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Abstract 
In recent years, camping is popular in Taiwan, but the research on campers’ 
participation behavior is still insufficient. The purpose of this research is to 
analyze the structural relationship between camping tourists’ motivation, ex-
perience, and satisfaction. The survey was conducted in a convenient sam-
pling method, and a total of 464 valid questionnaires were collected. After 
descriptive statistics and partial least squares (PLS) statistics analysis, the re-
sults show that the higher the motivation of camping tourists, the more posi-
tive their experience and the higher their satisfaction. In addition, this re-
search also confirms that experience has a mediating effect on motivation and 
satisfaction in terms of academic theory. 
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1. Introduction 

In recent years, the population participating in camping during holidays has 
grown rapidly and has become one of the main projects for people to participate 
in outdoor recreational activities. Camping is an outdoor recreational activity, 
usually, campers bring tents and picnic tools, leave the city to camp in the wild, 
spend one or more nights. Camping is usually associated with other activities, 
such as hiking, B&Q, fishing or swimming. Camping tourism represents a 
growing part of the overall tourism industry. Despite this fact, this form of tour-
ism has so far been rather neglected by tourism and hospitality research [1]. 
With the growing interest in camping tourism, the demand for high-quality ser-
vices and infrastructure is also increasing. Therefore, operators of camping ac-
tivities should meet the various needs and expectations of the growing tourist 
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public. It is very important to understand the motivation of camping tourists to 
participate [2], which is similar to the motivation of consumption. In particular, 
the motivation-satisfaction relationship has always been a popular research in-
terest of many scholars, because satisfaction has been shown to have a positive 
impact on tourists’ post-purchase behavior, such as recommendation [3] and re-
visit intention [4]. Therefore, for sellers of camping activity supplies and camp-
ing site operators, understanding the experience of camping participants is an 
important part. Because camping participants will definitely leave special feel-
ings and experiences after each recreational activity. If this experience is positive, 
it means that the camping participants are satisfied with the activities, the people 
and the environment they have encountered. Based on the above background 
analysis, this study intends to select camping participants’ motivation for partic-
ipation, experience, and satisfaction, and examine their internal relationships 
from a structural perspective, establishes conceptual models and assumptions 
based on the literature review. It is very important to understand the motivation 
of camping tourists, because this is their consumption motivation [2]. 

Based on the above background analysis, this study analyzes the internal rela-
tionship of campers’ participation motivation, leisure experience and satisfaction 
from the perspective of structure. And according to the relevant literature, this 
paper establishes a conceptual model and hypothesis, and uses empirical analysis 
to verify it. It is hoped that this study can be a reference for campers and product 
sellers in practical marketing. 

2. Literature Review 
2.1. Participation Motivation 

Munn, Fernald, and Fernal [5] define motivation as: an individual’s internal 
movement, such as interest and attitude, which can influence the behavior and 
cause the change to be. Drive can induce individuals to engage in specific beha-
viors. They have the instinct, impulse, and emotion of the individual to move. 
This movement is from the inside, and the strong performance is affected by the 
environment [6]. According to this application, people’s motivation to perform 
an activity depends on people’s expectation that they can perform the activity 
and obtain the desired results, as well as the personal value of all the results re-
lated to the activity [7]. Motivation can be regarded as an internal force, which 
affects individual behavior and can help them obtain certain desired experiences 
or results [8] [9] [10]. Driver’s [8] research identified 21 unique areas of ex-
pected experience that are usually pursued by people who participate in outdoor 
recreation. They developed the REP scale to analyze recreational participation 
preferences and experiences. Driver [8] found that there are significant differ-
ences in motivations for different types of outdoor activities, and each type of 
activity occurs in a different environment. Since then, a large number of studies 
have used the REP scale and demonstrated its reliability in measuring personal en-
tertainment preferences [11]. Crandall [10] found that people’s motivation to par-
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ticipate in leisure can be divided into: enjoy nature and escape civilization; escape 
daily routines and duties; exercise; creativity; physical and mental release; social in-
teraction; contact with new people; contact with the opposite sex; Family commu-
nication; gain status; social rights; altruism; seek stimulation; self-realization; ac-
complishment, challenge, competition; pass the time, avoid boredom; aesthetic-
ism. Because camping activities are outdoor-based activities, according to re-
search by Whiting, et al. [12] participants in outdoor recreational activities can 
be divided into four broad motivation categories: social interaction, physical 
health and fitness, relaxation and recovery, and natural interaction. Participants 
believe that all motivation categories are important; however, the motivation for 
social interaction is the most common among all groups. According to research, 
the main motivations of participating campers are “stay outdoors and enjoy na-
ture”, “breath fresh air”, “promote family harmony”, “meet with others” and 
“pay less for accommodation” [13]. In particular, some scholars believe that “es-
cape from daily life and enjoy nature” is an influential motivation for participat-
ing in camping [14] [15]. 

2.2. Experience 

Although motivation generates important information about why people engage 
in camping activities, it does not necessarily indicate why such activities occur. 
Therefore, research on determining preferences for specific places and their 
connections with various motivations and experiences has become increasingly 
important [12]. Schmitt [16] put forward the concept of experiential marketing. 
He believes that with senses, emotions, thinking, actions and related experience 
activities, consumers can obtain unique and unforgettable experiences. Today’s 
rapid advancement in information technology has increased the symmetry of 
information between consumers and brands. In addition to giving consumers 
more choices, they also increase the content of many information searches to 
make consumers more aware of brands. Schmitt [17] believes that the general 
theoretical definition of marketing usually focuses on product advantages and 
characteristics, and provides technical recommendations and introductions to 
consumers, sometimes supplemented by price concessions to attract consumers 
to purchase; and experience Marketing pays more attention to purchase ele-
ments at the emotional and spiritual level, such as context and user experience, 
which allow consumers to directly feel the characteristics of the product, thereby 
attracting purchases. Therefore, the characteristics of experiential marketing can 
be found, including experiential marketing focusing on how to provide the value 
of consumer perception, emotion, cognition, behavior, and relationship, as well as 
the perception that consumers are perceptual, and the decision-making process is 
often influenced by emotion [18]. Garst, et al. [19] found that camping expe-
rience and outdoor forest experience have common characteristics, such as con-
nection with nature, social interaction, escapism and self-renewal. The positive 
experience results of holiday camping have been specifically discovered in pre-
vious studies. For example, vacation camping provides opportunities for personal 
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and social development, such as confidence, self-esteem, teamwork skills and in-
creased social capital [20], as well as opportunities for building relationships [21]. 

2.3. Satisfaction 

Satisfaction is mainly derived from consumer behavior. According to Kolter 
[22], satisfaction refers to the difference function between perceived function 
and expectation. Therefore, customer satisfaction comes from the perception of 
product features or results. As well as the personal expectations of the product, 
the degree of pleasure or disappointment formed after the comparison of the 
two, if the functional characteristics are far less than expected, the customer will 
feel dissatisfied, otherwise satisfied. In the conceptualization of satisfaction, 
Tian-Cole and Cromption [23] pointed out two methods: one is based on re-
quirements, the other is based on evaluation. According to the definition of de-
mand, there is a close relationship between motivation and satisfaction. Satisfac-
tion “comes from the satisfaction of corresponding needs or motives”. Accord-
ing to the expectancy disconfirmation theory (EDT) proposed by Oliver [24], it 
is believed that the customer has formed the expected expectation before con-
sumption. If the expectation and the perception after the experience produce 
inconsistent results, it is called disconfirmation. In other words, when the actual 
performance is higher than the previous expectations, it will form a positive fail-
ure, which will lead to a higher degree of satisfaction. Negative failure will lead 
to dissatisfaction, and dissatisfaction is the main factor causing customer com-
plaints. In the recreational environment, the expected price theory shows that 
people participate in outdoor recreational activities to satisfy their preferences, 
motivations or expected experiences [25] [26]. Therefore, in this theoretical 
viewpoint, the distance between expectation and the perceived reality of expe-
rience is defined as recreation satisfaction [27]. In this research context, recrea-
tional satisfaction operates as the consistency between the desired experience 
and the perception of experience related to the appearance of the entertainment 
venue [28]. 

3. Methodlogy 
3.1. Hypothesis 

From the concept of motivation and satisfaction, we can find that demand, ex-
pectation and satisfaction are closely related [29]. Although satisfaction and mo-
tivation are distinct structures, there is an indirect relationship between them 
[30]. Many tourism and tourism literature researchers adopt a demand-based 
approach, taking motivation variables as direct antecedent variables of tourist 
satisfaction [31] [32]. Prebensen, Woo, Chen, and Uysal [33], for example, 
found that not only does motivation affect tourists’ experience, it relates to their 
level of involvement or engagement. As Battour, Ismail, Battor, and Awais [34] 
research found that the different dimensions of motivations were found to posi-
tively influence satisfaction. 
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H1: the higher the participation motivation of camping tourists, the leisure 
experience is higher and positive. 

H2: the higher the participation motivation of camping tourists, the satisfac-
tion is higher. 

H3: the higher the leisure experience and positive of camping tourists, the sa-
tisfaction is higher. As Battour, Ismail, Battor, and Awais [34] research found 
that the different dimensions of motivations were found to positively influence 
satisfaction. According to the above analysis, this study puts forward the follow-
ing three hypotheses, and the influence relationship between models is shown in 
Figure 1. 

3.2. Subjects and Sampling 

In this study, people who participated in camping activities were taken as sub-
jects. The survey was conducted in a legal outdoor camping area in Putian City, 
and convenient sampling methods were used. Due to the inability to estimate the 
number of samples correctly, a total of 500 questionnaires were give participants 
fill out in this study, and 464 valid questionnaires were retrieved. The effective 
questionnaire rate was 92.8%. 

3.3. Questionnaire 

This research questionnaire is divided into four parts. The first part is the 
camping participation motivation scale, mainly to understand the reasons why 
camping participants participate in camping activities. This part of the scale has 
20 items and is divided into 4 factors, namely stress release, healthy physical fit-
ness, interpersonal interaction and ability achievement. This part of the scale 
mainly refers to the scale of leisure participation motivation [8] [10] and the re-
search of camping participation motivation [13] [14] [15]. The second part is the 
experience scale, mainly to understand the interaction and feelings between in-
dividuals and the environment during camping participants’ participation in ac-
tivities. This part of the scale has 24 items and is divided into 5 factors, namely: 
think, feel, sense, act, and relate experience. This part of the scale mainly refers 
to Schmitt [16] [17] pointed out that there are five aspects of consumer expe-
rience and the related leisure experience [18] [19] [20]. The third part is the 
satisfaction scale. There are 6 questions in this part of the scale. The main  

 

 
Figure 1. Hypothesis model. 
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purpose of this part is to understand the psychological, interpersonal, and en-
vironmental satisfaction of camping participants. This part of the scale is mainly 
compiled with reference to leisure satisfaction and related camping research 
[26] [27] [28]. The above three quantities are measured using the Likert 
five-point scale, ranging from “strongly agree” (5 points), “agree” (4 points), 
“normal” (3 points), “disagree” (2 points), to “very agree” (1 points), “disagree” 
(1 point).The fourth part is camping participants, their demographic characte-
ristics, including: gender, age, education level, marital status, monthly income, 
and occupation. 

3.4. Statistical Methods 

The statistical analysis steps of the valid questionnaires collected in this study are 
as follows: 1) Use SPSS for Windows 23.0 to describe the frequency distribution 
and percentage of statistics, and analyze the distribution of demographic va-
riables of camping participants. 2) Use Warp PLS 7.0 statistical software to ana-
lyze the participation motivation, experience, and the reliability and validity of 
the satisfaction scale of camping participants with the partial least squares (PLS) 
statistical method, as well as the influence relationship between three latent va-
riables. This research mainly adopts PLS. For the causal model analysis between 
latent variables, it is better than the general linear structural relationship model. 
It is suitable for exploratory research. It can not only accept the aspect of a single 
item, but also is not affected by the variable allocation pattern and sample. It has 
good predictive and explanatory capabilities [35] [36]. PLS-SEM can simulta-
neously detect the path (structure model) and factors (measurement model) in 
one model. In addition, PLS-SEM combines factor analysis and the minimum 
hypothesis close to regression analysis, and the obtained R2 value represents the 
degree to which the independent variable can explain the dependent variable. 

4. Results 
4.1. Respondents Profile 

Among the 464 valid subjects in this study, 191 (41.2%) were males and 273 
(58.8%) were females. In terms of marital status, there are 186 unmarried 
(40.1%) and 278 married (59.9%). 

The age of the subjects was 106 (22.9%) aged 20 - 30, 275 (59.5%) aged 21 - 30, 
50 (10.8%) aged 31 - 40, and 23 aged 41 - 50 (5%), 8 persons (1.7%) are over 50 
years old. In terms of education level, there are 25 (5.4%) in junior high school 
(including below), 96 (20.9%) in high school level, 45 (9.8%) in junior college de-
gree, 277 (60.2%) in university degree, and graduate degree are 17 people (3.7%). 
In terms of occupation, students are the highest with 160 (34.5%), followed by 107 
(23.1%) in business services, and at least 10 (2.2%) in agriculture and fishery. 

In terms of personal monthly income, there are 173 people (37.7%) with a 
monthly income below US$ 1000, 93 people (20.3%) with a monthly income of 
US$ 1001 - 1500, and some with a monthly income of US$ 1501 - 2000 31 people 
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(6.8%), 10 people (2.2%) above US$ 2000, 152 people (33.1%) have no income 
(students). 

4.2. Analysis of the Reliability and Validity of Scales 

The results of the analysis from Table 1 show that the reliability of the composi-
tion and Cronbach’s α value of each observed latent variable of each scale in this 
study are higher than 0.80, so it has high reliability. In terms of validity, the aver-
age amount of variation extracted from the latent variables of each scale is higher 
than 0.60, which shows that this scale has a high degree of convergent validity. 

4.3. Analysis of Discriminant Validity 

The results in Table 2 show that the square root of AVE of all potential variables 
is between 0.81 and 1, and the AVE of each potential variable is greater than the 
correlation coefficient in the same column, indicating that the measurement 
models of each scale have good discriminant validity. 

4.4. Analysis of Structure Model 

In Figure 2, the path coefficient is standardized expression coefficients (β value). 
The analysis results show that participation motivation has a positive effect on ex-
perience (β = 0.82, p < 0.01); participation motivation (β = 0.16, p < 0.01) and se-
rious leisure (β = 0.70, p < 0.01) also have a positive effect on satisfaction. From 

 
Table 1. Analysis of the reliability and validity of scales. 

Latent variables CR Cronbach’s α AVE 

Participation motivation    

Social interaction 0.93 0.90 0.67 

Health physical fitness 0.91 0.97 0.66 

Pressure release 0.88 0.82 0.65 

Ability achievement 0.89 0.83 0.67 

Experience    

Think 0.92 0.89 0.69 

Feel 0.92 0.89 0.69 

Sense 0.90 0.84 0.68 

Act 0.92 0.88 0.73 

Relate 0.90 0.83 0.75 

Satisfaction 0.91 0.87 0.62 

 
Table 2. Analysis of discriminant validity. 

Latent variables Participation motivation Leisure experience Satisfaction 

Participation motivation 0.812 0.820 0.715 

Experience 0.820 0.891 0.812 

Satisfaction 0.715 0.812 10.000 
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Figure 2. Structure model. 

 
the aforementioned structural relationship, because camping participation mo-
tivation has a positive effect on experience and satisfaction, leisure experience 
also plays a part of intermediary role in the structural model. In addition, from 
the results of the relationship between the variables in Figure 2, that the expla-
natory power of participation motivation to experience is 67%, and that to satis-
faction through experience is 70%. 

5. Discussion 

The results of the analysis found that tourists’ motivation to participate in 
camping activities has a positive influence on the participation experience, and 
therefore supports Hypothesis 1. 

It shows that the main purpose of camping tourists participating in camping 
activities is to achieve “physical and mental release”, “healthy physical fitness”, 
“learning new knowledge”, “interpersonal interaction” and “self-challenge”. The 
above results are consistent with the results of related studies on outdoor 
recreation and camping motivation [11] [12] [13] [14] [15]. It also means that 
when tourists are motivated to participate, their thinking, emotions, senses, ac-
tions, and related experiences are not only higher but also more positive during 
the camping process. 

Then the results of the analysis found that tourists’ motivation to participate 
in camping activities has a positive impact on their satisfaction with participa-
tion, and therefore supports Hypothesis 2. This also shows that when tourists 
engage in activities, the actual situation can meet their expectations, so their sa-
tisfaction is very high. The above results also support related research findings 
[29] [30]. However, from the perspective of explanatory power, although motiva-
tion has a direct impact on satisfaction, the impact through experience is higher. 

The results of the analysis found that tourists’ experience in camping activities 
has a positive impact on their satisfaction with participation, and therefore sup-
ports Hypothesis 3. Therefore, from the above results, some past recreational 
studies only emphasized the importance of motivation and satisfaction, but ig-
nored the experience of participating in the activity site [31] [32]. From the 
above-mentioned research findings, participating in camping activities, expe-
rience plays an important role [30]. 
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This study found that camping participation motivation and experience 
have a direct impact on satisfaction, but recreational participation motivation 
through experience has a more significant impact on satisfaction. In other 
words, analyzed by the EDT theory [24], people have a high degree of motiva-
tion to participate. Need to go through the experience of participation. If the 
experience is positive, their satisfaction will be higher. Otherwise, dissatisfac-
tion will arise. 

6. Conclusions and Suggestions 
6.1. Conclusions 

Therefore, from the above discussion, this study has the following three conclu-
sions: 1) When camping tourists are motivated to participate, and the activity 
can meet their expectations, the experience is more positive and the satisfaction 
is higher. 2) Tourists participating in camping activities, the experience in the 
process has a direct effect on their satisfaction. 3) The experience of tourists par-
ticipating in camping activities plays an intermediary role between participation 
motivation and satisfaction. 

6.2. Suggestions 
6.2.1. Suggestions to Government Sectors 
At present, camping activities have gradually become a trend in many coun-
tries. First of all, from the perspective of the motivation of tourists to partici-
pate in this research, contact with nature, social interaction, psychological re-
lease and self-growth are the reasons for their participation in activities. 
Therefore, in the promotion strategy of government sectors, special festivals 
are used to promote activities to attract and encourage people to participate, 
and through activities to promote and inform the people of the benefits of 
participating in camping activities. In addition, it is necessary for government 
departments to plan and develop camping areas by enterprises because it is 
very important for families to choose proper outdoor recreational activities 
during weekends and holidays, which can help improve the quality of life of 
the people. 

6.2.2. Recommendations for Camping Operators 
For business operators, in addition to assisting and sponsoring leisure activities 
organized by the government, the most important thing is to persuade people to 
understand the benefits of camping activities so that they can start participating 
in activities. In addition, the industry should organize a camping membership 
club, so that members can learn about various camping information, so that the 
industry can have long-term benefits. In addition, for the operators of the 
camping area, the maintenance of the natural environment, the provision of 
auxiliary camping equipment, and good service quality can provide tourists with 
a good experience and satisfaction. 
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6.2.3. Suggestions for Future Researchers 
This research is aimed at camping tourists, but there are many types of outdoor 
recreational activities. Future researchers can investigate different activities and 
compare them with this research to understand whether other activities have 
different results. In addition, in the research area, camping tourists from differ-
ent areas can also be surveyed or other outdoor recreational activities, to under-
stand the relationship between motivation, experience and satisfaction. In addi-
tion, in terms of research variables, since there are many variables in outdoor 
recreation participation behavior, there may be mediating or interfering effects 
on the satisfaction of participants. It is recommended that future researchers can 
add relevant variables for discussion and analysis. 
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