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ABSTRACT
The main purpose of this research was to explore the influence of experiential marketing on relationship quality and customer
behavior intention in the sports service, to analyze the differences of varied background variables on the above three items. The
rating scale of experiential marketing, relationship quality, customer behavior intention were developed as the research tool for the
survey. Using purposive sampling method with the research scope as the customers of GO GO for her fitness center in Taichung.
The object of study were the customers who exercise at leisure in this fitness center. There were a total of two hundred surveys
handed out, and two hundred of them were valid; that is, the probability of usable survey was 100 percent. The collected data were
processed and statistically analyzed by SPSS 18.0, research content included sample structure description, assessment of
demographic statistics variable on every variable; moreover, AMOS 18.0 (Structural Equation Model, SEM) was utilized to process
confirmatory factor analysis of every construct of the survey, with the structure fitting model in the rage of confirmatory rating scale.
The main assessment included the reliability and validity of the observed, latent variables, and the level of significance of the
parameter estimation. Finally, path analysis of the structural model was conducted and verified. The results of this study were as
follows: (1) Experiential marketing has positive influence on relationship quality; (2) relationship quality has positive influence on
customer behavior intention; (3) experiential marketing has positive influence on customer behavior intention.
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