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ABSTRACT
The main purpose of this study is to investigate and analyze the usage mativation, product involvement, and purchase intention of
recreation vehicle users. A total of 302 questionnaires have been handed out and recovered. All 302 recovered questionnaires are
valid and the percentage of valid questionnaires recovered is 100%. Data collected are analyzed with Descriptive Statistics,
Independent Samples t-Test, Pearson Product-moment Correlation Analysis, and One Way ANOVA. The following results are
obtained:
1. The overall usage motivations of recreation vehicle users are moderate to high(M=3.48), with the motivation of building
“ interpersonal relationship” the highest(M=3.50).
2. The product involvement of recreation vehicle users is moderate (M=3.23), with “ self-expression” the highest (M=3.25).
3. The purchase intention of recreation vehicle users is low (M=2.80).
4. There are no significant differences on usage motivation among recreation vehicle users regardless of their differences in sex,
academic background, or camping partners involved; however, there are significant differences on usage motivations among
recreation vehicle users of different ages, professions, monthly income, and period & frequency of camping activities.
5. There are no significant differences on product involvement among recreation vehicle users regardless of their differences in sex,
academic background; however, there are significant differences on product involvement among recreation vehicle users of different
ages, professions, monthly income, period and frequency of camping activities, and the camping partners involved.
6. There are no significant differences on purchase intention among recreation vehicle users regardless of their differences in sex,
age, profession, academic background, and camping partners involved; however, there are significant differences on purchase
intention among recreation vehicle users engaging in camping activities with different period & frequency.
7. The usage motivation of recreation vehicle users presents a positive correlation with their product involvement; the purchase
intention of recreation vehicle users shows a significant positive correlation with their usage motivation; and there is a significant
positive correlation between the product involvement and purchase intention of recreation vehicle users.
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