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ABSTRACT
This study takes Lukang Mazu Temple as the object to conduct surveys on the rela-tionship among tourism motivation of religious
tourism, recreation behavior and satis-faction. A structured questionnaire was designed to collect the empirical data from the visitors.
By means of convenience sampling, a total number of 487 valid samples were obtained. Methods of factor analysis, descriptive
statistics analysis, reliability analysis, one-way ANOVA analysis, Pearson correlation analysis, Structural equational modeling (SEM)
and Chi-square test are adopted to explore relationships between dimensions of traveler characteristics, traveling recreation
behavior, traveling motivation and satisfac-tion. According to the statistical analysis, this study concludes that: 1. Tourist motivations
are different based on the individual tourist’ s characteristic. 2. Recreation behavior are different based on the individual tourist’ s
characteristic. 3. Tourist satisfaction are different based on the individual tourist’ s characteristic. 4. There are connections between
tourist’ s motivation and tourist’ s satisfaction. 5. Tourist satisfaction are different based on the recreation behavior. Finally, this
study provides suggestions to related institutes in developing, planning and managing the leisure and recreational activities at Lukang
Mazu Temple, to attract more tourists to visit to Lukang Mazu Temple and to promote the prosperity of the local economic.
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