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ABSTRACT
The purpose of this study is to construct the National Taiwan Craft Cultural Park Expenience Value Scale for visitors and Studies
thoroughly the student.Based on the steps of scale development, the researcher constructed a standardized testing tool for further
exploration. Based on the relevant literature, the researcher developed multiple dimensions of the Expenience Value. There were
four dimensions in the scale, “ aesthetics” ,“ playful-ness” ,“ service excellence” ,*“ consumer return on investment” . Sampled
from visitors and Studies thoroughly the student in National Taiwan Craft Cultural Park, facilitates the sampling way provide
questionnaire in the tourist, in the thorough study class by the general survey way provide questionnaire, there were 203 valid
samples for this study. The Expenience Value Scale has 30 items resulted from the data was analyzed by proper statistical
procedures. Structural equation modeling and competing modeling of confirmatory factor analysis (CFA) are adopted to select the
optimal model and assure the reliability and validity of the scale. Result demonstration thorough study class stu-dents in aesthetics
value explanation for highest, but with the service excellence and consumer return on investment explanation next best, the
playfulness to be lowest; Tourist in playfulness value explanation for highest, but service excellence and the con-sumer return on
investment next best, is lowest in the aesthetics value explanation. Fi-nally the confirmation result, has the good letter in the
experience value pattern and the construction validity, this meter may supply the following related research to continue to use.
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