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ABSTRACT
The primary objectives of this study were to investigate the relationships among travel motivation, satisfaction and intention to revisit
of Mainland China travelers to Taiwan. In addition, more useful information and marketing strategies for the future development of
the Taiwan travel market were developed from this study.
This study utilized a survey method where 220 questionnaires were collected and 203 eligible responses were received. Descriptive
analysis, Independent-Samples T Test and One-way ANOVA were utilized as the statistical analysis tool for the data. In addition,
SPSS 15.0 statistic package software, as well as Confirmatory factor analysis (CFA) and Path analysis were utilized as the statistical
analysis tool for the data through the AMOS 7.0 Structural Equation Model (SEM). The result of the analysis indicates that this is
the best model fit for this research. The research findings are: (1) Travel motivation was positively and significantly affected by travel
satisfaction; (2) Travel satisfaction was positively and significantly affected by travelers’ intention to revisit Taiwan; (3)Travel
motivation was affected indirectly through travelers’ intention to revisit Taiwan based on their travel satisfaction from the research.
The conclusion was determined through the above model that travel satisfaction plays an important role that can influence the
intention of Mainland China tourists to revisit Taiwan. Travel motivation was also affected by travel satisfaction. In conjunction with
the theory model, we can conclude that travel satisfaction plays a dual role when travel agents improve Mainland China travelers’
travel satisfaction and encourage them to consider revisiting Taiwan.
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