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休閒動機、體驗價值與參與滿意度之研究— 

以新北市土城國民運動中心為例
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二、文獻探討與假設發展
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三、問卷前測與信度分析
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圖 1　研究架構
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四、樣本選取
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四、相關分析
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Abstract
Accompanied with the improvement of technology, the shortened working hours, the 

increased national income and the implementation of Two-day weekend policy, the need of 

people to anticipate in leisure activities after their spare time has become more frequent. In 

recent years, the government promotes “Country-wide Sport” actively, and has extended the 

business model of sports centers to the whole country. To deeply examine the relationship 

among sports centers users’ leisure motivation, experiential value and their participation 

����������������!�������������"�!������������#��$$'������+���$������#<�>sports centers-users” 

relationship and internally implement the quality maintenance of facilities in these sports 

centers. Based on anticipants of Tucheng Civil Sports Center, this paper used questionnaire 

method and finally collected 402 valid respondents (effective response rate was 98.04%). 
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objective information to the operators of sports centers for getting deeper understanding of 

what the users need, thereby enhancing its market competitive advantage to achieve the target 

of sustainable development.

Keywords: leisure motivation, experiential value, participation satisfaction, Tucheng Civil 

Sports Center


