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ABSTRACT

The main purpose of this study was to investigate the relationships between corporate social responsibility of theme park and

purchase intention of elementary school students in senior grades. The research then investigated experiential marketing as a

moderator, and examined its interactive effect with corporate social responsibility to purchase intention. This study employed

questionnaire survey. The sampling principle was operated by the quota sampling and convenience sampling ways, and sample

numbers were selected according to the proportion of students in each administrative division in Taichung. Of all 700 questionnaires

distributed to the respondents, 676 were returned and 664 responses were usable for data analysis. The probability of total retrieval

and effective retrieval is 96.57% and 94.86% respectively. The data was analyzed by descriptive statistics, factor analysis, the analysis

between reliability and validity, correlation analysis, and regression analysis. The results of the study are: 1. The corporate social

responsibility of theme park has significant positive effect on purchase intention of elementary school students in senior grades. 2.

The experiential marketing doesn't have moderating effect in the relationship between corporate social responsibility and purchase

intention. According to the conclusion of this study, offer some concrete proposals for school education, theme park managers and

future researchers.
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