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ABSTRACT
With the economic development and social change, the Theme Park has become most people release the pressure of life, to meet the
spiritual needs of recreation places. Simple product marketing can no longer meet the needs of today's consumers, from Schmitt
(1999) proposed the concept of experiential marketing, and now tourism, service industry has been used quite extensively. Theme
Park is a set of mutual aid requires planning and coordination of product, price, promotion, and sale of portfolio to meet current and
future customer base. How to attract attention and interest of consumers, the study added Trust and Perceived Risk factors to
explore the three variables on the degree of influence Purchase Intention to sell and correlation. In this study, we use paper and
Internet the way the two sides questionnaires, a total of 749 valid questionnaires were recovered, by SPSS statistical tools to
understand the Theme Park's Experiential Marketing, Trust, Perceived Risk and Purchase Intention effects. Found: Experiential
Marketing on Trust has a significant positive influence on both sides. Trust on Purchase Intention has a significant positive impact
on both sides. Perceived Risk on Purchase Intention in the mainland have a significant negative impact.
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