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The Study of Consumers Behavior for
Recreation Site: the Implications of
Importance-Performance Analysis

PauL C. S. WU

Department of Business Administration, Aletheia University

ABSTRACT

This paper examines consumers’ perceived importance of recreation site consumption attributes and the
influence of consumers characteristics on this perceived importance. Result shows that the most important
attributes which consumers emphasize are facility and economy, and life style significantly influence
consumers’ perceived importance of recreation site attributes. Bye use of multi-attribute evulation model and
importance-performance analysis (IPA) technique, besides, we also investigate the overall performance and
service quality of specific recreation site. This case analysis comes up with the guideline of resources

allocation for recreation site marketers.

Keywords: recreation site, consumers characteristics, life style, astrology, service quality,
importance-performance analysis
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