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ABSTRACT
This paper verified that the most attractive factor is the scenic spots of natural resource rather than the governmental tourist
promotion in the east Taiwan. With respect to the retrieved 400 pieces of valid questionnaire found that majority of tourist interest
in the tourist promoting activities and then comes to the second rank of tourist spot, nice climate, and cool temperature. A verified
conclusion indicates that a positive influence strongly bonded to the expectation and respective tourist spot service quality. However,
there are no outstanding influence connected to the expectation and the inefficient service. This study identifies the negative
influence between the service request confirmation (service gap) and the perceived value of service. It is necessary to found a
welcome tourist package through E-marketing to promote the high-leveled tourist spot according to this conclusion. Integrated
enterprisers and surrounding cultural business required through the social forces self motivation to improve the software and
hardware of leisure facilities. Meanwhile, consolidated tourist premium assistance should launch into the program to help every
aspect of tourist services and cultural business people.
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