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ABSTRACT
This study aims to investigate the motivations and satisfactions of tourists for the street vendors on the tourism festival in Changhua
County. It is conducted through the qualitative interviews and quantitative questionnaire-surveys from the participators on the
festive activities in Changhua County. 351 useful questionnaires-surveys returned out of 360. The return ratio is 97.5%. By using the
methods of the descriptive statistics, Pearson correlation analysis and qualitative interview to analyst the date, the results of the study
are revealed as follows: 1. The ages of the tourists are younger, with high education level and the salary less than NT30 thousand
dollars per month. 2. The attractive factors related to buying-motivations are the products which can be shared with the families and
friends, and conformed to the local culture delicacies and famous products. 3. With regard to the satisfactions of the customers: more
positive responses appear if vendors provide more multi-acts and excitements. 4. The correlation between the motivations-buying
and satisfactions appears to be posi-tive.
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