A Related Study on Customer’ s Consumptive Motivation, Customer’ s Value, and
Continuous Participation of Sport Theme Re

goougon

E-mail: 9801342@mail.dyu.edu.tw

ABSTRACT
The purpose of this study was to conduct a series of probe into the relationships between the customer’ s consumptive motivation,
customer value, and their continuous participation in sport theme restaurants. Study subjects were that the customers of sport theme
restaurants in the three major metropolitan area of northern, central, and southern Taiwan. The researcher designed a
questionnaire, named “ a survey for a related study of customer’ s consumptive motivation, customer value, and their continuous
participation in sport theme restaurants,” as research tool. The statistic analysis were that of descriptive statistics, reliability analysis,
Pearson product-moment correlation, and simple linear regression. The results were as follow:
(1)The mean number for the customers in sport theme restaurants, in terms of their consumptive motivation, customer value, and
continuous participation respectively, were 3.46, 3.30, and 3.11, which all reveal a moderate level; (2)The consumptive motivation,
various dimensions of customer value, and continuous participation of the customers for sport theme restaurants were significantly
related, and (3)For the consumptive motivation and customer value of customer of sport theme restaurants, only that “ symbolic
value” and“ practical value” were predictable for customer’ s continuous participation, whereas the predictability of “ the
hedonic value” was insignificant.
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