service quality, as the antecedent of customer satisfaction, is perceived by customers through service
quality, and then produces satisfaction or dissatisfaction. According to Cronin's ACSI (American
customer satisfaction index, Customer Satisfaction Index Model), customer perceived service quality
has a direct positive impact on customer satisfaction. In addition, customers produce certain
consumption cognition by perceiving service quality, which ultimately affects customer satisfaction[7].

In the process of providing tourism logistics services, the perceived value of tourism destination
operators is not only related to the value of tourism products themselves, but also to the value of
services provided by tourism destination suppliers. Its service reliability, responsiveness, innovation
and information quality not only have an important impact on the consumption cognition of tourism
destination operators, but also have a certain impact on the satisfaction of tourism destination
operators. Based on this, the following assumptions are put forward:

H5: Consumption cognition plays a mediating role in the relationship between tourism logistics
service quality and tourism destination operator satisfaction.

The model framework of this article is shown in Figure 1:

Figure 1. Model framework

3. Study Design
In this study, the measurement of research variables and their items is based on the existing scales, and
the measurement items of variables are designed accordingly based on the characteristics of tourism
logistics services. Among them, the measurement items of the four dimensions of reliability,
responsiveness, innovation and information quality of tourism logistics service quality are mainly
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based on the SERVQUAL scale proposed by Parasuraman et al. [4] and the tourism logistics service
scale developed by Qin Ligong et al. [3]. It is adjusted according to the characteristics of tourism
destination operators' experience of tourism logistics services. The measurement scales used in this
study are detailed in Table 2.

Table 2. Measurement scale of this study

3.1. Data and samples
In order to ensure the accuracy of the research data, this study first conducted a pre-survey, invited
industry experts to evaluate the items and quality of the questionnaire, and revised the relevant
measurement items according to the results of the pre-survey, on this basis, generated a formal survey
questionnaire.
The formal survey was carried out from May 9 to May 30, 2021. After three weeks of investigation,
190 questionnaires were collected, 16 questionnaires with too short answer time and failed to pass the
test were excluded, and 174 valid questionnaires were finally obtained.

The recovery rate of valid questionnaires was 91.6%, which met the requirements of
questionnaire collection. The KMO value of the pre-test questionnaire was 0. 973, the test value of the
statistic in the Bartlett spherical test was 3127. 453, and the corresponding significance value was 0.
000 less than 0. 05, indicating that the model was suitable for factor analysis.

In this study, SPSS24.0 software was used to make descriptive statistics of the valid
questionnaires (see Table 3). The results showed that 43.1% of the respondents were male and 56.9%
were female; the number of respondents aged 26 to 35 was the largest, accounting for 52.3%; the
number of respondents with a bachelor's degree was the largest, accounting for 45.4%; and the six
major areas of the tourism industry were generally evenly distributed (see Figure 2).The number of
people with a monthly income of more than 5000 is the largest, accounting for 74.7%. Based on the
fact that female employees in the service industry are higher than male employees, and the age group
is mainly young (see Figure 3), the data obtained in this study are reasonable and representative.
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Figure 2. Distribution Map of Tourism Industry

Figure 3. Age Distribution Map
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