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Abstract: Work-life balance social trends that balance one's work and personal life in harmony are
increasing interest in leisure activities. While leisure life, which had been dampened by the slowing
spread of the COVID-19 pandemic, is revitalizing, theme parks are gaining popularity as popular tourist
products. Crowding experiences in a limited space within the theme park can lead to unsatisfactory
results for visitors and negatively affect future behavioral intentions. The purpose of this study is to
analyze how perceived crowding affects customer satisfaction for domestic theme park visitors. It is
also intended to understand the effect of satisfaction on place attachment. The results of verifying the
hypothesis for tourists visiting the theme park are as follows. First, as a result of analyzing the effect of
perceived crowding(human crowding and spatial crowding) on satisfaction, it was confirmed that
perceived human crowding positively affects satisfaction, while perceived spatial crowding negatively
affects satisfaction. Second, satisfaction was found to have a positive effect on both place attachment
(place identity and place dependence). The results of this study are meaningful in providing implications
for that they managing perception and increasing visitor satisfaction in terms of revitalizing theme parks
and managing customer satisfaction.
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[Fig. 1] Research Model
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