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Abstract

The purpose of this study was to construct a participation model for marathoners so as to
explore marathoners’ participation behaviors and their satisfactory extent to which the
evaluation factor and event image were emphasized. The scale entitled ”2007 Taiwan
International Marathon Satisfaction Questionnaire” was used as tool to collect data from the
2007 Taiwan International Marathon. A total of 350 questionnaires were distributed and 330
were valid responded. The 330 effective questionnaires were then analyzed by Structural
Equation Model to examine the hypothesized model. The response rate was 94.29%. After
analysis, the results showed that event image was significantly correlated with satisfaction,
customer lifetime value and re-participation intention, and consider factor was significantly
correlated with satisfaction and customer lifetime value, while satisfaction was significantly
correlated with customer lifetime value. Based on the findings, suggestions were provided,
and the outcomes of the study would, hopefully, be contributive to marathon event host and

future researcher.
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F
19.315 4 4.829 1.694 151
926.203 325 2.850
945.518 329
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4-2-39
(p<.001)
4-2-39 t
t
(n=46) (n=284)
M 12.30 11.31
3.78
SD 1.49 1.69
10.
4-2-40
(P<.001)
Duncan
20
4-2-40
1 () 11~15 16~20 20
2~5 5~10 F Sig
N 130 113 50 19 14 4 5.942 .000
M 14.51 15.19 14.88 16.00 16.00 19.00
SD 2.49 2.22 2.32 1.91 2.39 2.00
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4-2-41

t (P>.05)
4-2-41 t
t
(n=245) (n=85)
5.62 5.92
-1.27
SD 1.95 1.47
4-2-42
(P>.05)
4-2-42
F
8.581 4 2.145 .633 .639
1100.719 325 3.387
1109.300 329
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4-2-43
(P<.001)
Duncan
4-2-43
/ F Sig
()
N 10 90 208 22 6.071 .000
M 6.80 6.94 6.05 5.77
SD 1.23 1.61 1.89 1.80
4,
4-2-44
(P>.05)
4-2-44
F
30.056 6 5.009 1.499 .178
1079.244 323 3.341
1109.300 329
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4-2-45
(P>.05)
4-2-45
F
10.898 5 2.180 .643 .667
1098.402 324 3.390
1109.300 329
6.
4-2-46
(P>.05)
4-2-46
F
10.268 4 2.567 .759 .553
1099.032 325 3.382
1109.300 329
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4-2-47

(P>.05)
4-2-47
F
16.339 4 4.085 1.215 .304
1092.961 325 3.363
1109.300 329
4-2-48
(P>.05)
4-2-48
F
15.357 4 3.839 1.141 .337
1093.943 325 3.366
1109.300 329

4-2-49
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(p>.05)

4-2-49 t
t
(n=46) (n=284)
M 5.57 5.72
-.536
SD 2.00 1.81
10.
4-2-50
(P>.05)
4-2-50
F
7.688 5 1.538 .452 .812
1101.612 324 3.400
1109.300 329
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(Linear Structure Relationship,

LISREL)
(inferred) (hypothesized)
( 2000)
(1998) LISREL
(latent independent variables)
(exogenous variables) &
(latent dependent variables)
(endogenous variables) n
& X
n Y1
s Y n X
X Y
LISREL
4-3-1
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Na2=
ns:=

4-3-2

Y4=
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Y9:

LISREL
(1998) LISREL
(1) (2)
(3) (4)
(5) 4-3-2
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LISREL
1.(X,Y)
2.(&m)
3.

4.

v
1. unidimension
2.
1.
v v
K 2‘ Y X
3.
1.
2.
3.
4.
windows
v lisrel
out
ASCII
Xz
(RMR)
(RMSEA)
(NFI, NNFI, CFI)
(GFI)

4-3-2 LISREL

(1998) SPSS,SAS,BMDP
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(1998)

(Anderson & Gerbing, 1988) LISREL
1 1
(Goodness-of-Fit Index, GFI) (Root

Mean Square Residual, RMR)
(Adjusted Goodness-of-fit Index, AGFI)
(Comparative Fit Index, CFI)
(Non-normed Fit Index,NNFI)
GFI, AGFI, CFI, NNFI 0 1

GFI=0.93 AGFI=0.89 NFI=0.94 NNFI=0.96 CFI=0.97
RMR=0.036
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4-3-3 (RH) T
T
IM1 0.83 0.68 15.30
IM2 0.78 0.61 14.39
11 0.69 0.47  13.65
12 0.82 0.67 17.39
13 ( 0.80 0.65 16.69
14 0.83 0.69 17.85
15
0.76 0.58 15.63
)
S1 0.55 0.31  8.95
S2 0.67 0.45  10.85
S3
0.52 0.27  8.37
)
Cl 0.58 0.34  10.41
C2 0.65 0.42  12.02
C3 0.71 0.50 13.25
C4 0.65 0.43  12.05
R1
0.86 0.73  12.46
R2
0.78 0.61 11.72
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i ha M1
L2 Mz
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4-3-1
(The Maximum Likelihood
method, ML)
(Kaplan, 2000)
11177

350
x2(df=94)=205.37 (P=0.00) GFI=0.93

RMR=0.036 AGFI=0.89 CFI=0.97 NFI=0.94
NNFI=0.96 0.9
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4-3-4 2007

(MI)

1

>0.5 <0.95

<0.05
>0.9
>0.9

<0.05
>0.9
>0.9

>0.95

>0.5
>0.6
>0.5

<1.96
<3.84

x*=0.00
GF1=0.93
AGFI=0.89
RMR=0.036
NFI1=0.94
NNFI=0.96
CFI=0.97
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4-3-5 2007
4-3-5
4-3-5
4-3-6 4-3-7 4-3-5 H6
v11=0.49 P<0.001 H7
P
v21=0.46 P<0.001 HS8
P
v31=0.32 P<0.01
H9
P v12=0.34 P<0.001 HI10
v22=0.28 P<0.001 HII
P v22=0.15 P>0.05
H12
P B,1=0.35 P<0.01 HI3

H14
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B3,=-0.24 P>0.05



P 631:0.07
P>0.05
4-3-5
0.49 %% 0.46%%** -0.32%*
0.34%%% 0.28%%** 0.15
¥*¥*¥P< 001 **P<.01 *P<.05
4-3-6
.- 0.35%* 0.07
0. 35%% -- -0.24
0.07 -0.24 --
¥*¥*¥P< 001 **P<.01 *P<.05
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032 || M1
039» | M2
053> | 1

033>
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042

**¥*xp< 001

0.83

0.78
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H1-1
H1-2
H1-3
H1-4
H1-5
H1-6
H1-7
H1-8
H1-9
H1-10
H2-1
H2-2
H2-3
H2-4
H2-5
H2-6
H2-7
H2-8
H2-9
H2-10
H3-1
H3-2
H3-3
H3-4
H3-5
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H3-7
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H3-10
H4-1
H4-2
H4-3
H4-4
H4-5
H4-6
H4-7
H4-8
H4-9

H4-10
H5-1
H5-2
HS5-3
H5-4
H5-5
H5-6
H5-7
HS5-8
H5-9

H5-10

H6
H7
H8
H9
H10
H11
H12
H13
H14
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2000 SPSS

2001
3(1) 39-53

2003

LEO
2005

3 43-76

2000

2005
80 54-61
2002
2005 12 18 ING

http://www.epochtimes.com/b5/5/12/18/n1158366.htm

1979
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1987 35 13
2001
2002
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1995 SPSS For Windows

1995 SPSS For Windows

2001

2001
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2004

2004

2002
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