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Disney Theme Park as an Example
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ABSTRACT
With rising per capita income, changing type of consumption structure and increasing vacations, etc, our society is marching forward
to apost-industrial community. Furthermore, people living style have been highly influenced by material consumption and leisure
scheduling. It turns out that tourism industries becomes an indispensable part of everyday life. Among them, theme park has become
one of the drastic growing ones in this field. This research, which is based on the Theory of Involvement, is aiming at the tourists
who have been to Hong Kong Disneyland Theme Park, trying to analyze their Recreation involvement, such as quality satisfaction,
willingness of revisit through questionnaire survey. It also consider the factor of demographics and customer behavior. It is our hope
that this research can inspire the owners of the theme park pay more attention to improve its product design, thus will enable the
tourists indulge themselves in the fantastic environment and comfortable atmosphere created for the customers. Therefore, it will be
an unforgettable experience for them. Due to limited resources and the allocation of the surveyed targets, this survey is made by
non-random accidentally target-choosing. There are 406 out of the total issued 450 questionnaires with 74.67% return rate. Among
the returned ones, there are 336 valid questionnaires. The result showed that the following hypotheses are efficiently confirmed: 1.
Tourist gender: Female tourists outnumbered male. The age group is between 20-25. The economic status is above the average.The
ratio of Taiwanese to Chinese (refers to people in Mainland China and HK) is almost equal. 2. There are significant positive-related
between the involvement level of the tourist of and the factor of quality experience. 3. The relationship between the tourist’ s quality
experience and the quality satisfaction is medium high. It is suggested that an in-depth research to the quality experience should be
executed. In addition, The long-term value possibly caused by the consumption experience also remains to be discussed. It is
worthwhile to disclose more consumption experiences from different industries as well as more adequate situations of the different
quality experiences. Keyword Recreation involvement quality experiencel] satisfaction
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