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ABSTRACT
The sponsor of the 2004 Taiwan Flower Expo applied the highly-involved marketing of TV news to attract over 1.57 million visitors.
It is the inception that the recreational area using highly-involved marketing within TV news. The marketing information was
packed in a news style and reported via TV news, which penetrate the image of justice and objectivity to the audience. The main
purpose of this study was to discuss whether the previous mentioned marketing method was accepted for the public. Two famous
theme parks, Janfusun Fancyworld and Yamay Resort, were selected as research areas. A structured questionnaire was applied as a
tool to investigate the relationships, differences, and associations between the demography, acceptance of highly-involved marketing
within TV news, and recreation satisfaction of visitors. The main findings of this study were concluded as followings: 1. Visitors had
a superior grade acceptance of the highly-involved marketing within TV news. 2. There was significantly positive correlation
between the acceptance of highly-involved marketing within TV news and the source of consuming information. The higher the
acceptance of highly-involved marketing within TV news was, the higher the visitor’ s recreation satisfaction had. 3. The theme
parks made positive effects of marketing when using a highly-involved marketing method within TV news
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