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ABSTRACT
The study aims to the participants in Citizens Games. The purpose of this study is to understand the background of the participants,
service quality and satisfaction. In addition, the study also focuses on the related situation between the service quality and satisfaction
of the participants. The results of the study: 1. According to the analysis of the character of the participants in Citizens Games, the
male are more than the female, the unmarried, the age under 20, the degree of college and students are in the majority. Most of their
monthly income is under twenty thousand NT dollars, most of them live in the central Taiwan and the athlete are the major
participants. 11. Service quality of the participants in Citizens Games has the highest correlation with the © Empathy” , the next are
“ Reliability” ,“ Responsiveness” ,*“ Assurance” . In other word, “ Tangibles” has the least correlation. Il1. Different age,
marriage, , education, monthly income and the role of the participants have high distinguished difference in service quality. V. The
satisfaction of the participants in Citizens Games has the highest correlation with “ Location and Broadcast” , and the followings
are“ Accessory” ,“ Awarding” ,” Transportation Service” . Thatis, “ Advertisement and Information” has the least
correlation. V. Different age, marriage, education, career, monthly income, living area, and the role of the participants in the
satisfaction degree have high distinguished difference. V1. Every aspect of the service quality and satisfaction of the participants has
distinguished high correlation. Among them, the factor structures of “ Reliability” and*“ Location and Broadcast” have the
highest correlation.
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