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ABSTRACT

The interviewing materials used in this study were collected from 31 Chinese who came to Taiwan for traveling. This study applied

the Subjective Sequential Incidents Technique to explore the positive information, and from which induces 25 delighted types in 5

stages. Then, by using delight analysis, the researcher obtained 114 traveling motivations sorting out into 4 different categories. The

results are worthy to be taken into consideration for related study and government agencies.

Of all the travel motivations, it is the 55 probing-orient motivations that take the biggest proportions, followed by 38 proving

motivations; action motivation for 18; and only 7 for the verification motivation. This classification may well be called the strategic

experiential modules for studying the motivations behind Chinese coming to Taiwan for traveling. The major findings of this study

are that the ideas of proving and action are particular in nature, unable to be grouped under the items of beneficial area and the

personal benefit evaluation.
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