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Abstract

Purpose — The importance of customer experiences has been increasing in retail industry as wells as theme park industry.
The purpose of this research is to investigate relationships among brand experience, customer perceived value and brand
support behavior in theme park industry. Furthermore, we ftried to examine the moderating effects of interaction with
customers in the relationships between brand experience and customer perceived value. Besides, we provided some
implications for not only the theme park industry but also other service industries such as retail industry.

Research design, data, and methodology — The research model has nine hypotheses, and we examined them empirically in
this study. Five hypotheses were about relationships among theme park brand experiences, customer perceived value, and
brand support behavior. The other four hypotheses were about the moderating effects of customer interactions in the causal
relationship between brand experiences and customer perceived value. A total of 167 samples who had visited the theme
park were surveyed and the hypotheses were tested with the statistical package programs such as SPSS 21.0 and AMOS
21.0.

Results — The results of this study are as follows. First, it was proved that theme park visitors' sensory experience,
emotional experience, and cognitive experience have significant positive effects on perceived value, although the hypothesis
about the causal relationship between behavioral experience and perceived value is not supported. Second, the customer
perceived value has a positive effect on brand support behavior. Third, customer interaction has a positive moderating effect
between brand experiences and perceived value, except for behavioral experience.

Conclusions - Based on the results of this study, there can be following significances and implications from both theoretical
and practical perspectives. First, we confirmed the importance of experiential marketing in other service industries such as
retail industry as well as the theme park industry. The marketing managers in these industries need to design various
experience programs considering the various characteristics of experiences such as sensory, emotional, and cognitive
experiences. Second, it will be necessary for the theme park managers to encourage active participation of customers, and
raise the level of interaction between employees and customers.
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Variable Number of items Cronbach’s o Variable Number of items Cronbach’s o
Sensory Experience 4 .904 Customer Perceived Value 3 794
Emotional Experience 3 .850 Brand Support Behavior 4 .883
Behavioral Experience 3 .822 Interaction with Customers 4 .878
Cogpnitive Experience 3 773 — — —
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1 cige waSo| ABEITNL EEETNS ol
?/5t0f AMOS 21.02 O|8dliM 20N QOIE2MZ +AHSIH
O, 1 ZAf= Table 29 ZCt.

Table 2: Confirmatory Factor Analysis
. Standardized
Variables Items Estimates S.E | tvalue | CR | AVE
SE1| 0861 - -
SE2 | 0850 |0.077|14.212%*
c S‘?”SOWSE 0.906|0.706
xperience(SE) | SE3 | 0.860  |0.078[14.527**
SE4| 0788  |0.080|12.507***
EE3| 0843 - -

Emotional _ "'ery 10808 [0.087]12.218"*|0.851|0.655
Experience(EE)

EE5 | 0776  |0.083|11.542+*
BE1| 0.747 - -

Behavioral  I'ges [ 0826 |0.140| 9.284° |0.824/0.610
Experience(BE)

BE3| 0769 |0.122| 8.972**
CE2| 0741 - -

Cognitive _ "oeal 5733 [0.119] 9.038* |0.773]0.531
Experience(CE)

CE4| 0712 |0.122| 8779+
PV2 | 0.766 - -

Customer

Perceived PV3 0.772 0.101{10.939***|0.795|0.564

Value(PV.

aAe®V)  pvs| 0713 |0.006| 0.943
BSB2|  0.806 - -
Brand Support |BSB3| 0875 |0.001|12985" I -
Behavior(BSB) |BSB4| 0.760  |0.102|10.763***| '
BSB5| 0793  |0.093|11.386"*
wcz2|  0.821 - -
teraction i |WVC3| 0816 |0.000/11.715™
Customers(WC) [IWC4| 0797 |0.094|11.383+++|0-880/0.646
wCe| 0781  |0.085[11.073**
X2= 422.040, DF=231, CMIN / DF = 1.827,
GFI = 0.897, NFI = 0.901, CFI = 0.931, RMSEA=0.051
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M, 2 AN AR FxRZEo Hotz AZZAnto
=M, x° Zho| z+zh 250.9020|1, ¥/df Zho| Z+zh 1.6352
LIEILE QU0 =87|F(<3.00)0 FatstRCt. £t GFI gio|
0.864, NFI Z'0| 0.8952 LIEIL} £=87|=Q! 0.90] =2 O|X|
X| 2&}X|0F, CFI 20| 0.956(=27|= 0.9 0|AH, RMSEA %}
0| 0.060(=87|Z 0.08 O|0H So=Z LEILID Qlof, Cikst
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Ch
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olmt A= HBAHZLIF 0411(C.R=3.881, p<0.001), E|Otm}
30|Mel EMAE HEo| Do X|ZHEl THK|of H(+)el FES
O|AICH=s QOp RHA= ZZ A7} 0.344(C.R.=2.558, p<0.05),
HIOMIR0I M QIX|A HEo| 2ol X[ZH=l JHX|of H(+)Q|
g2 OiFCHs ot 2= ZdEA =7 0.243(C.R.=1.987,
p<0.05) 22 BT [OIStA LtEfLtD QUCE T2{Lf, H|OHI3
oMol HWSX HEo| 1ol X|ZtE THK|Of F(+)Q FH2
O|%IC= Qlaf 2tAl= ZEAH =7} 0.047(C.R.=0.638, p>0.5)2
2 ROISHA LIEHLEX|] ZSHQICE OFX|He =, nZio| X[ZHE
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Table 3: Discriminant Validity

97

Variable 1 2 3 4 5 6 7
Sensory Experience 0.706
Emotional Experience 0.311 0.655
Behavioral Experience 0.187 0.282 0.610
Cognitive Experience 0.307 0.270 0.213 0.531
Customer Perceived Value 0.316 0.279 0.194 0.304 0.564
Brand Support Behavior 0.332 0.285 0.167 0.259 0.370 0.656
Interaction with Customers 0.305 0.314 0.145 0.286 0.309 0.353 0.646
The table’s figures: AVE of variables, the square values of correlations between variables
Table 4: Path Analysis and Hypothesis Test
Hypotheses(Paths) Analysis and Test
Standardized Coefficient CR Test Results
<H 1>. Sensory Experience -— Customer Perceived Value 0.411 3.881*** Supported
<H 2>. Emotional Experience -— Customer Perceived Value 0.344 2.558* Supported
<H 3>. Behavioral Experience -— Customer Perceived Value 0.047 0.638 Not Supported
<H 4>. Cognitive Experience -— Customer Perceived Value 0.243 1.987* Supported
<H 5>. Customer Perceived Value -— Brand Support Behavior 0.885 9.906*** Supported

Note. *: p<0.05, **: p<0.01, ***: p<0.001
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Table 5: Comparison between Groups and Hypothesis Test

Low Group High Group
C.R. for Test
Hypotheses(Paths) Standardized Standardized ;
. . Differences Results
Coefficient D Coefficient R
<H 6> Sensory Experience — Customer Perceived Value 0.235 2.354* 0.586 3.463*** 2.361 Supported
<H 7> Emotional Experience — Customer Perceived Value 0.198 2.012* 0.506 3.201*** 2.035 Supported
<H 8> Behavioral Experience — Customer Perceived Value 0.001 0.312 0.052 0.637 0.654 Not Supported
<H 9> Cognitive Experience — Customer Perceived Value 0.187 2.003* 0.443 2.986* 2.006 Supported
Note. *: p<0.05, **: p<0.01, ***: p<0.001
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