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ABSTRACT
This study investigated the recreation motivations, flow experiences, satisfaction, and revisiting intentions of travelers and tourists.
Tourists who rented electric bicycles when traveling in Jiji Township became the target of the study and were used to understand the
factors impelling tourists to travel and explore. Employing a convenience Sampling survey method, we administered 291 effective
questionnaires and analyzed the data using descriptive statistics, an independent samples t-test, Pearson’ s correlation analysis, and
multiple regression analysis. The data analysis results showed that (1) a positive correlation exists between travel motivation and flow
experiences; (2) a positive correlation exists between travel motivation and satisfaction; (3) a positive correlation exists between flow
experiences and satisfaction; and (4) according to regression analysis for travel motivation and satisfaction, travelers with high travel
motivation and satisfaction rates are more likely to possess revisiting intentions. Finally, based on the study results, we propose
concrete suggestions to assist relevant authorities for planning tourism development and leisure industries.
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