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ABSTRACT
Following the economic development, people have paid more and more attention to the quality of life in recent years. The demands
for mass tourism or family travel have been increased dramatically. On the other hand, each family member, who may has her/his
own perception on the issues such as travel motives, travel types, and the process of decision-making, could play a key factor to
influence family travel and consumptive behavior. The purposes of this study were to investigate the perspectives of family member
from different family style, and to analyze the characteristics regarding their travel motives, destination choice, and final
decision-making. The sampling objects were family members of Yuanlin Township in Changhua County. In total of 318 valid
questionnaires were deliverd and collected. The Statistical Package for the Social Science(SPSS 10.0) system was utilized for the data
analysis. Statistical methods include Descriptive statistics, Analysis-of-Variance (ANOVA), Scheffe method, and Pearson’s correlation
analysis. The findings of the research indicated that four hypotheses have been proven partially sustained. Five conclusions were
drawn based of the results. They are: 1.Relationship building, physical/psychological relaxation and recuperation are major motives
for family travel. 2.Parent-child type, outdoor type, and safe facility are main elements for destination choice. 3.Couple-common and
parent-offspring common are important influencing factors for decisions-making. 4.Well-planned family travel could strengthen the
relationships among family members and enhance the quality of life. 5.Most couple have consensus in relation to decision-making of
family travel. It seems wife/mother tends to be more willing to listen and consider child's idea or suggestion. Finally, several
recommendations for future research and for the operation of tourism business were suggested.
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