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The relationship among travel motivation, destination image of Taroko
Nation Park

FEF A4 Yu-Chu Hsueh
Z P Ming-Tsung Lee
2113 4" Hsiou-Hsiang Liu
ez pHp t98 & 127 1 p s EXPH 199F77 15P

&

@_Eyz%m{@mﬁuz*éagmyﬁggf— PR Y g B
&ﬁxﬁﬁuﬁf<§%W?f Z AL G DA LR
&a\mﬁ%%\wwﬁ# TrR HHE 2 BRI 2 ApH LT
18- nhFER aphﬂwm~a%£wé%#ivpkwﬂ$%-%%%ﬁk
A@7ﬁ@ﬁﬁw’ﬁﬁa@& TEARPREEREFEAL  HFAEHA
?Mﬂit&ﬁ?*’%ﬁ3%xf"?ﬂ%ﬁﬁﬂmﬁ& ER NN LY
REWARAP B IR0 (6 S ALSE AT AT R R o A 2 R4 L
@@@;ﬁ@ﬁﬁ%ipﬁui@\ﬁé%%im%ﬁﬁiﬁi&&%?éﬁﬁ
BRREF LB TRED RN &;« LR Leipbl o T HEEE
THROPHER > R RE C L2 AR «iw“%ﬁ 22w o
%%?25%5%%‘ﬁﬁ§%‘$ﬁ*ﬂ

]

25
B

m
3

P G
e pd 0T

5\\—&%

\

FL\F}“'_"B ‘M-

Abstract

Taroko National Park has long been the most attractive place to domestic and
overseas tourists. The purpose of this study was to segment the target markets using the
tourism images for the Taroko National Park. This study based on some literature
regarding tourism image and market segmentation, along with the resources and
characteristics of Taroko National Park. This study constructs the measurement
instruments of travel image and designs the questionnaire accordingly. The survey is
undertaken in Taroko National Park with tourist as sample subjects. It is to segment the
potential tourist market according to the image of those tourists. Among those surveys,
the completed and effective were 320. By conducting factor extraction, the image was
extracted into five factors, by using these five image factors working as segmentation
variables and conducting cluster analysis, Finally, based on the summary of the study
and the description on the characteristics and differences of each segment, practical
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suggestions of marketing strategy were provided to the related field and tourism
industry, and to create Taroko National Park policy of sustainable management.

Keywords: Destination image, Travel motivations, Structure Equation Models
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