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ABSTRACT
Taiwan is situated at the temperate zone and the torrid zone, very rich in seabed landscape and marine life, geographically, Taiwan
has the advantage of the development of coastal sports. Among diving activities, snorkeling is an easier aquatic recreation activity for
beginners, just putting on swimming glasses, respiratory tube, and rubber swimming fin will do. In view of this, this study is with
intention of making explorations of the influence of snorkeling participators’ personality traits, perceived risks and satisfaction on
snorkeling involvement. Shops that handled snorkeling activity were investigated by convenience sampling, 220 questionnaires were
sent to the participants who took part in the snorkeling activity. After descriptive statistics being made, it showed that male, age of
18-25, students, and people from central area are in the major part. The result as below 1. There is no significant difference in
Snorkeling Involvement under the various background of population. 2. There is positive significant relationship between personality
traits of snorkeling participator and Snorkeling Involvement. 3. There is negative significant relationship between perceived risks and
Snorkeling Involvement 4. There is positive significant relationship between satisfaction of snorkeling participator and Snorkeling
Involvement. 5. Partly aspects of psychological skills perceived risks and satisfaction have positive significant forecasts.
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