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Table 1 The tourist satisfaction index system of Hakka culture tourism
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Table 2 The variance analysis of tourists” satisfaction in different group

moH A W FAL/PAS i H A i W FA{H/P 1l
K 1R 371 0.699/0.563 iV NG R 4.05 1.661/0.152
2 3.77 (o A A=SHiPNAl 3.79
3K 3.88 457 YN 4.02
41K 3.70 Ees 3.76
4L 3.81 TABURS A B 3.78
U HW 3.80 11.102/0.001 B EY N 3.70
Hhk 3.43 ot 4.01
Bi4h 3.60
5 9 3.78 0.125/0.727 IERSETION TN 3.71 1.925/0.121
‘8 3.76 1500 6L R 4.02
BEME EN 3.76 1.187/0.308 1500~3000 JC 4.00
LF 3.82 3000~5000 7t 4.01
e 3.77 5000~8000 It 3.70
B 4.01 8000 7t LA k- 3.67
o 255 LLF 3.75 0.170/0.912 REMiEILIN PRI 4.00 0.811/0.490
25-45 % 3.79 NG 3.65
46-60 % 3.80 KW 3.67
61 %L1 4.02 ISR A 3.84
7= [T BA Ui 3.79 1.199/0.316 ARG 2 5NN 3.90
H Bl 3.70 HeA sk 3.70
H 2 4.02 Hofty 3.69

%o il B WOl ShHL S il 2 0122
S THEGN TR O E ] 1 MRz A L
T A 5 2 RSO L SCA N TR R 2 e S AL IR
T 1% % 55 A0 1 T2 B i), [ 58 4 2 B X SCAB TR
U B 2 95 I 32 B, W54l 3 K SCA TR TE
G A AR R F IO KT R R K
SCAR TR ) AR TE B, AR B F S TRl AR TE S
T R A L R A M T L SR (1
SO ZE S AR AL, JEAT 3 50 A 45 30 X [ e i T2
G, ™ S DX PR R T G R T R £
% X SCAGTRIE I 5 o AL 0 5 DO 37 454 5 oK
I 5% 20 K ML DX 2 o S A gy T R B AR 5 e
TR F AR B ARG, IR B % KSR
I

(2D sy B AL 55 S AL 4k, 1R T3 55
TR T AL S o ikl BA% 5 JE SR 3k 2 iRy T2
G0 ) EE S A, Rl A I B AT A PR AL
Ui 2 Y S B SR R DR A B 48 o U e D S

B BT B B € E Wi 4 1 % S SR iRy B
GAR IR, R ORI AT B W HER TR &
A, A7 M3 SR SCA T il T 30 T 50 R 11 280 (1
e BRI 9 e AL IR AR, i AL
JUAR AR A S 2% AR R AR SCALMUET X A, K
73 B A 5 S SRR » A7 A 8 2 3 K SCAL Tk il
TG AL BT F SRR Sh R TE S
3.2 SEHETHSH RS KRB F SR

(D JHRARF R NE W, 77 KA
iRl P I T . I PR NHR
A 2 3 S SR 1N T RFIER DL .
K ST I BUIR 2 9473 Jm R T 3 N7 1A
“HZ N340 500 km i F N TR KT
Yy, B A SCAC TR i BT ) IR . Y
VEE K AR RN I I T 40, a2 X 50
AT 75 AR 2 KN VT I 1) B A%, RIS ik
A Ak AR R N T i 5 S04, B 50 3 K 5
(R DTENNTEE RS N EIPE



828 i B}

B =2 33%

£3 ZMERSHEEWEEERAEX ST
Table 3  The correlation analysis between evaluation index and the

total satisfaction of tourists
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Hakka Culture Tourism Development based on Tourist Satisfaction

YU Wan-yuan,FENG Ya-fen,LIANG Jin-mei

(1.College of Geographical Science and Tourism, Jiaying University, Meizhou, Guangdong 514015, China;
2. Culture and Eco-tourism Association in Meizhou, Meizhou, Guangdong 514021, China)

Abstract: The Hakka culture tourism means using Hakka region's unique historical background and cultural
and natural landscape to satisfy tourist cultural heritage and cultural experience tourism. Since the 21st century,
the Hakka culture tourism is booming. But the Hakka culture tourism development needs theoretical guidance
extremely. So it is an effective way to enhance the competitiveness of tourist attraction and tourist satisfaction
measurement to understand and grasp the service needs of the tourism. In Hakka cultural tourism, as the re-
search object, the theory of satisfaction is used to assess the evaluation of the tourist satisfaction. Studies show
that: 1) The overall satisfaction degree of tourists is lower than satisfaction level. 2) There are some differenc-
es in the satisfaction between different tourist groups. 3) There are significant influence factors of satisfac-
tion. Otherwise , the Hakka culture tourism has such problems as fuzzy image, narrow market, single product,
lack characteristics, less service supervision and so on. Improving the visitors' understanding of Hakka culture,
enriching Hakka culture tourism products, enhancing the cultural connotation of tourism products and optimiz-
ing the tourism environment are effective ways to enhance the satisfaction of Hakka culture tourism tourists.

The article suggests: the Hakka culture tourism development should implement the image strategy, market
strategy, product strategy, environment and management strategy to improve the image of the Hakka culture
tourism value, the product value, environmental value and service value. Countermeasures include: 1)
Strengthening the image theme, strengthening tourism promotion and image propagation, cultivating and pro-
moting Hakka culture tourism brand image can enhance the value of Hakka culture tourism image.2) Develop-
ing non-Hakka tourist market, innovating mode of tourism marketing, widening the Hakka culture tourism mar-
keting channels can expand the Hakka culture tourism market.3) Strengthening the characteristics and compet-
itive products consciousness, enriching Hakka culture tourism products, improving the Hakka culture tourism
product quality can improve the Hakka culture tourism products and service value.4) Strengthening the con-
struction of infrastructure and ecological environment construction, enhancing the Hakka culture tourism envi-
ronmental quality can enhance the Hakka culture tourism environment value.5) Strengthening the system con-
struction, standardizing the trade management, establishing long-term mechanism to promote customer satis-

faction can improve the Hakka culture tourism service value.

Key words: the tourists' satisfaction; Hakka cultural tourism; development strategy



