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Exploring the Relationship of Customer
Satisfaction, Travel Image, and Repeat Visit

Intention on Hot Air Balloons
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Exploring the Relationship of Customer Satisfaction,

Travel Image, and Repeat Visit Intention on Hot Air Balloons

Abstract
Riding a hot air ballooning has been rapidly expagdourism market segment throughout the
world, including Taiwan. This aerial adventure witteathtaking scenery may offer a sense of
freedom as the riders soar above stunning lands@pkenjoy happiness as well as thrill of this
special experience. There were 370 participantd fidles; 181 females) in this study. The
guestionnaire used 5-point Likert Scales. The gigants’ responses to open-ended questions
were analyzed using content analysis procedurer@hats show that there was positively mild
correlation between customer satisfaction and tepsia intention due to r=.587. The model
indicated that value-added fees and related texymtrience §=.178, t=3.346, p<.05), highly
valuable riding hot air balloon experiencg £.143, t=3.953, p<.05), good and safe riding hot ai
balloon (5=.129, t=3.798, p<.05), professional customer sefyd =.132, t=3.761, p<.05), and
ideal location, convenient transportation and thghopublic facilities (3=.089, t=2.941, p<.05)
could determine whether tourists had the intenbforepurchase for riding hot air ballooning.
There was also statistical significance betweerstheces of information and age levels dug’to
=34.511, df=21, p-value=.032<.05.This indicated tha participants at different age levels had
different ways of looking for the sources of infation. Among the age level groups, the
participants (255) at the ages of 21 to 30 hadgee |proportion to those at any other age levels
thanks tge °=34.511, df=21, p-value=.032<.05. Besides, thislights a fact that the majority of
riders (N=157) came from Northern Taiwan enjoyeling hot air balloons more than the riders
from any other part of Taiwan on accounydt134.070, df=25, p-value=.000<.05. Such an
activity has been considerable global interest@waniche product and experience which can
create an image of areas to promote tourism ingustn this study, most of them felt that it was
safe to take this hot air balloons. The resulie atveal that emotional appeals such as thrills
and fears motivated the riders to take part inddigenture activity. The adventure tourism may
present an ample opportunity to reach the youtletea marketing segment due to thrill and risks

as well as challenge.
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