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Fig.1. Research framework.
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Table 1. Demographic statistics of tourists

HH R Bt
Item Frequency (%)
5] Gender
H 1 Male 73 54.5%
Zz%: Female 61 45.5%
T Age
<20 67 50.0%
21~30 13 9.7%
31~40 8 6.0%
41~50 17 12.7%
51~60 15 11.2%
>60 11 8.2%
JEJR{E Missing Value 3 2.2%
HEFEE Education background
B (&) LT Junior high school 7 5.2%
= (%) High school 23 17.2%
REE/F % College 94 70.1%
WF5eRr L Graduage school 8 6.0%
SEJR{E Missing Value 2 0.6%

f#k=% Occupation

RlELZE Technology 11 8.2%
LRl fRfESE Finance 4 3.0%
fR#5% Service 6 4.5%
HISES Manufacture 5 3.7%
H/\Z Public sector 9 6.7%
=3 Agriculture 3 2.2%
ELSEfR Retiree 10 7.5%
EH 2 Freelancer 12 9.1%
44 Student 69 51.5%

SEJR{E Missing Value 5 3.6%
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Table 2. Descriptive statistics of tourist satisfaction towards constructs of group package tour

¥&HE Construct SEF Mean fEHEZE gd.
RN Facility 3.65 0.50
EE R Guiding service 3.77 0.79
BENEHE Food 3.84 0.68

2. W5 EHH B R BRI R P 2 R R T (32 3)
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Table 3. Descriptive statistics of tourist experience satisfaction

¥ Construct S5 Mean ERETE g.d.
A TR 3.66 0.68

Lotus-fish mixed culture
theme experience

B EE 4.04 0.70

Farming activity experience
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Table 4. Descriptive statistics of customer loyalty

e P e
Construct Mean s.d.
T 3.64 0.67
Loyalty
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Table 5.Factor analysis of satisfaction of package tour

ER e e R ESE= It} fipkeitsiE (%)  Cronbach’s o
Factor Eigenvalue No. Factor loading Explained variation {1
8 0.922
7 0.902
HE R 6 0.892
%Eﬁép " . 4.443 31.733 0.743
Guide Service 10 0.785
0.699
5 0.577
15 0.891
BEL 12 0.878
maxzsh 3.260 23.285 0.939
Food 13 0.763
12 0.715
4 0.745
BRI 2 0.731
AL 2.429 17.353 0.897
Facility 3 0.713
1 0.681
MR S
Total explanation 72.371
of variation

2F 1 KMO:0.907; Barlette Bkt E-F 5 {E: 1598.787; P=0.000
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Table 6. Factor analysis of tourist experience satisfaction

PREEt RrEE R FSES=YE) fE 5 (%)  Cronbach’s o
Factor Eigenvalue No. Factor loading Explained variation {1
18 0.835
\ i N 19 0.835
SHE 8 G B 20 0.799
Loltus-ﬁ;h mixed 4288 21 0.794 47.643 0.921
cu turp theme oy 0.783
experience
23 0.710
24 0.651
B 2 i
Farming activity 2.388 17 0.888 26.532 0.892
experience '
AR B
Total explanation 74.175
of variaation

2} 1 KMO:0.849; Barlette Bk ta € {H: 828.794; P=0.000

= 7. HEEHEHERRIHTHER
Table 7. Factor analysis of tourist loyalty

RIS FrEdE ==L KFZ&m  fREEE#RE (%)  Cronbach’sa
Factor Eigenvalue No. Factor loading Explained variation {1
R 26 0.896
SeArT e 1.607 80.369 0.754
Loyalty 27 0.896

2} : KMO:0.500; Barlette BRI 2= 51E: 57.767; P=0.000
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Table8. Correlation analysis of package tour satisfaction and loyalty

#EHE Construct EERE Loyalty
IR Facility 0.608***
SEREfEE Guiding service 0.589**
EECZHE Food 0.551%*

z: *p=0.05, **p=0.01, ***p=(0.001
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Table 9. Correlation analysis of lotus-fish mixed culture theme experience, farming

activity experience and loyalty

##E Construct EFE Loyalty
SR ARG B 0.787%*
Lotus-fish mixed culture theme experience
== SEFAE-A 0.494%*

Farming activity experience

z: *p=0.05, **p=0.01, ***p=0.001
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Table 10. Stepwise regression analysis of package tour constructs and loyalty

TEHIEIE  EAERAREL MIEREBERD) FEEGHE F{H J5%h fFEf t{E
Predictor R) Coefficient of  {RE(R?) SREA R t value
variable Multiple  determination  Adjusted F-value B coefficient  Standardized
correlation coefficient of B coefficient
coefficient determination
R 0.606 0.367 0.362 72.388%*** 0.468 0.344 4.384%**
Facility
BENLBE 0.679 0.461 0.452 52.960*** 0.247 0.249 3.221%*
Food
SEE A0 0.709 0.502 0.490 41.352%** 0.225 0.265 3.200%*
Guiding
service

z: *p=0.05, **p=0.01, ***p=0.001

() H B A B S T i 3 R R Z TR 3 70 A
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Table 11. Stepwise regression analysis of lotus-fish mixed culture theme experience,
farming activity experience and loyalty

TEHEIE  EMERIRE HIEREBERD)  RRGHE F{E VGl e t{E
Predictor (R) Coefficient of  {ZEI(R? F-value B RE B 12#
variable Multiple determination Adjusted B coefficient ~Standardized t value
correlation coefficient of B coefficient
coefficient determination
S RS 0.787 0.620 0.617 197.462%*** 0.732 0.721 11.194%%%*
Lotus-fish
mixed culture
theme
experience
== 60:)j] 0.795 0.633 0.626 103.274%%** 0.130 0.130 2.018*
B
Farming
activity
experience

z: *p=0.05, *p=0.01, ***p=0.001
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Study on the Satisfaction of Tourist Experience and
Package Tour in Relation to Loyalty of Leisure Farm
Customners: A Case Study of Yuan-Ying Leisure
Farm in Guanyin Township, Taoyuan County '

Tsung-Hua Lee?, Chin-Ling Lee*, and Shin-Jong Lay >
Abstract

The goal of this study is to investigate the relationship among tourist experience,
satisfaction and loyalty for group package tour in lotus leisure farm in Taiwan. This paper
represents a case study of Yuan-Ying Lotus Leisure Farm in Guanyin Township, Taoyuan
County. Guayin Township is famous for its lotus cultivation which attracts a lot of tourists
every year. The statistical results based on 134 valid questionnaires showed that there is an
apparent connection among tourist consumption experience, satisfaction, and loyalty. We
can also predict tourists’ loyalty by tourist experience and satisfaction. In this case, the
most important predictors were the facility of the farm and the aesthetic experience coming
from lotus-fish mixed culture. The result can be valuable for leisure farm owners to

promote their farm and future development.

Key words: leisure farm, package tour, tourist experience
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