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ABSTRACT
ABSTRACT The healthy concept of bathing in the hot spring has risen in Taiwan area during the pass years. The hot spring
proprietors should recognize the trend and comprehend the demands of the customers to enhance the business achievement, or will
decrease the competition ability in the market. The main purpose of the study is exploring the different life styles, travel mativations,
and consumption behaviors of visitors in hot spring areas. This study applied the * life styles scale questionnaire” ,“ travel
motivations scale questionnaire” and “ consumption behaviors questionnaire” to collect visitors’ attitudes on those constructs.
The investigation area was limited in the Lu Mountain hot spring areas in the middle of Taiwan during the weekends and holidays.
Five hundred and eighty questionnaires were collected and the analysis of descriptive statistics, cross table, independent t-test,
one-way ANOVA, Chi-square test, and cluster analysis were applied to convince the predefine hypotheses. The conclusions of this
study focus on the explanation of the difference of life styles and travel motivations on the consumption behaviors. Suggestions for
public agency and private sectors and future directions of further study were suggested.
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