A THESISFOR THE DEGREE OF MASTERS OF SCIENCES
DEPARTMENT OF TOURISM MANAGEMENT
NAN HUA UNIVERSITY

A Study of Satisfaction Degree on Tourism Motivation and Cognition on
Lotus of Vigtors Taking Paiho Lotus Farming Community as an Example

Graduate Student: CHANG, PING-JUNG

Advisor: CHANG, CHING-PIAO Ph.D



;I N .
Rk E b A
SRS

(PXALE - B#ERBEGHATEREL DI -

LaTEEHE AEH)

ne: kb A
e W e R
osg S0 S [y

mRtL
%%C§#?>
R L SR e 22 Aﬂiff)

il ¢ j é \&

ORXEHAR P FE R 96 & 06 B 22



473

0 21 30

2

3)

Q)

SPSS 10.0

(4)

(6)



Titleof Thesis: A Study on Satisfaction Degree of Tourism M otivation
and Cognition on Lotusof Vistors Taking Paiho Lotus
Farming Community asan Example

Name of Institute: Department of Tourism Management, Nan Hua
Univer gty

Graduate Date: July, 2007 Degree Conferred: M.B.A.
Namedf Sudent: CHANG, PING-JUNG Advisor: CHANG, CHING-PIAO Ph.D.

Abstract

Thisresearch was conducted based on thetourist samplestaken
from Paiho L otus Farming Community. The Correation between
tourism motivation, satisfaction degree of tourists and the cognition on
lotus nymphaea of tourists was also examined by way of questionnaire
investigation. In total therewere 473 valid questionnairesreturned, and
SPSSversion 10.0 (Statistical softwar €) was utilized to conduct Factor
Analysis, Rdiability Analysis, and one-way ANOVA. Some conclusions
aredrawn asfollows according to the empirical results: (1) the age of
most visitorsrange from 21-year-old ~ 30-year-old, generally the younger
generation. And theratio of femaleis higher than that of male. For
theresidential distribution, most of them livein the southern area of
Taiwan. Thetourism motivation of most visitorsaimed to
comprehensively experience theindustry’s cultural activity of Paiho
L otus Far ming Community, and the family tourism including
parents-children or kinsmen kept a greater proportion in visitors; (2) the
main factor attracting the tourism motivation of the industry’s cultural
activity of Paiho L otus Farming Community is*“to relax, decrease
anxiety and stress,” “to haveinsight into such fields aslocal agricultural
culture,” “to sightsee the exceptional landscape,” “to enjoy the beauty of
thelocal natural world,” “to extend the knowledge range of lotus
nymphaea,” and “to improvethe interaction among friends;” (3) groups
of different sense of community wer e significantly correlated to visitors
satisfaction degree via analysis of questionaire; (4) not only the tourism
motivation towar ds L otus Far ming Community but also the extending of
the knowledge range of lotus nymphaea ar e affected by the
tourists gender, occupation, education level, marital status, and living
location; (6) in general, the respondents wer e satisfied with the cultural
activities of Paiho L otus Farming Community. Visitorswith higher
degree of willingness of revisit tend to recommend their friends and
familiesto join Industry’s Cultural Festival of Paiho L otus Farming
Community (Tainan Paiho Lotus Carnival).

Based on the aboveresults, several suggestions wer e presented asfollows:
ii



(1) marketing of the industry’s cultural activity of Paiho L otus Farming
Community should be enhanced; (2) more complete software and
hardware facility would be provided so that the vistors can easly
understand; (3) the training of the talented persons and the
diversification of services should be enhanced, the brand system should
be established, and the quality of services should be improved; (4) the
content of the industry’s cultural activity should be enhanced so as to
attract more vistors not only to experience the festival but also to
improve the tourism satisfaction degree to strengthen the willingness of
revisit. Meanwhile, this has brought positive meanings and benefits in
enhancing the local culture industry, economy, and the employed
population. Hope the research results provide the domestic industry’s
cultural and tourism industry valuable examples and references for the

planning and launching of industry’s cultural activity in the future.

Key Words  Lesurelndustry, Tourism Mativation, Satisfaction
Degree, Lotus Nymphaea
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