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ABSTRACT
This study is aimed to examine the Travel motivation and consumer behavior of Chinese tourists when visiting (the) Feng Chia
Night Market. Convenience sampling method adopt in the Feng Chia Night Market survey and consumer behavior screening has
been completed for the study of mainland tourists, for a total payment of 500 copies, deleting the invalid questionnaires, leaving 430
valid questionnaires left. Data analysis included descriptive statistics, reliability analysis, t-test, one-way ANOVA, chi-square test,
Pearson (product-moment correlation analysis), multiple regression analysis, and SPSS 12.0 for data analysis and research hypothesis
testing. The results showed that most of the Feng Chia Night Market in Taichung to chinese tourists are hoping to get more relaxed
on the mind, therefore relaxation and travel motives have a greater motivation preferences. This research of consumers behavior in
the night market will be divided into consumer awareness, travel information, program evaluation, purchase and post-purchase
evaluation five dimensions, in addition to post-purchase evaluation, its four dimensions of the different socio-economic background
in mainland tourists showed significant positive correlation. Last of all, the study has found out that the overall mainland tourists in
the process of consumer behavior to improve consumer awareness, the tourist motivation will increase as well. Hoping this research
results will help the industry and government as a basis for the operation and improvement.
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