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ABSTRACT: The purpose of this study is to understand the relationships between agricultural attraction,
recreational experience, satisfaction and loyalty. In this study, a total of 644 effective questionnaires were
collected by convenience sampling. Through the descriptive statistics and partial least squares (PLS) statistical
analysis, the research results show that the agricultural attraction and satisfaction of leisure agriculture area
have a predictive effect on the loyalty to the tourists in the destination. According to the results, the research not
only gave the suggestions for the government tourism sectors, but also provides the direction for the future
research.
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I. INTRODUCTION

In recent years, under the guidance of the government of Taiwan, some traditional agriculture has been
transformed into "leisure agriculture”, which has led to another form of leisure and tourism. Leisure agriculture
is a way of management to improve agricultural production structure, production and marketing activities,
improve farmers' income and flourish rural society. On the one hand, it continues to maintain agricultural
management, and on the other hand provides opportunities for leisure and recreation, which is a new form of
agricultural management developed in recent years. Therefore, the leisure agriculture, based on the "agriculture”
and "rural” resources, can be found in the leisure agriculture. For this reason, the tourists' participation in the
process of participation is the "participation experience™. Although it is important for tourists to participate in
the experience, it is very important for the tourist area based on "agriculture™ to attract visitors, that is, whether
they have the attraction of tourism and recreation. Gunn (1988) pointed out that destination attractiveness is a
critical indicator for tourism development, and he believes that if the destination is not attractive, it will not
attract tourists to travel, so the destination attractiveness is the core of every tourist attraction [1,2]. Previous
studies have pointed out that if tourists are attracted by the special attributes provided by the tourist sites, it will
affect the satisfaction of tourism and the local dependence on specific tourism real estate [3,4]. The feeling and
emotion caused by tourists' expectation and actual experience and participation in tourism will improve the
satisfaction of tourism [5]. In addition, according to previous studies, it is agreed that satisfaction will affect
loyalty. Loyalty refers to the wishes of visitors to revisit and the intention to recommend the destination to
others [6,7]. Based on the above analysis, we can understand the influence of the tourist area on the attraction of
the tourist area, and the experience and satisfaction of the destination will affect their loyalty to the destination.
Therefore, the purpose of this study is to analyze the influence of the attraction of the leisure agricultural area to
the tourists' recreation experience, satisfaction and loyalty, and hope that the results of the analysis can provide
the reference for the development of leisure agriculture.

Il. LITERATURE REVIEW

Mayo and Jarvis [8] define the attractiveness of the destination as the destination itself, which can
provide the value of to satisfy and feel the benefits of the individual, which is the sum of the perception,
perception and cognition of the individual herself. Victor [9] pointed out that "attraction" is the initial motivation
for tourists to choose destinations. The core factors of destination attractiveness will enable them to get the
benefits of tourism destinations [9], and generate demand and attention [10]. They will go to experience
attraction and choose different destinations according to their interests and preferences [11]. Vengesayi [12]
pointed out that the destination attractiveness has three major components: (1) tangible destination (associated
with the essence of travel attraction core products, such as the nature environment, historical and cultural
attractions; (2) to provide services and facilities (such as accommodation, restaurants, and entertainment
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facilities, transportation, security, and communications); (3) related factors (e.g., residents friendly culture and
service oriented). Therefore, from the above composition, tourists are also evaluating the attractiveness of the
destination when evaluating the local services, facilities and residents' friendliness. Because consumer
satisfaction is generally associated with certain or uncertain expectations, and from the Theory of Expectation
Confirmation [13], consumers will compare the services they receive and the services they anticipate, the results
may determine whether they are satisfied or dissatisfied with [14,15], and the satisfaction is a reference for the
next purchase or use product. In tourism, tourists' expectations are formed by the attributes of destinations, such
as politeness, friendliness, convenience, fair price, efficient management and organizational stability, which are
necessary components of service process [12]. Because tourists' expectations for destinations are not just
services, they also want to have a satisfying travel experience. Although many researches and discussions about
tourism experience refer to the whole tourism process, it is pointed out that the most important tourist
experience is at destination [16]. Besides, in the study of tourism, it is also found that the destination
attractiveness will affect the loyalty of the tourists [17,18]. Therefore, the following three hypotheses are put
forward in this study.

H1: Agricultural attraction have positive effect on recreational experience.

H2: Agricultural attraction have positive effect on satisfaction.

H3: Agricultural attraction have positive effect on loyalty.

As tourists go to leisure agriculture area, they mainly enjoy the experience of agriculture in the field
and in the countryside. According to the Recreation Experience Preference (REP) developed by Driver in 1977,
the tourist recreation experience can be divided into 19 types: enjoying nature, physical fitness, eliminating
tension, escaping physiological pressure, learning outside, sharing the same value, independence, promoting
family relations, introspection, understanding new friends, get along with considerate people, accomplishment /
irritation, physical rest, teaching / leading others, taking risks, reducing risk, creativity, nostalgia, and pleasant
atmosphere [19]. In the field of tourism research, that the tourism experience contains the influences and
personal outcomes both before the trip and after the trip [20]. According to Stamboulis and Skayannis [21]
pointed out that a tourism experience is generated through the act of travelling to a destination away from the
tourist’s home, learning about its attributes, and enjoying its activities. Tung and Ritchie [22] defined tourism
experience as “an individual’s subjective evaluation and undergoing (i.e., affective, cognitive, and behavioral) of
events related to his/her tourist activities which begins before (i.e., planning and preparation), during (i.e., at the
destination), and after the trip (i.e., recollection)”. Tynan and McKechnie [23] suggested that experience
includes three stages: pre-experience, on-site experience, and post-experience. Pre-experience occurs when
tourists search for information regarding recreational areas before they plan to visit. The most important
experience is derived from on-site experience, which positively affects tourist satisfaction and loyalty [24].

H4: Recreational experience have positive effect on satisfaction.
H5: Recreational experience have positive effect on loyalty.

Baker and Crompton [5] pointed out that satisfaction is a psychological feeling and emotion caused by
tourists' expectation and actual experience before the tour and produces a positive and negative satisfaction
degree because of the quality of service and special attributes of a tourist destination. Yoon and Uysal [25]
pointed out that the measure of the satisfaction of tourists refers to the satisfaction of the tourists' expectations,
the value of the tourism and the comparison with the experience of the past tourist areas. Hui, Wan and Ho
research pointed out that in the project of tourist satisfaction assessment, such as personnel service, overall
convenience, price, accommodation and diet, goods, scenic spots, culture, climate and image as the measure of
[26]. Hepworth and Mateus [27] pointed out that consumers are willing to re purchase or recommend products
to others and make positive word of mouth, called loyalty. Zeithaml, Berry and Parasuraman [28] studies point
out that loyal consumers will recommend other people, tell others the positive meaning of their products,
encourage relatives and friends to consume, and consume in the future. In the study of tourism consumption
behavior, it is also found that satisfaction has a positive effect on loyalty. Therefore, sixth hypotheses are
proposed in this study as follows:

H6: Satisfaction have positive effect on loyalty.
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IHl. METHOD

3.1 Research area

Dahu township is the largest town in Miaoli County in Taiwan. It is the main origin of strawberry in
Taiwan. Strawberry is not only a wealth for Dahu, but also the form of tourist orchard developed is more famous
for leisure agriculture. Citrus, orange, persimmon, pear, jujube and plum are very famous, and citronella oil and
silk are the unique products of Dahu township. The establishment of Dahu Winery, more combined with the
local emerging hot springs hotel, B & B, tourism orchard and agricultural products, set up a whole agricultural
tourism area, provide tourists to enjoy the scenery of the pastoral scenery, and experience the joy of fruit picking,
and enjoy the wine making process of strawberry wine, so that visitors experience the environment full of rural
flavor.

3.2 Subject and sampling

This research is based on tourists in Dahu tourist area of Miaoli, Taiwan. The convenience sampling
method was adopted in from February 11 to 12, 2017, and a questionnaire survey was conducted at the Dahu
Leisure Winery, the Dahu Chateau hot spring hall and the strawberry culture hall around the entrance. A total of
700 questionnaires were sent out, totally 660 questionnaires were collected, 16 questionnaires were not valid,
and 644 valid questionnaires were collected. The effective questionnaires were 92%.

3.3 Questionnaire

This research tool is divided into five parts. The first part is " agricultural attraction scale", and this part
is 20 questions. It is mainly based on the present situation of tourism resources in Dahu and is made up by the
study of the related tourism attraction [2,3,4,6,7,9]. The second part is the "recreational experience scale™. There
are 17 questions in this part, which mainly refer to the study on the relationship between ecological activities
and recreation experience [29,30] and related recreational experience [19]. The third part is the "satisfaction
scale". There are 19 questions in this part, which mainly refer to the research on the study of tourist satisfaction
[5,25,26]. The fourth part is the "loyalty scale". There are 4 questions in this part of the scale. The study is
mainly made up by the research on consumer behavior [27,28]. The above four scales were measured by Likert
Five-point scale, respectively from "very agreed", " agreed ", "common", "disagreement”, "very disagree",
respectively, to give 1 to 5 of the scores. The fifth part is demographic variables, including living area, gender,
age, marital status, education level, occupation and personal monthly income.

3.4 Data analysis method

In this study, collected effective questionnaires, use statistical analysis steps are as follows: 1. use SPSS
For Windows 22 software, the frequency distribution and percentage of descriptive statistics, to analyze the
demographic variables of tourist. 2. use Warp PLS 6 statistical software with partial least squares (PLS) to
analyze the tourist attraction, recreational experience, satisfaction and loyalty scale reliability and validity, as
well as analyzed the four variables between causal relationship. In the reliability test, the values of composite
reliability (CR) and Cronbach's a determine reliability, the criteria for value of CR and Cronbach's a must be
equal to or greater than .70 [31,32]. Validity is based on whether the factor loading is equal to or greater than .50,
in order to determine whether the latent variables have convergent validity [33]. The discriminant validity of the
test is adopted in Chin [34] pointed out the individual latent variable extraction of average variances extracted
(AVE) to the square root of at least equal to or higher than .50 and is greater than the potential variable and other
potential variables in the model. Unlike the statistical analysis of SEM using PLS for LISREL, it usually takes a
consideration of path coefficient, that is, the standardized path coefficient. When the standardized path
coefficient is reach statistically significant and consistent with the expected direction of the research hypothesis,
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the research hypothesis is supported. And the results of path coefficient and R? value between latent variables
can show the degree of adaptation between structural models and empirical data. Therefore, the R? value higher,
that model of explanatory power is more better [31,33,34]. According to the above description, in this study the
model structure relationship analysis, depends on: (1) whether the standardized path coefficient reaches
statistical significance; (2) the explanatory power of the model in R?.

IV. FINDING

4.1. Respondent characteristics analysis

Of the 644 valid samples collected in this study, the number of male is 338 (52.5%)female is 217
(51.8%); 524 (81.4%) unmarried and 338 (52.5%) educational level is universities. In terms of age, the number
of 21-30 years old is the largest, at 404 (62.7%); and over 51 years old only 52 (8.1%). In terms of occupation,
the number of students is the largest, at 318 (49.4%); and only 40 (6.2%) is medical industry. In terms of
average monthly income, NTD 20001 - 40000 is the highest, at 302 (46.9%), and over 800001 is the lowest, at
54 (8.4%).

4.2 Analysis of reliability and validity of scale
4.2.1 Agricultural attraction

From the results of Table 1, the reliability and validity of the agricultural attraction scale of this study is
good. First, in terms of strawberry culture factor, the factor loading of each item is reach .70, CR is.87,
Cronbach' s Alpha coefficient is .82. Second, in terms of landscape diverse, the factor loading of each item is
reach.70, CR is .87, Cronbach' s Alpha coefficient is. 79. Third, in terms of close nature factor, the factor loading
of each item is greater than .70, CR is .85, Cronbach' s Alpha coefficient is.77. Fourth, in terms of local
characteristics factor, the factor loading of each item is greater than .70, CR is .83, Cronbach' s Alpha coefficient
is.73. Fifth, in terms of high popularity factor, the factor loading of each item is greater than .80, CR is .80, but
Cronbach' s Alpha coefficient is .53. Although the Cronbach' s Alpha coefficient has not reached the standard,
other indicators have been achieved, so this factor does not delete.

Tablel. Analysis of reliability and validity of agricultural attraction scale

Latent Items Factor CR | Cronbach’s
Variables Loading Alpha
Strawberry 14.Strawberry picking has the function of intellectual education. .75 .89 .85
culture 15. Experience the cultural season of strawberry. .82
16.There is a real understanding of the situation of strawberry | .74
planting.

17.The landscape outside the strawberry garden is pleasant to meet | .76
the people's sensory needs.

4. Can experience the fun of picking strawberries. 71

11. A variety of strawberry products can be purchased. .70
Landscape 1. The landscape is beautiful along the line. .82 .87 .79
diverse 2. There are many scenic spots along the line, and there are various | .84

choices of leisure experience.
3. Appropriate geographical location, convenient transportation and | .82
high accessibility.

9. The local climate is pleasant. .70
Close 10.Close to nature, make the body and mind feel comfortable. .75 .85 a7
nature 18.Can feel the good air that you don't have in the city. .80

19. The experience of picking strawberries to improve the feelings | .76
of friends and relatives.

20. Can experience the life of the countryside deeply. 77
Local 5.Can experience the characteristics of Hakka culture. .75 .83 73
characteristics | 6.Can experience the simple life of the country. .80

12. Enjoy hot spring fun. N

13. Enjoy the gourmet food of the Hakka. N
High 7.Advertising is well known. .81 .80 .50
popularity 8.The public facilities are perfect and the living function is | .81

convenient.

4.2.2 Recreational experience

From the results of Table 2, the reliability and validity of the tourist attraction scale of this study is
good. First, in terms of released body and mind factor, the factor loading of each item is greater than .60, CR
is.87, Cronbach' s Alpha coefficient is .82. Second, in terms of novelty experience, the factor loading of each
item is greater than .70, CR is .83, Cronbach' s Alpha coefficient is. 70. Third, in terms of social interaction
factor, the factor loading of each item is greater than .70, CR is .85, Cronbach’ s Alpha coefficient is.73. Fourth,
in terms of increase new knowledge factor, the factor loading of each item is greater than .70, CR is .82,
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Cronbach' s Alpha coefficient is.70. Fifth, in terms of high cultural experience, the factor loading of each item is
greater than .80, CR is .84, but Cronbach' s Alpha coefficient is .61. Although the Cronbach' s Alpha coefficient
has not reached the standard, other indicators have been achieved, so this factor does not delete.

Table2. Analysis of reliability and validity of recreational experience scale

Latent Items Factor CR | Cronbach’s
Variables Loading Alpha
Released 1. Enjoy nature and stay away from civilization. .82 .87 | .82
body and | 2. Relieve the pressure of work, responsibility, and relieve the | .82
mind body and mind.

4. Enjoy the scenery of nature. 77

5. Get inspiration and inspiration. .64

6.Breathe fresh air. .79

7.Satisfy curiosity and freshness. 72
Novelty 3. Learn some knowledge about strawberries. .73
experience 14.Leave a good memory and share it with others. .76 .83 | .70

15.Enjoy the unique feelings of the Strawberry park. .87
Social 10.Increase the opportunity to interact with others. .99 .85 | .73
interaction 11.Contact others and expand interpersonal relationships. 97

12.Increase the opportunity to get along with friends (or | .81

children) and promote intimacy.

Increase 13.To understand the local cultural relics. 97 82 | .70
new 16.Augmented news. .97
knowledge | 17.The mood is more relaxed and comfortable. .96
Cultural 8.Experience the local living environment, customs and | .97 .84 | 61
experience people's feelings.

9. Enjoy a distinctive restaurant or diet. .98

4.2.3 Satisfaction

From the results of Table 3, the reliability and validity of the satisfaction scale of this study is good.
First, in terms of produce service factor, the factor loading of each item is greater than .60, CR is.87, Cronbach’ s
Alpha coefficient is .82. Second, in terms of hospitality service, the factor loading of each item is greater
than .70, CR is .87, Cronbach' s Alpha coefficient is .82. Third, in terms of personal service factor, the factor
loading of each item is greater than .80, CR is .91, Cronbach' s Alpha coefficient is.85. Fourth, in terms of
environmental landscape factor, the factor loading of each item is greater than .70, CR is .88, Cronbach' s Alpha
coefficient is.82.

Table3. Analysis of reliability and validity of satisfaction scale

Latent Items Factor CR | Cronbach’s
Variables Loading Alpha
Product service | 9.Food and beverage prices. 77 .87 | .82
14.Parking convenience .65
15.The degree of friendliness of the residents. .63
16.The Strawberry Garden price. .76
18.The price of strawberry. .85
19.Souvenirs, special products price. .80
Hospitality 12.Tourism route indicators. N
service 10.Travel information services. .79 .87 | .82
11.Food and beverage service. .83
13.Accommodation provides service. .70
17. The tourist attractions explain the good quality of the sign. | .71
Personnel 6.The service attitude of tourist attractions. 91 91 | .85
service 7.Catering staff service staff attitude. .90
8.Souvenirs sell staff attitude. .81
Environmental | 1.The perfection of the facilities for the tourist attractions. .73 .88 | .82
landscape 2.The environment is clean and sanitary. 78
3.The surrounding landscape. .85
4.The degree of beautifying the plants along the way. .82
5.A combination of architecture and landscape. .63
4.2.4 Loyalty

From the results of Table 4, the reliability and validity of the resisting willingness scale of this study is good, the
factor loading of each item is greater than .80, CR is.89, Cronbach' s Alpha coefficient is .84.
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Table4. Analysis of reliability and validity of loyalty scale

Items Factor CR | Cronbach’s
Loading Alpha

1. I'd like to come back to Dahu. .86 .89 | .84

2. 1 would like to recommend friends and relatives to travel to the | .89

Dahu.

3. I would like to travel again as long as the strawberry season begins. .87

4. 1 would be happy to suggest something that needs to be improved. .68

4.3 Discriminant validity analysis

Table 5 shows that the AVE square roots of all the potential variables in this study model are
between .74 and .89, which is greater than .70, and each latent variable of AVE are greater than the standard
values associated with all relations, and in accordance with the test standards. Therefore, the measurement
model of this study has good discriminant validity.

Table 5 Result of discriminant validity analysis

Variables AA RE SA RW
AA 71

RE .68 77

SA .61 .67 .81

LO 43 .40 AT .83

Note: 1. Square roots of average variances extracted;
2. Agricultural attraction (AA), recreational experience (RE),
satisfaction (SA), and loyalty (LO).

4.4 Analysis of structural model

Figure 2 shows that the path coefficients are standardized regression coefficients (B value), first,
“agricultural attraction” has positive effect on “recreational experience” (B1=68, p<.01), “satisfaction” (2=28,
p<.01) and “revisit willingness” (B3=21, p<.01). Secondly, “recreational experience” has positive effect on
“satisfaction” (4=.49, p<.01), but no positive effect on “revisit willingness” ($5=.06, p=.08) Finally, it is found
that “satisfaction” has positive effect on “revisit willingness” (p6=.31, p <.01).

Recreational
experience

Agricultural
attraction

)
\\07//1'

L

Satisfaction
R2=.50

Figure 2 Structural model

In terms of model explanatory power, the R? value represents the prediction ability of the research
model, that is, the percentage of variance explained by exogenous variable for endogenous variable,
representing the prediction ability of the research model. The higher R? value, the prediction ability is higher
[33]. In addition, from the effect of each variable in figure 2, it can be found that the explanatory power of
“agricultural attraction” for “recreational experience” is 46%, and the explanatory power of “recreational
experience” for “satisfaction” is 50%. The last three latent variables have 26% explanatory power for “loyalty”.

V. CONCLUSION AND IMPLICATION
5.1 Discussion
The purpose of this study is to analyze the influence of agricultural attraction, recreational experience
and satisfaction on tourists' loyalty in leisure agriculture area. The results show that agricultural attraction has a
positive effect on tourists' recreational experience, which shows that strawberry culture, landscape diverse, close
nature, local characteristics, and high popularity are the main reasons for attracting visitors in Dahu leisure
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agricultural areas. According to the view of Theory of Expectation Confirmation [13], for the reason of the
attraction of leisure agriculture, the tourist will produce the expected experience for the destination, and the
local service [14,15]. Therefore, the more attractive the tourists recognize in the leisure agriculture area, and to
the destination to find that the actual scenic spots are the same as expected, so their recreation experience is
higher and more positive, so hypothesis 1 is to be confirmed. In addition, tourists' expected services are in line
with their expectations and needs, so their satisfaction with the destination service is higher, so hypothesis 2 is
also confirmed. The above analysis results not only meet the relevant research results [16,17,18], but also
confirm that tourism attractiveness has a positive effect on tourists' recreation experience and satisfaction.
Although tourist attraction has an induced effect on tourist behavior [8,9], it influences the willingness of
visitors to the destination, the willingness recommends to others, and the suggestions for the improvement of the
destination [10,11]. In this study, it is found that the attraction of the leisure agriculture area has a positive effect
on the loyalty of the tourists. It shows that after the actual experience of the agricultural area, the attraction of
the local agricultural area is found to be in line with their expectation, and the future their loyalty to the
agricultural area will be higher, so hypothesis 3 is confirmed. The above results also support relevant studies,
pointing out that tourism attractiveness affects tourists' loyalty to destinations [17,18].As tourists visit the leisure
agriculture area for tourism and leisure activities, what they want most is released body and mind, novelty
experience, social interaction, increase new knowledge, and cultural experience. When tourists gain the above
experience, that is to reach their desired goals, they will affect their feelings about the product service,
hospitality service, personnel service, and environmental landscape provided in the leisure agriculture area.
From the results of this study, the tourists' recreation experience is good and positive, so they are very satisfied
with the service in the leisure agriculture area, so the hypothesis 4 is confirmed. The results are also similar to
the related research that the tourist experience at the destination will affect their local service assessment [24],
which is satisfied or dissatisfied. However, the results of this study did not find that tourists’ recreation
experience had no direct effect on their loyalty, so hypothesis 5 had not been confirmed. Finally, it is found that
satisfaction has a positive effect on loyalty. Therefore, the hypothesis 6 is confirmed, and it also supports the
relevant research [27,28] that the tourist satisfaction of tourists will affect loyalty. The above results show that
the higher the satisfaction of tourists in the product service, hospitality service, personnel service, and
environmental landscape in the leisure agriculture area, the more they will visit the local will in the future and
the willingness to recommend the agricultural area to others. Although tourists' satisfaction has a positive effect
on loyalty, the most important reason is the influence of tourists' recreation experience in the agricultural area.

5.2 Conclusion

Based on the above analysis results, this study has the following suggestions. According to the purpose
of this study, and after discussion, this study has the following conclusions: 1. the agricultural attraction in the
leisure agricultural area is the main attraction for attracting visitors. The more attractive and more able to meet
the expectations of tourists, the more positive the recreation experience is, the higher the satisfaction is, the
higher the loyalty to the destination.

5.3 Implication

1. According to the results of this study, the "agricultural attraction" of recreational agricultural areas is related
to "recreation experience"”, and the quality of recreation experience is also related to satisfaction. Therefore,
for the leisure agricultural area industry, the marketing promotion of tourism must clearly shape the local
characteristics, such as this study is strawberry, combined with other agricultural products and experience
itinerary. It let visitors to understand that tourism in the region can gain the experience of physical and
mental release, novelty, social interaction, or new knowledge. When these experiences are satisfied, they
can increase their satisfaction and increase their willingness to revisit.

2. In this study, we find that the four factors of product satisfaction, product service, hospitality service,
personnel service and environmental landscape are the most influential factors to tourist loyalty. Therefore,
it is suggested that the industry of leisure agriculture should not forget to strengthen the diversification and
innovation of the products in the marketing and promotion of tourism, and to improve the convenience of
the service and the reasonable price of the products. The continuous improvement of the quality of service,
the maintenance of the landscape and the development of the related recreational resources can help tourists
to engage in recreational activities in the leisure agricultural area and recommend them to others.

3. The core interest of the leisure agricultural park is "the experience of agriculture”, so the experience created
by the product provider is different from the ordinary life experience of the tourists. It is mainly to keep
them in the environment of the countryside, to release the pressure of the body and mind, to enhance the
new knowledge, and to have a good interaction with friends and friends and others in this environment. And
it can touch the crops, experience the rural culture and meet the new leisure needs.
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5.4 For future research

From the analysis results of this study, all factors predicted by this study predict the loyalty of tourists

is not high (26%). The main reason may be that in the preparation of the questionnaire, the subject matter is too
complicated to affect the answer of the subjects. In addition, in terms of satisfaction questions, the items of the
quality of service are merged together. Therefore, it is suggested that the following researchers, first, in the
compilation of scale, can measure the items of service quality and satisfaction separately. Secondly, in the
sampling, it can be carried out in a few places with more tourists in the leisure agricultural area, in order to
achieve the overall sampling, without the existence of the sample gap.
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