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ABSTRACT
Since the year of 1999, health club industry in Taiwan has been inspired by the foreign merchants, who uncovered the popularities,
as well as set up a new atmosphere in Taiwan's health club industry ecology. Because of this, how to comprehend the club plan with
members' request, in order to achieve the promotion management became an essential subject. This research not only to analyzed
the differences between the characteristics of demographic variables, but also discussed the relationship between leisure motivation,
club members' participation and members' satisfaction. This research focused on the Taipei health club members. It employed the
convenience sampling method by asking the members to fill out the questionnaires, and the amounts of effective questionnaires were
422. According to the obtained materials, descriptive statistics, Chi-square tests, one-way ANOVA and Scheffe method were utilized
for data analysis. The evaluation of the result was concluded that: 1.The ratio of female members (56.7%) was slender higher than
male members, the majority of members were between 21 and 30 (66.1%), most of them owned the degree of college (44.1%), and
were single in marital status (85.5%), the children status were still zero to be the highest (89.8%), the majority of people were being
employed by the companies (41.2%), their income was mostly between 20,001-40,000 NTD per month (43.1%). 2.Significant
differences were found in health club members' leisure motivation at their participation: in the aspect of (I cost and convenience ,
members who joined [ fitness activity(] and O aerobic activity[] were having greater satisfaction than members who joined
O communion activity[ ; in the aspect of ] hardware equipment , members who work out with [ friends(] are having greater
satisfaction than members who work out with O family members(] . 3.Significant differences were found in health club members'
satisfaction at their participation: ; in the aspect of O seeking intellectuality] , members who utilized O aerobic classroom(] at some
point in leisure motivation were having greater satisfaction than members who operated O weight training equipments( ; in the
aspect of O social demandd , members who made time contribution between [ 3years-6years] at some point in leisure motivation
were having greater than members who made time contribution between O 6years-Qyears(] . 4.Positively correlated were found in
health club members' leisure motivation and members' satisfaction .
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