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through a series of on-site surveys at six separate recreation 
areas at the two lakes. The response rate for the survey was 
92% (n=629). 

Results 
The results of this study demonstrated the importance of 
park-specific research, and suggested that service quality 

Doctoral Candidate, Leisure Studies Program, Penn State instruments should be adapted or supplemented to fit the 
University, 201 Mateer Building, University Park, PA characteristics of a particular park site or user group. 
16802 Significant differences were found between the two user 

groups, and different satisfaction attributes were found to 
Alan R. Graefe impact the user groups' overall satisfaction rates. 

Additionally, an overall model of satisfaction (Fig. I )  was 
Associate Professor, Leisure Studies Program, Penn State developed to determine which attribute impacted the 
University, 201 Mateer Building, University Park, PA overall group of respondents without accounting for the 
16802 specific recreation activity in which they had participated. 

John P. Titre 

Overall Satisfaction Model US Army Corps of Engineers, Waterways Experiment 
Station, 3909 Halls Ferry Road, Vicksburg, MS 391 80 

Abstract: The purpose of this paper was to demonstrate the 
application of a model which can be used to predict the 
overall customer satisfaction levels of water-based 
recreationists. Data were collected from two distinctly 
different user groups; boat ramp users and campground 
users. Results indicated that each user group had different 
satisfaction attributes that impacted their overall 
satisfaction level. 
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Introduction 
Given the level of attention that customers across the nation 

Figure I Overall Satisfaction Model 

are placing on customer service, it is not surprising that 
outdoor recreation resource managers are attempting to 
determine the most efficient methods of improving their 
own customer service levels. Within the marketing field, 
Parasuraman, Zeithaml and Berry (1985) focused on five 
tenets of service quality; tangibles, reliability, 
responsiveness, assurance, and empathy. These authors 
further developed their concept of service quality attributes 
into the well-known SERVQUAL model (Parasuraman et 
al., 1988). The SERVQUAL concept was introduced to the 
leisure services arena when Mackay and Crompton (1988) 
adapted the SERVQUAL model to meet the requirements 
of recreation-specific satisfaction issues in park 
environments. 

The model presented in this paper relies upon four 
recreation-specific domains of visitor satisfaction; facilities, 
services, information, and experience. These four domains 
capture the individual satisfaction attributes important to 
outdoor recreation managers and visitors and are more 
easily understood than abstract concepts such as tangibles, 
reliability, responsiveness, assurance, and empathy. 

Study Methods 
Data for this study were collected at two US Army Corps of 
Engineers (Corps) lakes in South Dakota; the Lewis and 

In the overall satisfaction model, the attributes of restroom 
cleanliness and condition of facilities directly impacted 
overall satisfaction, while park appearance and 
safetylsecurity both directly and indirectly impacted overall 
satisfaction. Places without conflict and ranger visibility 
were moderating influences on overall satisfaction. The 
overall satisfaction model accounted for about 32% of the 
variance associated with visitor satisfaction levels. 

When examining the satisfaction attributes that impacted 
the two user groups, differences were noted. For boat ramp 
users (Fig. 2), four of the eight satisfaction attribute 
impacted overall satisfaction. Restroom cleanliness, park 
appearance, safetylsecurity, and the availability of places to 
recreate without being bothered by incompatible activities 
impacted overall satisfaction. Restroom cleanliness and 
places without conflict had a direct impact upon overall 
satisfaction, and safetylsecurity had both a direct and 
indirect impact by virtue of its effect on the perception of 
places without conflict. Park appearance also impacted the 
places without conflict indicator, the strongest predictor of 
overall satisfaction. Overall this model accounted for about 
32% of the variance associated with visitor satisfaction 
levels. 
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Figure 2 Ramp-user Satisfaction Model 

The model which developed for understanding the 
customer satisfaction levels of campers (Fig. 3) was the 
most interesting and complex model. This model accounted 
for about 37% of the variance associated with overall 
satisfaction, which was the best overall model of customer 
satisfaction. 
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Figure 3 Campground-user Satisfaction Model 

In the campground user model, restroom cleanliness and 
value for fee paid have both a direct and indirect effect on 
overall satisfaction. Safety and security impacts overall 
satisfaction only indirectly, but has an effect upon the 
condition of campsites, places without conflict, and ranger 
visibility. These three moderating variables, condition of 
campsites, places without conflict, and ranger visibility all 
impact overall satisfaction, with the condition of campsites 
being the strongest predictor. 

Summary 
The satisfaction models presented in this paper support the 
concept of maintaining separate sets of standards when 
attempting to determine the customer satisfaction levels of 
various user groups. It is possible (and probable) that each 
different user group will identifj different attributes that 
impact their satisfaction levels in varying manners. 
Resource managers need an easily understandable means to 
determine the level of satisfaction of their visitors in order 
to allocate valuable and shrinking resources. These 
models, though applicable to user groups at two lakes in 
South Dakota, should be further developed and an attempt 
should be made to apply the concept to a larger base of 
users in a more geographically diverse setting. 
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