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ABSTRACT
The purpose of this study was to examine the relationship consumer’ s the lifestyle personal values and purchasing decision on
baseball and softball batting center(BSBC). We sent 500 questionnaires to consumers of BSBC in Taichung city as the research
object and we retrieved 487 valid questionnaires. Then we took these valid questionnaires to carry on factor analysis, descriptive
statistics, independent t-test, one-way ANOVA and Pearson product moment correlation analysis. The findings of this study were as
follows: 1. The consumer is mostly male, age for 20-29 years old, occupation much is a student, education is majority of the
university, And single. Monthly income with 5001-10000 and 25001-40000 dollars were most, the recreational expenses was
1001-3000 dollars. Each month of expense number of times is 1-3 times. 2. The significant differences were found the consumers
lifestyle of BSBC in different gender, age, education, marriage, monthly income, monthly recreational expenses, play ball the
number of times monthly. 3. The significant differences were found the consumers personal values of BSBC in different age,
marriage, play ball the number of times monthly. 4. The significant differences were found the consumers purchasing decision of
BSBC in different gender, education, marriage, play ball the number of times monthly. 5. The obvious and related existence were
found the consumers of BSBC in lifestyle, personal values and purchasing decision.

Keywords : baseball, batting center, lifestyle, personal values, purchasing decision.
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