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ABSTRACT

The purpose of this study was to examine the relationship between perception of brand image and
visitor 's satisfaction of leisure farm. Participants in this study were 285 tourists (males=164; females=121)
and administered with demographic data questionnaire, Brand Image Questionnaire (Chang, 2005), and
visitor's Satisfaction of Leisure Farm Scale (Tsai, 2006). Pearson product-moment correlation and
multiple regression analysis were used in this study. The results indicated that (1) All of the factors of
brand image and visitor's satisfaction had positive correlation besides function and integral expression; (2)
Perception experiential of brand image could positively predict to personal service, service environment,
integral expression, and holistic visitor's satisfaction; (3) Perception symbolic of brand image could
positively predict to service value; (4) Brand image could positively predict to holistic visitor's
satisfaction. Based on these finding, this study not only gave some suggestion for farm managers, but also
proposed some future research directions.

Keywords: leisure farm, brand image, visitor's satisfaction, service quality

81

i



1986

1996

(2004)

2010)

2005)

~ o~

~—

2009)

brand concept image

(goods)

Hui, Wan & Ho( 2007)

(services)

82

2008)
2002

Park, Jaworski & Maclnnis

()
()

()

Duncan & Caywood,

1996
Lee, Lee and Wicks

(Chen & Chen,

vl



()
()
300
285 95% 285 164

121
164 57.54 57.54
121 42.46 100
127 44.56 44.56
53 18.60 63.16
31 10.88 74.04
55 19.30 93.33
4 1.40 94.74
15 5.26 100
14 491 4.91
49 17.19 22.11
61 21.40 43.51
67 23.51 67.02
83 29.12 96.14
11 3.86 100
100 35.09 35.09
87 30.53 65.61
45 15.79 81.40
26 9.12 90.53
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1-1 285 2.59 0.84 0.58 0.40
1-2 285 2.79 0.76 -0.01 0.19
1-3 285 2.58 0.77 0.13 -0.19
1-4 285 2.93 0.71 -0.21 0.11
1-5 285 2.82 0.75 -0.06 0.04
1-6 285 2.92 0.66 -0.06 0.54
1-7 285 2.78 0.77 -0.07 -0.01
1-8 285 2.85 0.75 -0.10 0.06
1-9 285 2.81 0.81 -0.19 -0.32
2-1 285 2.71 0.88 0.29 -0.14
2-2 285 2.67 0.82 0.08 -0.27
2-3 285 2.55 0.76 0.27 0.09
2-4 285 2.52 0.74 0.10 -0.03
2-5 285 2.59 0.78 0.10 0.26
2-6 285 2.60 0.78 0.21 0.41
2-7 285 2.61 0.81 0.30 0.32
2-8 285 2.64 0.77 0.09 0.22
2-9 285 2.63 0.71 0.16 0.28
2-10 285 2.64 0.74 -0.02 0.27
2-11 285 2.71 0.72 0.11 0.76
2-12 285 2.67 0.71 0.03 0.73
2-13 285 2.71 0.69 0.26 0.54
2-14 285 2.69 0.82 0.33 0.39
Kline(2005) 3
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0.55*
0.46* 0.64*
0.20* 0.31* 0.24*
0.23* 0.31* 0.32*% 0.63*
0.17* 0.18* 0.25% 0.45% 0.64*
0.06 0.16* 0.23* 0.34* 0.43* 0.69*
*p<0.5
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.034 0.488 .626
245 3.073* .002
.071 0.952 342
.057 0.838 403
141 1.795 .074
206 2.788* .006
.069 0.981 327
.002 0.023 981
212 2.782% .006
-.076 -1.080 281
.052 0.634 526
228 2.976* .003
.026 0.382 .703
.148 1.876 .062
216 2.921* .004
*p<0.5
(2008)
1994
Garvin (1998)
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