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ABSTRACT
The purpose of this study is to examine the relationship between tourists’ recreational experiences and satisfaction of the Hakka
Tung Blossom Festival, further determining whether background variables lead to difference in the relationship between recreational
experience and satisfaction. Questionnaires were given to respondents selected via convenience sampling; 450 copies were given, and
389 valid copies were retrieved, yielding a valid retrieval rate of 89.1%. According to the statistical analysis, the results are shown as
below: (1) The tourists’ recreational experiences of the Hakka Tung Blossom Festival are at a moderate level, and the highest of
which is the “ psychological aspect.” The tourists’ satisfaction of the Hakka Tung Blossom Festival is at a moderate level, and the
highest of which is the “ recreational aspect.” (2) Tourists of different gender, age, marital status, type of companionship, and the
amount spent on the trip show no significant difference in recreational experience. On the other hand, the number of visits and time
of stay show significant difference. (3) Tourists with different marital status, number of prior visits, and type of companionship show
no significant difference in satisfaction, but significant difference is found in tourists of different gender, age, time of stay, and amount
spent on the trip. (4) Tourists’ recreational experience is positively correlated with satisfaction. (5) Tourists’ recreational
experience has a significantly positive influence ontheir satisfaction with the trip
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