A Study of the Theme Park with Customers’ Values, Customer Satisfaction and Revisit — A
Case Study on Westlake Resort
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ABSTRACT
This research focuses on relations between customer values, customer satisfaction and revisit of theme park visitors and analyzes
predictive capabilities of customer values and customer satisfaction in their desire to revisit. Tourists of the Westlake Resort served as
the research object for a questionnaire. A Total of 369 questionnaires were issued, out of which 356 valid copies were collected by
means of convenience sampling, making a valid recovery rate of 96.5%. Results of the research drew from statistical analysis on
materials and information are as follows: (1)Overall customer values of tourists at the Westlake Resort is at a medium level, with
“ pleasure value” ranked relatively high. (2)Overall customer satisfaction of these tourists is at a normal level, with a relatively high
degree of satisfaction to “ service attitude” , and a relatively low degree of satisfaction to “ price image” and*“ amount of facilities
" . (3)The tourists’ desire to revisit is at a normal level. (4)There is significant positive correlation between both the customer values
and customer satisfaction as well as revisits and between customer satisfaction and revisit, and. (5)Customer values and customer
satisfaction are both able to effectively predict the tourists’ desire to revisit, with customer satisfaction features a better predictive
capability than customer values in this regard. In the field of customer values, “ utility value” ranks the highest in predictive
capability, while “ price image” has the best predictive capability in the sector of customer satisfaction.
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