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ABSTRACT
Nan Ying Tsung-Yen Arts and Cultural Center is the first place that launched Reuse of Spaces and required financial assistance
from the Council for Cultural Affairs. The expanse of this center is vast and it collects a large amount of natural, historical, and
cultural information. In the past, many courses and activities about art and culture have taken place at the center. Tsung-Yen Arts
and Cultural Center also is very attractive for residents to go in their leisure time. The purpose of this research is to inquire about
residents’ recreational images after visiting Nan Ying Tsung-Yen Arts and Cultural Center. This research also investigates the
benefits of leisure in the residents” impression of the center. This research was conducted with the help of residents near the Nan
Ying Tsung-Yen Arts and Cultural Center. Three hundred and forty (340) questionnaires were provided from April fourth to April
thirtieth, 2006. Three hundred and twenty-eight (328) completed questionnaires were received; two hundred and ninety-two (292) of
them were approved to be effective. After consulting relevant data and quantity tables, the statistical results of this research were
analyzed by applying the data of the recreational images and benefits of leisure using Descriptive statistical, t-tests, one-way
ANOVA, and Pearson correlation coefficient as examining assumptions. In addition, interviews were referred to be supplements in
this analysis. According to the research, the recreational images and benefits of leisure in the residents’ impressions have obvious
differences based on individual background information and attitudes of mind. Furthermore, the conclusion of this survey is
summarized into four points as follows: 1. the recreational images and benefits of leisure have been more obvious to females than
males, 2. the recreational images and benefits of leisure have been more to those strolling in Nan Ying Tsung-Yen Arts and Cultural
Center with family members than with mates or colleagues, 3. residents are more aware of the recreational images and benefits of
leisure when they go to Nan Ying Tsung-Yen Arts and Cultural Center for art performances and activities than others, and 4.
residents who feel more impressed about recreational images receive more benefits of leisure. In the end of this survey, various
analyses, conclusions, and suggestions are provided as references for government departments, Tsung-Yen Arts and Cultural Center,
and future researchers.
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