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ABSTRACT
This study aimed to investigate the relationship of destination image, the satisfaction with interpretation and touristic experience of
the tourists in Tainan. It adopted purposive sampling and surveyed in Anping Fort, Eternal Golden Castle, Chihkan Tower,
Confucius Temple and Tree House, as objects of the research accepted the interpretation service. The grand total issued 430 and
recycled 402 valid questionnaire. The analysis contained Descriptive Statistics, Reliability Analysis, One Way Analysis of Variance,
Independent samples T test, Pearson product-moment correlation coefficient and Multiple Regression Analysis. The majority of the
samples were single females aged from 21 to 30, college graduates or students. In terms of tourist behavior character, tourists who
used private vehicles and spent 2 days were in the majority. The average expense was from 1000 to 2000 per person. The result of
verify hypothesis: 1.The variations of Family Life Cycle and Recreation companion showed significantly difference on the scales of
destination image. 2. The variations of Family Life Cycle showed significantly difference on the scales of the satisfaction with
interpretation. 3. The variations of Family Life Cycle, Special-Purpose Trip and Recreation companion showed significantly
difference on the scales of touristic experience. 4.The significant positive impact between destination image and the satisfaction with
interpretation. 5.The significant positive impact between the satisfaction with interpretation and touristic experience. 6.Destination
image and the satisfaction with interpretation showed the significant forecast on touristic experience. In conclusion, this research
continues to discuss based on the findings, and provides the authority, Cultural Affairs Bureau Tainan City Government and
follow-up researchers with suggestions.
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