The effectiveness among vistors' motivation, experience and satisfaction of shanghai world
expo 2010

goougon

E-mail: 325051@mail.dyu.edu.tw

ABSTRACT
The main purpose of the study is to identify the relationships between the personal characteristics, motives, visiting experience, and
satisfaction of the tourists visiting Expo 2010 Shanghai China. The researcher used a survey questionnaire to collect data from the
tourists visiting Expo 2010 Shanghai China from September 1, 2010 to October 31, 2010. 172 effective responds were received by
this study. The study concluded that: (1) The tourist’ s motives have influenced their experiences significantly and positively. (2) The
tourists’  experiences have influenced their satisfaction significantly and positively. (3) The tourists’ motives have influenced their
satisfaction significantly and positively. Finally, this study presented recommendations based on academic research and field research
to the tourism industry authorities and academic institutes for reference.
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