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ABSTRACT

The affiliation by conducts the native place folk custom festival to celebrate the activity, besides may arouse the local populace to the

native place culture approval participation, another considerable benefit is may the affiliation the way which goes sightseeing by the

culture attract the domestic and foreign tourists to come visiting, creates the place going sightseeing industry income. (汪玉頻

，2002) This research participates in Ma Zu by the Taiwan area to believe the active letter audiences to take the main research

scope and the object, the examination following three kinds of suppositions that, 1. The religious participation and the active

achievements relate 2. Experience quality to religious participation and active achievements 3. relational intermediary effect Social

capital to religious participation and disturbance effect active achievements relations. The findings showed that, (1) the religious

participation regulation goes past Gao Tse to move of the achievements to be better, (2) the religious senate attending penetration

experience quality to moves the achievements to have the intermediary influence, (3) the negative direction social capital can has the

disturbing effect relations to the religious participation and the active achievements. In summary, Ma Zu believes in the Taiwan

vigorous development process is worth other must seeking to make a profit the experience which the enterprise organizes to study,

among, regarding the experience quality and social capital utilization grasping, can produce bigger being of help to the whole

activity achievements.
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