
 

 

 
Can the Experience of the Road Running Activities Bring Positive Benefits to 

the Corporate Image and Customer Loyalty? 
 

1 
   

nancy@gcloud.csu.edu.tw 
2 

  
k40109113@gcloud.csu.edu.tw 

3 
  

k40109120@gcloud.csu.edu.tw 
4 

  
k40109140@gcloud.csu.edu.tw 

5 
  

k40109147@gcloud.csu.edu.tw 
 

 

855 458

53.57%

1. 

2. 3. 

4. 5. 

 

 

 
Abstract 

Nowadays, more and more people like to exercise, especially road running has become a craze in Taiwan in recent 

years.This study investigated the behavior of road running regarding its participation motivation, experiential marketing, 

experiential value, corporate image and customer loyalty, and how to increase runner’s brand loyalty to a business 

through holding road running events. For those people who have been participated the road race activities, the study 

provided 855 copies of questionnaires, and 458 copies of them were available. Therefore, the valid response rate is 

53.57%.According to the results, the study analyzed participants’ reactions and responses and provided five 



 

 

suggestions.First, by planning thorough activities, enterprises can create high-quality corporate image. Second, enterprises 

can enhance the experience of feeling by impressive stories or celebrity endorsements. Third, enterprises can increase 

people's willingness and experiential value to participate in the races by promoting that exercise for reducing pressures. 

Four, high-quality road running experience can strengthen customers' overall enterprises’impression. Finally, enterprises 

can create high-quality corporate image in order to facilitate customers' loyalty. These conclusions and recommendations 

can provide business suggestions in organizing or sponsoring road running activities for marketing and promotion needs. 

Keywords: road running, participation motivation, experiential marketing, experiential value, corporate image,  

customer loyalty 
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