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ABSTRACT
In recent years, two days off each week the implement, the consumer in Taiwan gradual change of living type. Making consumers
have more time to work on the recreational activity, and also arousing the rise of the recreational vehicle market. This research will
aim at the recreational vehicle consumer that are each automobile service factory in Chang-hua region, and carry on the
questionnaire for them. And through automobile product attributes, brand image, purchasing decisions, customer satisfaction, and
demographic variables to study of the automobile’s driver replacement purchase recreational vehicle on consumer behavior. So |
wish to provide the research result to the each automobile the manufacturer that is to consult the basis. As the result, the study
reaches the following conclusion: 1.The different automobile product attributes of the consumer to purchase the recreational vehicle
that have obvious difference on the consumer behavior. 2. The different brand image of the consumer to purchase the recreational
vehicle that have obvious difference on the consumer behavior. 3.The different automobile product attributes or brand image have
the obvious difference to the customer satisfaction. 4.The different demographic of the consumer to purchase the recreational vehicle
that have obvious difference on the consumer behavior. In other words, different automobile product attributes, brand image, and
demographic of the recreational vehicle consumer can influence them purchasing decisions and customer satisfaction of the
recreational vehicle.
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