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Abstract

The purpose of this research is to investigate the relationship among life style, the tourist
experience and the tourist satisfaction of the Suan-Tou Sugar Factory. The tools used for data
analysis are factor analysis, correlation analysis and regression analysis. The results of this
research are as following:1.Study found that life style, experience, satisfaction were
significantly correlated between the three; 2.To analyze the correlation among life style,
experience, and satisfaction. The result reveals that life style has an significant effect on
experience and satisfaction. Besides, experience has much influence on satisfaction as well. In

other words, experience has a mediating effect, on life style and satisfaction.
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