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ABSTRACT
Aimed at investigating tourists’ image, experience and satisfaction of the Shi Shihmen Reservoir Scenic Area, this research analyzes
the difference among the three variables for separate background tourists with questionnaires gathered via convenient sampling. A
total of 410 questionnaires were issued and 396 valid ones were returned with overall effective response rate of 96.6%. Data after
statistical scrutiny indicates: 1. Tourists generally have a more than moderate image of the scenic area, wherein the aspect of the
natural environment scores highest; the same degree in the scenic area is also achieved for both tourists’ overall experience,
wherein the aspect of emotional encountering ranks first, and tourists’ comprehensive satisfaction, wherein the aspect
ofenvironmental view gets top recognition. 2. Various marriages, occupations, touring company and travelling vehicles all see an
obvious distinction in terms of tourists’ image. 3. Distinct genders, occupations and travelling vehicles all result in apparent
variation in terms of tourists’ experience. 4. Different marriages, occupations and travelling vehicles all bear clear change in terms
of tourists’ satisfaction. 5. The tourists’ image of the scenic area can obviously predict their experience in positive proportion.
6.The tourists’ experience can also clearly forecast their satisfaction in positive proportion.This study, based on search results,
presents some proposals for government institutions’  policy reference and for study in the future.
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