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            Abstract
          
        

        
          The purpose of this study is to investigate the relationship among experience value, intention to participate continuously and intention to recommendation of horseback riding participants, and to verify the mediating effect of intention to participate continuously. The subjects of the study were 230 adults participating in horseback riding in South Korea. Data were collected using a questionnaire, and frequency, confirmatory factor, reliability, correlation, structural equation model analyses were conducted using SPSS 18.0 and AMOS 18.0. Results showed that aesthetics and service excellence had a positive effect on intention to participate continuously, and consumer return on investment had a significant effect on intention to recommendation. The intention to participate continuously positively affected the intention to recommendation. In particular, the intention to participate continuously was found to be completely mediated in the relationship between aesthetics/service excellence and intention to recommendation. Horse riding clubs should create an environment where participants can experience fun and enjoyment. Lastly, clubs will have to provide excellent coaching service, and carry out price/non-price promotion activities for continuous participation.
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