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ABSTRACT
The point of this research study lies in the consumer of baseball exercise, so the maternal this research sample definitions for be
present to take a look at a ball game of scene the audience fill to answer a questionnaire method, carrying on the collection of
guestionnaire, sending out 600 questionnaires totally. Recovering the valid sample counts 559 questionnaires, the valid questionnaire
rate is 93.17%. Data were processed by descriptive statistics and Pearson product-moment correlation. Chi-square test One-way
ANOVA, and Independent Samples t Test. The results were found as follow-ings: 1. Effectively asked the volume center are most in
the consumer population by the male. The age are most in the 21~25 year old. The education level are most by the uni-versity. Each
month may control the pocket money to be most by 1,001 Yuan to 5, 000 Yuan. 2. Effectively asked volume in consumer behavior
center to whether has the sup-port specific team the consumer has accounted for 78.9%, it promotes agriculture Tui Niu the fan has
135 people; Joins the fan which the team or the player backing can or-ganize altogether to have 154 people, accounts for all fans
population 34.92%. The av-erage watches the competition to the field the number of times to be most every year by 1~5. Frequently
watches the professional baseball game to retransmit accounts for all populations 48.5%. The participation baseball and softball
correlation movement ac-counts for all populations 43.3%. 3. Consumer when recovers the frontage regarding the professional
baseball movement manner, the movement support well-knownness benefit, the vivid benefit and press to buy a benefit to be able to
reveal. The consumer to supports the enterprise the manner to recover the frontage, the movement support well-knownness benefit
and the vivid benefit reveals, but presses to buy a benefit certainly not to reveal.
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