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Abstract
The aim of the research was to investigate of the relationships among the sailing involvement, experience quality, leisure benefits and behavioral intentions. The subjects were recruited from persons participating in sailing tourism. Purposive sampling was used for the questionnaire survey. There were 500 questionnaires were issued and the valid subjects were 460 obtained, yielding a response rate of 92%. The SPSS 23.0 software and AMOS 24 were performed. Statistical methods including item analysis, descriptive statistics, independent sample t-test, confirmatory factor analysis and structure equation modeling for data analysis. The results showed that Involvement had a positive impact upon experience quality and leisure benefits, also, both of the experience quality and leisure benefits had a positive impact upon behavioral intentions. Furthermore, the experience quality and benefits had mediated roles between sailing involvement and behavioral intentions. 
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INTRODUCTION
The demands for sailing was increasing in Penghu Archipelago Island. As demand grows, the sailing industry has begun to flourish, becoming a vital part of Taiwan’s tourism experience. Sailing tourism offers high-end, private travel options that meet the needs of tourists seeking personalization and luxury. It elevates the tourism industry level and drives related services like hotels, catering, and itinerary design, while creating local jobs. Furthermore, sailing allows tourists to reach remote islands and coral reefs for water activities like snorkeling, diving, and fishing, enhancing Penghu’s appeal as an island destination.
However, this increasing popularity, academic researches on the sailing at Penghu archipelago island remained limited, with most prior studies focusing on the China and Okinawa, Japan. This highlighted a critical research gap in understanding tourist behavior within this emerging destination.
To address this gap, this study examined the relationships among participation involvement, experience quality, leisure benefits and behavioral intentions in the context of sailing in Penghu archipelago island. Specifically, this research aimed to (1) explore demographic significant differences in these constructs, (2) examine the effects of participation involvement, experience quality and leisure benefits upon behavioral intention, (3) analyze their causal relationships, and (4) test the mediating roles of experience quality and leisure benefits. 
Literature Review
A sailboat is a vessel with a deep-rooted history spanning over 5,000 years, utilizing wind power to propel sails for navigation across water surfaces. Modern sailboats are primarily employed for leisure and competitive racing, offering a unique blend of energy efficiency and technical challenge. Common types include windsurfers, lasers, optimist sailboats (OP-for beginners), and keelboats.  Sailing is a water sport that demands combination of seamless teamwork and professional nautical expertise. Originating in Egypt around 3900 BC, sailboats were initially used for maritime exploration and trade, gradually evolving into instruments for sport and recreation. Sailboat rely on harnessing natural wind (downwind or crosswind) to manipulate sail gear and propel the vessel forward. When wind conditions are insufficient, sailboats are often equipped with mechanical engines or oars as secondary propulsion. A sailboat consists of hull (monohull or multihull), rigging (masts and sails), a rudder (for directional control), and ballast to ensure stability.
Participation involvement theory played a pivotal role in the research of tourism behavior and leisure activities. According to Pine and Gilmore’s (1998). Four realms of experience economy, tourism and leisure activities could be categorized into four experiential dimensions based on the mode of participation and the degree of sensory interaction: Education, Entertainment, Escapist, and Esthetic. Each dimension reflected a distinct pattern of involvement. Nugraha et. al. (2021) indicated that the level of involvement was regarded as crucial indicator of a traveler’s psychological and behavioral investment in tourism activities, encompassing dimensions such as emotion, cognition, social interaction, and focused engagement. Researches suggested that when tourists exhibited a higher degree of emotional and psychological involvement in an activity, it fostered a strong sense of belonging and participation, thereby, enhancing their impressions and satisfaction with the tourism experience. Involvement not only influenced the depth of the travel experience but also facilitates memorable tourism experiences, strengthening visitor satisfaction and their willingness to provide word-of-mouth recommendation. In tourism contexts, a traveler’s level of involvement was often manifested through their interactions with the local environment, cultural activities, and interpersonal relationships. Higher levels of investment lead to more profound experiences, which in turn drive revisit intentions and loyalty. This implies that involvement played a critical role in destination marketing and activity design, effectively transforming transient travel activities into long-term tourism momentum with sustainable value.
Experience quality: the term of experience originated from the Latin word experiential, meaning to explore or test. In philosophy, the concept of experience was derived from the Greek word “emperia”. Experience quality referred to the holistic quality participating in a certain activity or using a specific product; this concept typically emphasized the influence of emotions, perceptions, and subjective experiences. Experience quality was not limited to the performance of functions of the product itself but also encompasses the emotional responses and sense of fulfillment obtained by consumers during the process of use. According to the consumer experience perspective translated by Xia and Lu (2003), experience quality was defined as the spiritual feelings acquired by consumers from the experience process, which reach the evaluative standards perceived by an individual’s subjective consciousness.
Experience quality reflected the subjective perceptions of consumers during the process of utilizing a product or service, encompassing both emotional responses and a sense of fulfillment. From a definitional standpoint, experience quality emphasized the emotional reactions and spiritual feelings acquired by consumers, suggesting that enterprises must prioritize the holistic experience when designing products and services. In related research, Holbrook and Hirschman (1982) proposed the constitutive elements of the consumption experience, highlighting the significance of novelty, hedonics, and aesthetic standards to the consumer experience. Research by Unger and Kernan (1983) further refined these experiential elements, revealing the critical roles of intrinsic satisfaction, perceived freedom, and the level of involvement in leisure activities. Furthermore, research by Wu (2025) emphasized the positive relationship between experience quality and satisfaction, noting the influence of satisfaction on behavioral intentions. This indicated that superior experience quality could promote sustained consumer behavior. Overall, experience quality not only affected consumer satisfaction but also dictated how this satisfaction shaped the future behavior of consumers.
Leisure benefits: Leisure benefits referred to the positive outcomes or values obtained by individuals after participating in leisure activities. In addition to providing functions of entertainment and relaxation, leisure activities yielded multifaceted benefits across psychological, physiological, and social dimensions. Driver and Brown (1978) stated that leisure benefits were the positive results gained from psychological satisfaction, stress relief, and the enhancement of quality of life. As leisure research had evolved, scholars had increasingly viewed leisure benefits as a vital indicator for assessing the value of leisure activities. Drive, Brown and Peterson (1991) further noted that through the process of participation, leisure activities allowed individuals to gain a sense of pleasure, achievement, and opportunities for self-actualization, while exerting a positive impact on psychological adjustment and life satisfaction. Moreover, Mannell and Kleiber (1997) argued that appropriated leisure involvement could promote physical and mental health while enhancing overall quality of life. Through leisure activities, persons could temporarily escape from daily stressors, allowing for physical and mental relaxation and recalibration. Lee and Crompton (1992) indicated that leisure activities not only provide psychological and physiological benefits but also foster social interaction and the establishment of interpersonal relationships. During participation, individuals could build sense of social support through communication and cooperation with others. Consequently, leisure benefits were generally regarded as a multi dimension concepts encompassing three primary dimensions: psychological physiological and social dimension.
Behavior intention was widely utilized to predict the actions an individual might take in the future, representing a consumer’s inclination and willingness toward a specific behavior. Kao (2006) stated that once customers had undergone a consumption experience, they transformed their personal feelings and thoughts into an internal evaluative framework to determine whether the service or product was superior or inferior, which subsequently serves as a reference for their future behavior intentions. Huang (2002) noted that consumers maintained specific expectations for desired items; if these expectations were not met, consumers would perceive a gap and feel dissatisfied thereby influencing their subsequent behavioral intentions. The objective of assessing post-experience behavioral intention was to judge whether tourists were willing to participate in activities again, recommend them to others, or share positive evaluations.
RESEARCH METHODOLOGY
3.1 Research Frame
demographics
Involvement 
Quality
Leisure
Intentions








H1: Involvement, experiential quality and leisure benefits positively influenced behavioral intention in recreational activities in sailing of Penghu Bay.
H2: Involvement, experiential quality, leisure benefits and behavior intention were casual relationships among them.
	H3: Experiential quality and leisure benefits mediated the relationship between involvement and behavioral intention.
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This study employed a questionnaire survey method to examine involvement, experiential quality, leisure benefits and behavioral intention among tourists participating in recreational activities in the East Sea area of Penghu. The research instrument consisted of four sections: involvement, experiential quality, behavioral intention, and respondents’ demographic information. All measurement items were designed using a five-point Likert scale, ranging from strongly disagree to strongly agree, and were presented as positively worded, closed-ended questions.
The questionnaire was distributed online using Google Forms between December 1, 2025, and March 23, 2026. A total of 500 questionnaires were distributed, of which 460 valid responses were obtained, yielding a response rate of 86.2%. Data analysis tools used were IBM SPSS Statistics 23 and IBM SPSS Amos 23.
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Fig1-2 Structural equation modeling
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Structural equation modeling
[bookmark: _Toc223600593]This study employed Structural Equation Modeling (SEM) via IBM SPSS AMOS 23.0 to examine the hypothesized relationships among involvement, experiential quality, and behavioral intention within the context of Penghu’s East Sea recreational activities. Preliminary diagnostics confirmed that the data distribution adhered to the assumptions of multivariate normality, justifying the use of Maximum Likelihood Estimation (MLE). The goodness-of-fit was evaluated using multiple indices (see Table 2). The absolute fit index yielded a χ2 value of 862.005. Although statistically significant, this elevation was frequently attributed to the index’s sensitivity to sample size and model complexity (Hair et al., 2019). While the Adjusted Goodness of Fit Index (AGFI = 0.765) fell slightly below the stringent 0.80 threshold, it remained within a marginal yet acceptable range for exploratory research. Regarding incremental fit indices, the TLI (0.847), CFI (0.862), and IFI (0.864) approached the conventional 0.90 benchmark, while the NFI (0.776) and RFI (0.751) exhibited consistent, albeit moderate, alignment. Despite these indices not reaching ideal levels, the holistic evaluation suggested the proposed model maintains a satisfactory degree of parsimony and fit, providing a robust foundation for subsequent hypothesis testing.
Table 1. Overall structural model compatibility and adaptation status
	Model Fix Index
	
	Acceptable value
	Modified

	Absolute fit indicators
	χ2
	Small 
	2999.214

	
	χ2/df
	<5 
	3.744

	
	GFI
	>0.8 is good 
	0.771

	
	AGFI
	>0.8 is acceptable  
	0.765

	
	RMR
	<0.05 
	0.037

	
	RMSEA
	<0.08
	0.077

	Incremental fit indicators
	NFI
	>.90 is great, >.80 is tolerable  
	0.776

	
	TLI
	Same 
	0.847

	
	CFI
	Same 
	0.888

	
	RFI
	Same
	0.751

	
	IFI
	Same
	0.864

	
	
	



Overall structural causal model 
The results of the structural path analysis indicated that all hypothesized relationships were statistically significant (see Table 3). Specifically, involvement exerted a significant positive influence on experiential quality (β = 0.737,T= 5.470, p < .001), providing strong support for H1. Regarding behavioral intention, both involvement (β= 0.446, T = 2.492, p < .05) and experiential quality (β = 0.729, T = 3.182, p < .01) exhibited positive and significant effects, thereby confirming H2 and H3, respectively. These findings suggested that higher levels of initial motivation and perceived value were critical antecedents to tourists' subsequent behavioral intentions within the context of the study(see Fig 1).
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Fig 9. Structural Equation Modelling
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Mediation Analysis
This study employed the bootstrap approach proposed by Efron (1979) to conduct statistical inference, utilizing confidence intervals to estimate indirect effects and examine mediation. The criteria for assessing mediation followed the guidelines of Preacher and Hayes (2004). Specifically, effects were considered non-significant when the confidence interval includes zero, whereas intervals excluding zero indicated statistical significance. An indirect effect was deemed non-existent if its confidence interval contained zero, and significant if it did not. Furthermore, full mediation was indicated when the direct effect was non-significant, whereas partial mediation was supported when both indirect and total effects were significant.
The empirical results demonstrated that the indirect effect of experiential quality between involvement and behavioral intention was 0.378. Both the bias-corrected (BC) and percentile (PC) 95% confidence intervals exclude zero, with a p-value below 0.05, indicating a significant mediator effect. The direct effect (0.467) was also significant, as its confidence interval did not include zero. Additionally, the total effect (0.798) was statistically significant. Based on the criteria proposed by Preacher and Hayes (2004), the simultaneous significance of both indirect and total effects confirmed the presence of partial mediation. Overall, experiential quality serves as a significant partial mediator in the relationship between involvement and behavioral intention.
Table 3. Summary of the Mediating Effect of Experiential quality
	Involvement (X)→Experiential quality (M)→Behavioral Intention (Y)

	
	
	Estimate
	BC/PC 95% Confidence Interval
	Result

	
	
	
	P value
	BC
	PC
	

	Indirect Effect
	XMY
	0.378
	0.000/0.006
	0.300~1.232
	0.144~0.707
	Confirmed

	Direct Effect
	XM
	0.735
	0.000/0.001
	0.568~0.875
	0.548~0.866
	Partial Mediation

	
	XY
	0.467
	0.029/0.025
	0.064~0698
	0.072~0.705
	

	
	MY
	0.631
	0.000/0.006
	0.404~1.270
	0.217~0.883
	

	Total Effect
	XY
	0.798
	0.000/0.001
	0.064~0.698
	0.686~0.928
	Confirmed



	Involvement (X)→leisure benefits (M)→Behavioral Intention (Y)

	
	
	Estimate
	BC/PC 95% Confidence Interval
	Result

	
	
	
	P value
	BC
	PC
	

	Indirect Effect
	XMY
	0.457
	0.000/0.006
	0.300~1.232
	0.144~0.707
	Confirmed

	Direct Effect
	XM
	0.713
	0.000/0.001
	0.568~0.875
	0.548~0.866
	Partial Mediation

	
	XY
	0.431
	0.029/0.025
	0.064~0698
	0.072~0.705
	

	
	MY
	0.612
	0.000/0.006
	0.404~1.270
	0.217~0.883
	

	Total Effect
	XY
	0.754
	0.000/0.001
	0.064~0.698
	0.686~0.928
	Confirmed


DISCUSSION AND CONCLUSIONS
This study confirmed that involvement, experiential quality, leisure benefits and behavioral intention were significantly interrelated within the context of recreational activities in the East Sea of Penghu. The results demonstrated that involvement positively influences both experiential quality and leisure benefits, furthermore, experiential quality and leisure benefits further exerted a significant positive effect on behavioral intention. These results were consistent with prior studies (Ding et al., 2021; Li et al., 2021; Zhu & Liu, 2024), reinforcing the critical role of experience value and leisure benefits in shaping tourist behavior. Moreover, experiential quality and leisure benefits were found to partially mediate the relationship between involvement and behavioral intention, supporting the proposed theoretical framework.
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