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ABSTRACT

Adolescence is a critical period of physical and mental development. During this period, teenagers are energetic, experience

emotional instability, and fond of excitement. However, the competitive pressures of further studies in Taiwan have limited teenagers

for opportunities of learning and exploring. It is the responsibility of the government to create a better recreation environment and

opportunities for teenagers. Thus, this study focuses on the service quality, satisfaction and loyalty of Youth Activity Camp. The

participants of this study are the members of the Youth Activity Camp. The researcher examed and analyzed the interactions of

variables by the means of questionnaire survey. The findings can provide the theoretical basis of strategy development for the

entrepreneur of Youth Activity Camp. The findings of this study are: 1. The means of the service quality, satisfaction, and loyalty of

respondents’actual feelings are all higher than the median value 3.0. It shows that respondents have positive attudes toward the

service quality, satisfaction, and loyalty. 2. The service quality of Youth Activity Camp has positive effects on satisfaction. 3. The

service quality of Youth Activity Camp has positive effects on loyalty. As a result, the researcher proposes that in order to have

higher customer satisfaction, the entrepreneur of Youth Activity Camp can start from improving the service quality. Along with the

promotion of the service quality, the customer will establish greater satisfaction and loyalty toward the Youth Activity Camp. Thus

the entrepreneur of Youth Activity Camp can achieve the goal of sustainability.
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