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ABSTRACT

This research aimed at probing into the relationship of the experience of marketing
elements, experience value, and team image. By using questionnaires, we took the
audiences of the Taichung city VEE Baseball Team as our research groups and
conducted a convenient sampling. A total of 200 questionnaires were sent out altogether,
and 186 were analyzed as qualified program counter storage with SPSS12.0 for the
Windows software by statistic analysis, including descriptive statistics, ~Test, one-way
ANOVA and canonical correlation. The results indicated the following conclusions:

1. Taichung city VEE Baseball Team audience event elements of experience marketing
elements, experience value, had a more positive team image of all the feelings.

2. There were significant differences between genders, experience marketing elements
of the "Act Experience" and the team image in the "Management and Marketing". For
age, only the team image "Management and Marketing," had significant differences;
monthly income, the only experience marketing elements of the "Think Experience”
which had significant differences.

3. There was high degree of correlation between " Experience marketing elements" and
"Experience value". There was also high degree of correlation between "Experience
value" and "Team image"

Suggestions were provided based on the results to Taichung city VEE Baseball

Team Expand the number of active viewing, use home advantage to create corporate

marketing topics; strengthened the experience of feeling, and promote audience's

experience value; shaping the team and the positive image of the pellet.

Key words. Experience marketing, Experience value, Team image.
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40 2.91 81
146 3.74 62 90
40 3.63 81

T p <.05
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4-4-2
(p >.05)
()
41-60 (n =14
(M =17.85) 25 (n =106
(M =15.25)
(F =2.61,p =.08)
C )
41-60 (n =14
(M =23.88) 26-40 (n =66 )
(M =22.02)
(F =1.26,p =.29)
( )
4-4-2
SD F
1.25 106 3.05 .85 2.6l
2.26-40 66 3.15 .74
3.41-60 14 3.57 .96
3.12 .82
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4-4-2

SD F
1.25 106 3.71 .67 1.26
2.26-40 66 3.67 .66
3.41-60 14 3.98 .65
3.72 .67
T p <.05
(
4-4-3
(p >.05)
C )
(n =32 )
(M =16.35) (n =109 )
(M =15.35)
(F =2.28,p =.08)
C )
(n =32 )
(M =23.16) (n =44 )

(M =22.08)
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(F =.81,p =.49)

(
4-4-3
SD F
1. 32 3.27 .86 2.28
2. 109 3.07 .78
3. 44 3.10 .87
4. 1 5.00
3.12 .82
1. 32 3.86 .66 .81
2. 109 3.69 .61
3. 44 3.68 .79
4. 1 4.17
3.72 .67
" p <.05
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( )
4-4-4
(p >.05)
(
10,000 (n =56
(M =16.25) 10,001-20,000
(n =37 ) (M =14.7)
(F =2.28,p =.51)
(
10,000 (n =56
(M =23.28) 10,001-20,000
(n =37 ) (M =21.18)
(F=191,p =.11)
( )
4-4-4
SD F
1.10,000 56 3.25 .87 .83
2.10,001-20,000 37 2.94 .87
3.20,001-30,000 52 3.09 .86
4.30,001-40,000 25 3.17 .71
5.40,001 16 3.14 .64
3.12 .82
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4-4-4

SD F
1.10,000 56 3.88 .68 1.91
2.10,001-20,000 37 3.53 .70
3.20,001-30,000 52 3.63 .67
4.30,001-40,000 25 3.73 .56
5.40,001 16 3.82 .58
3.72 .67
*p <.05
(
4-4-5
(p >.05)
« )
(n =30 ) (M =17.0)
(n =33 ) (M =14.5)
(F =2.23,p =.09)
( )
(n =17

(M =23.1)
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(n =33 ) (M =21.9)
(F =.56,p =.64)
(
4-4-5
SD F
1. 30 3.40 .76 2.23
2. 33 2.90 .78
3. 106 3.14 .85
4. 17  2.98 .72
3.12 .82
1. 30 3.80 .49 .56
2. 33 3.65 .65
3. 106 3.69 .73
4. 17  3.85 .57
3.72 .67

" p <.05
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4-5-1
(n =146 ) (n =40 )
(p <.05)

)

(n =146 )
(M =22.75) (n =40 ) (M =20.16) t

(t =2.66, p <.05)

)

(n =146 )
(M =20.1) (n =40 ) (M =19.32) t

(t =.89,p =.41)

)

(n =146 )
(M =20.58) (n =40 ) (M =19.2) t

(t =1.65,p =.14)
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146 3.25 .78 2.66"
40 2.88 .79
146 3.35 .81 .89
40 3.22 91
146 3.43 75 1.65
40 3.20 .88
" p <.05
( )
(
4-5-2
(p <.05)
()
41-60 (n =14 )
(M =25.83) 26-40 (n =66
(M =21.7)

(F =3.43,p =.03)
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41-60 (n =14
(M =21.48) 25 (n =106
(M =19.74)
(F =.76,p =.47)
C )
41-60 (n =14
(M =22.26) 25 (n =106
(M =20.04)
(F=1.41,p =.25)
( )
(
4-5-2
SD F
1.25 106 3.14 .78 3.43°7 3 1,2
2.26-40 66 3.10 .79
3.41-60 14 3.69 .82
3.17 .80
1.25 106 3.29 .82 .760
2.26-40 66 3.32 .84
3.41-60 14 3.58 .90
3.32 .83
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4-5-2 C )
SD F
1.25 106 3.34 .79 1.41
2.26-40 66 3.38 .78
3.41-60 14 3.71 .74
3.38 .79
T p <.05
41-60
25 26-40
(
)
4-5-3
(p >.05)
()
(n =32 )
(M =23.31) (n =109 )
(M =21.42)
(F =1.60,p =.19)
()
(n =109 )
(M =19.98) (n =44 ) (M =19.8)
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p =.67)

()
(n =109 )
(M =20.46) (n =44 )
(M =19.86)
(F =.53,p =.66)
(
4-5-3
SD F
1. 32 3.33 .73 1.60
2. 109  3.16 .78
3. 44 3.06 .86
4. 1 4.43
3.17 .80
1. 32 3.31 .74 .52
2. 109  3.33 .85
3. 44 3.30 .85
4. 1 4.33
3.32 .83
1. 32 3.35 .77 .53
2. 109 3.41 .78
3. 44 3.31 .83
4. 1 4.17
3.38 .79
94

" p <.05



4-5-4

(M
)

4-5-4

(p >.05)

10,000
=23.38) 10,001-20,000
(M =20.86)
(F =1.42,p =.23)

30,001-40,000
(M =21.24) 10,001-20,000
(M =19.44)
(F =1.14,p =.34)

30,001-40,000
(M =21.3) 10,001-20,000
(M =18.84)
(F=1.51,p =.20)
( )
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(n =25

(n =25



SD F

1.10,000 56 3.34 710 1.42
2.10,001-20,000 37 2.98 .96
3.20,001-30,000 52 3.07 .87
4.30,001-40,000 25 3.26 .54
5.40,001 16 3.20 .68

3.17 .80
1.10,000 56 3.42 17 1.14
2.10,001-20,000 37 3.24 .93
3.20,001-30,000 52 3.26 .94
4.30,001-40,000 25 3.54 .58
5.40,001 16 3.28 .70

3.32 .83
1.10,000 56 3.50 7 1.51
2.10,001-20,000 37 3.14 .89
3.20,001-30,000 52 3.34 .81
4.30,001-40,000 25 3.55 .53
5.40,001 16 3.36 .78

3.38 .79

T p <.05
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C )
(n =30
C )
(n =30
(n =33
C )
(n =30
(n =17

4-

5-5

R

(p >.05)

(M =24.29)
n =17 )

(M =21.0)
(M =19.02)
(F =.88,p =.45)

(M =21.18)

(M =19.38)

(F =.81,p =.49)
(
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(M =21.14)
(F =2.00,p =.12)



4-5-5

SD F

l. 30 3.47 .76 2.00
2. 33 3.02 .78
3. 106 3.16 .81
4. 17 3.02 .70

3.17 .80
l. 30 3.50 .87 .88
2. 33 3.17 .84
3. 106 3.31 .83
4. 17 3.38 .76

3.32 .83
l. 30 3.53 .73 .81
2. 33 3.23 .74
3. 106 3.39 .81
4. 17 3.32 .81

3.38 .79

’ p <.05
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p <.05
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4-6-1
.87
A7 p>.05
4-6-1
1 2
87" 17
8 3
(p 00 15
“p .05
.87
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4-6-2
n
75.1 X X
74.73 X X
Y 56.1
X
Y n
59.36 n Y
X 79.0
Y
X X
.70
n .70
X

100

74.73 X

56.12

56.12

59.36 Y

79.04

79.04
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4-6-2

X X Y n
1 .87 1 .81
2. .88 2. 96
3. .80
4 91
74.73 59.36
56.13 79.04
N .87
p? 75
4-6-1
X
(.87) (.88) (.80)
(.91) n
(.81) (.96)
X
(2008)

(2008) (2006)
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( (
()
4-6-3
98
p <.05 .16 p >.05
4-6-3
1 2
98" 16
6 2
(p 00 10

T p <.05
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Y
o
z
z
76.74
Y

.98

a B
p 96.7
a 84.76
84.76 Y
81.92 Z
Y 81.92
81.92
p
Z 76.74 Z
79.40 Y
Z 79.40
79.40

>.70
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Z p
>.70
Y
a zZ p
P .98
4-6-4
Y a V4 B
1. .89 1. .95
2 .95 2. 91
3. .82
84.76 76.74
8§1.92 79.40
P .98
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(.95) (.91)
Y
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