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ABSTRACT
This study discuss tourism motivations and customer perceived value for the peoplecoming from China that affect customer
satisfaction. The data was composed of the people coming from China,by means of survey questionnaire. Of 500 samples, 350
among 397 samples responded the questions. This study analyzed and verified by Descriptive Statistics , Reliability Analysis
andmultiple regression. Research data shows that tourism motivations will affect customer satisfaction andcustomer perceived value
also affect customer satisfaction.
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