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ABSTRACT

To date, athough the recreational industry emerged from the blooming
business illustrates the necessary of well-being investment in basic
industries, but less financial investment engaged in the field of resort as
compared to the mgjority manufacturing industries invested by Taiwan
businessmen in China. In addition, the previous diversity industries
concentrate attention on merging the cheaper human power and materia
cost as objective aspects for establishing the manufacture base or
manufacturing partner center. Nevertheless, more  employment
opportunities made more income as for the people being in the devel oping
economic system, which have gradually taken the leisure spending into
account by the leisure consumer in China.The economic transition in
Mainland China due to its reformation and openness policies since 1979 is
considered to be the greatest economic development world-wide ever after
the Industrial Revolution. Mainland China's economic growth is more
10% every year recently, but few research studies on the Leisure
Consumption Behaviors in China . This paper studies the relationship
between Life Style and Consumer Relationship Marketing in China, and
discusses whether the duration of residence affects that relationship.
Primary data were collected and statistically analyzed from questionnaire
distributed by Systematic Sampling procedures. Total questionnaires will
be asked to 500 consumers in China club living within Guang Zhou City.
The framework of the study is expanded from the decision process of
AlO Mode . The statistical analysis of demographic data, transaction
characteristics, variance of information sources, purchase motivations and
actors associated with purchase by frequency distributions, factor analysis,
Mann-Whitney U Test, Kruskal-Wallis H Test, cross-tab and Ordered
Probit Model.
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