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ABSTRACT
ABSTRACT It is been years since the karaoke (audiovisual & singing leisure) industry service business, which one type of the leisure
service business, has becoming a popular leisure service industry business from 1980’ s in Taiwan. This karaoke service industry
business is said that it is not only can provide a leisured place for people but it also can help them to be relaxed and away from
industry working pressure. Over 20 years, at the high technology and higher demand for leisure activity, the karaoke service industry
has sped up the development of folk-pop and created the very first example of the leisure service industry being listed on the OTC
board in Taiwan, it has also generated many service and related job opportunities. The purposes of this research are: 1) to
understand the managerial characters of audiovisual service industry business and its current development situation in Taiwan, and
2) to understand the consumers’ demand and satisfaction in order to try to observe the future strategies and improve the service
competition with others. According to the 100 questionnaires from the college students at the D University’ s surrounding in the
mid Taiwan provided, this report is to calculate and analyze these questionnaires’ results on the satisfaction and proportion.
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