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ABSTRACT

Chinese Professional Baseball League is the only professional baseball league in Taiwan, and this research is disgussing how the

service quality of Tainan Baseball Stadium influences people to come again. The survey is taken randomly around Tainan Baseball

Stadium. The resoult from statics factor analysis (descriptive statistics, in-dependent sample t-test, one-way ANOVA, Logistic

regression) indicates A. The following seven factors, difference promotion and interaction quality, environmental plan, quality of

service staff, judgement system and leasuere facilities, interaction products, atmosphere, and information communication, are

important to the fans. B, Fans of Lions aren’t satisfied with the service in Tainan Stadium as much as Bears, Bulls, and Elephants

’ fans to their own stadium. As you can see in the result home team fans always expect for a better service, but what they exactly

feel is less ob-vious than other fan’s This study coluld be a useful information on operating to the league and teams. The survice

quality satisfaction is supposed to keep improving to attract more people, and advance “Belong to a ground of doctrine” policy.
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