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ABSTRACT
The purpose of this study is to explore the relationships between the backgrounds and the characteristics of Dongpu Hot Spring
visitors, satisfaction of recreation experiences and revisit intention, and is to explore and analyze predictability of customers’
satisfaction in their desire to revisit. Tourists of Dongpu Hot Spring served as the re-search object for a questionnaire. A total of 300
questionnaires were issued, out of which 275 valid copies were collected by means of convenience sampling, making a valid recovery
rate of 92%. The data was analyzed by descriptive statistics, independent samples t-test, one-way ANOVA analysis, and Pearson
product moment correlation analysis. The result of this study shows: 1. Difference in * age’ ,‘ marriage’ ,‘ occupation’ ,
* monthly income’ ,* living region’ ,* times of visiting’ ,‘ companion’ ,‘ information-sources’ and‘ traveling days’
affects significantly in Dongpu Hot Spring visitors’ satisfaction of recreation experiences. 2. Difference in* age’ ,‘ marriage’ ,
‘ occupation” ,* living region’ ,* times of visiting" ,* in-formation-sources’ ,‘ transportation’ and‘ traveling days’
affects significantly in Dongpu Hot Spring visitors’  revisit intention. 3. There is significant relevance between satisfaction and revisit
intention. 4. The satisfaction of recreation experiences is able to effectively predict the visitors’ revisit intention.
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