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The Study on Urban Leisure Agriculture Area of
Internet Marketing Satisfaction Influential

Factor-Hsiao Kang Leisure Agriculture Area

Feng-Jui Lin
National Pingtung University of Science & Technology
Pei-Ting Huang
National Pingtung University of Science & Technology

Abstract

The purpose of this research was to explore influential factor that
tourists refered to urban leisure agriculture area of internet marketing
satisfaction in Hsiao Kang leisure agriculture area. Research model was based
on DeLone and McLean model of information systems success that electronic
commerce success of factor was the basal model. Besides, the research was by
random sampling and interview tourist’s Hsiao Kang leisure agriculture area.
The results were system quality and demand quality to internet marketing
satisfaction that was direct to influential by regression analysis, but service
quality had not significant and positive relation toward internet marketing
satisfaction. By canonical correlation analysis, internet marketing satisfaction
was main key influential factor “Customizable search for information”, “used
Easy Agritourism web”, “network service”, “completed of service in
formations”, “ demand for fact reply”. By the results, the research was

advanced managerial , academic implications, suggestions.
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