The Relationship Between Tour Participation Pattern and Repeat Visits by Tourists From
Taiwan-----A Case Study on Japan
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ABSTRACT
Tourism is an emerging industry in Taiwan, and customer-oriented services should be provided, for tourists to have fun and relief
from their stress. This study reports the results of a survey to find : the relationship between participation patterns and marketing
strategy in regard to domestic tourists going abroad; the relationship between package planning and customer-satisfaction of tourists ;
the inclination for repeat visits , and the quality of tourist service, software and hardware facilities in Japan. The population of the
study is tourists to Japan. Since Japan is very attractive to Taiwanese tourists, the sampling of such a population can be objective.
The survey was held in the inward passengers hall of CKS Airport. Four hundred questionnaires were distributed to Taiwanese
passengers returning from Japan. Two hundred and fifty questionnaires were distributed randomly; and one hundred and fifty
questionnaires were distributed by leaders of travel agencies. Three hundred and seventy valid questionnaires were retrieved. The
outcomes of the survey are as follows: the inclination for Taiwanese tourists’ repeat visits to Japan are high; the correlation between
tourist’ s backgrounds and participation patterns is distinguished; the customer-satisfaction of tourists was at a satisfactory level.
This study shows that travel agents should put more effort into improving their participation patterns and the quality of their service
to increase the number of tourists’ repeat visits and to meet customers’  satisfaction.
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