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ABSTRACT

In recent years, the government has promoted tourism policy,“Project Vanguard for Excellence in Tourism,” to increase our

tourism economy and strengthen the development of tourism industry. The policy of “Chinese free and independent tourists” will

proactively procure more coping cities in China for their residents to come to Taiwan for pleasure, so as to strengthen the

understanding toward Taiwan and promote good interaction between the two coasts. In the touring schedule for China people come

visiting Taiwan,shopping in Ximending is a very important activity. It is also the primary source of foreign exchange earnings, which

helps elevating the growth of related industries and domestic economic. Fewer scholars have studied on the behavior of Mainland

tourists when purchasing. Therefore, the author was inspired to explore the free exercise of, travel characteristic of the travelers

Background and the relationship between purchasing decision. The research use Consumer behavior theoretical as the base,and

develop the decision making process as the main analysis framework. The research tool is the structural questionnaire generated

from the literature sent out to Mainland tourists who came to Ximending. Therefore, we proceed with the questionnaire interview at

the lobby of The Moon Hotel, Burgary Hotel, and Kodak Hotel from April to May 2012. 300 questionnaires were given out and

returned. The effective questionnaires were 235 after checking; the effective rate is 78.3%. The author used SPSS 17.0 software as

data analysis tool. In accordance with research purpose and hypothesis, descriptivestatistic, Chi-square test, and ANOVA were used

as the analytical methods. In the basic characteristic of Mainland China tourists, (1) different form tourism mainland China tourists

of has not prominent difference With the shopping of the decision-making behavior.(2) different transport mainland China tourists

not are prominent difference with in the shopping of the decision-making behavior.
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