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ABSTRACT
This study intended to investigate the correlation among leisure farm’ s resources, experience activities and tourists'satisfaction. This
study selected Jianmen Ecological Orchard as the study site, and conducted a questionnaire survey by convenience sampling. The
guestionnaire included the scales on farm’ s resources, experience activities, tourists’  satisfaction and revisit intention. A total of
398 valid samples were retrieved. The data were analyzed using statistical methods, such as descriptive statistics, reliability and
validity analyses, independent sample t-test, one-way ANOVA and structural equation modeling. The research results showed that:
(1)leisure farm’ s resources had a positive effect on the perception of experience activities;(2)leisure farm's resources had a positive
effect on tourists’  satisfaction; (3)leisure farm’ s resources did not have a positive effect on tourists’ intention to recommend their
friends and relatives and their revisit intention; (4)tourists'perception of experience activities had a positive effect on their satisfaction,;
(5)experience activities had a positive effect on tourists' intention to recommend their friends and relatives and their revisit
intention;(6)tourists’  satisfaction had a positive effect on their intention to recommend their friends and relatives and their revisit
intention. Based on the research results, this study proposed several suggestions on the operation of Jianmen Ecological Orchard, as
well as directions for future studies.
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