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ABSTRACT
This research focused on the discussion of the difference between demographic variables, participation motivation, personality, and
product usage of consumers in video arcades in the Changhua area. Six hundred and fifty structural questionnaires were sent to the
consumers using convenience sampling and 623 questionnaires were valid for statistic analyzing. The structural questionnaire
includes two main constructs: personality and participation motivation. The collected questionnaires were analyzed using several
statistic methods including, Pearson Chi-square, cluster analysis, one-way ANOVA, independent sample t-test. The main findings of
this research include: 1. The association relationships between demography and product usage behaviors including frequency,
weekday, period, company, consumption money, stay-hours, are partially significant. 2. There were significantly different with
demography on the participation motivation. 3. There existed partially significant difference of participation motivation on the
product usage behaviors. 4. The association relationships between the clustered-groups of personality and product usage behaviors
including frequency, weekday, period, company, consumption money, stay-hours, are partially significant. 5. There were
significantly different with the clustered-groups of personality on the participation motivation.
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