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Research on the Effect of Experiential Elements on
Brand Attitude, Visitor's Satisfaction, Revisit Intention
- Focusing on Regional Product Festival -

Sul-Ah Moon - Gwang-In Byun'H
Dept. of Food Science & Technology, Yeungnam University!

Abstract

The purpose of this study is to examine the effect of experiential elements on visitors’ satisfactions, brand
attitude, and revisit intention and to suggest the marketing strategy for differentiated festival experiences by
validating the mediating effect of brand attitude and visitors’ satisfaction among constructs.

Collected data were analyzed by using SPSS 22.0 and AMOS 22.0. The results from the data analysis are
as follows.

First, among experiential elements, the effect of three elements (feel, think, and act) on visitors’ satisfaction
was significant. Second, feel showed significant effect on brand attitude. Third, think and act showed
significant effect on revisit intention. Fourth, visitors’ satisfaction showed significant effect on brand attitude.
Fifth, visitors’ satisfaction and brand attitude showed direct effect on revisit intention and also indicated the
mediating effect between experiential elements and revisit intention.

Key words: experiential elements(feel, think, act), visitors’ satisfactions, brand attitude, revisit intention,
local festival
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<Fig. 1> Research model of this study.
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slel B4 alezt gelal aQleag A N. AEEAN
S, ma, W kel AR E sheka] 9lal
A ABBARA S ST er, e G 1. EEO| R =
AE Az 98l AzEN AET fo B Aol Suxie] ATEAGE 542 Ay
A= ASs] el FESE H(bootstrapping) B S ofdo] 1197(56.9%) 2= FAd 907
Wi e Algskslth (43.1%) B}t wokom dA#e 40t 66™(31.6%),
{Table 1> Characteristics of the respondents (N=209)
Item Classification Frequency(%) Item Classification Frequency
High school graduate 47(22.5)
Female 90(43.1) Colle.ge graduate 57272)
Aducation or in college
Sex
level Univ§rsity . grad.uate 78G73)
Male 119(56.9) or in university
Graduate school 27(13.0)
20~29 29(13.9) Under 100 17( 8.1)
30~39 59(28.2) 100~200 40(19.2)
Monthly 201 ~300 65(31.1)
Age 40~49 66(31.6) income
(#10.000) 301~400 42(20.1)
3059 40(19.1) 401~500 19( 9.1)
60< 15(72) 500 more 26(12.4)
TV/radio 42(20.1) Seoul 15( 7.2)
Internet 85(40.7)
Daegu 35(16.7)
Information Advertisement 34(16.3) Residential K bukd 121(57.9
resource Orally 22(10.5) area yongsangbukdo 9)
Newspaper/magazine 6( 2.9) Chungchungbukdo 14( 6.7)
Past experiences 15( 7.2)
Bl 5( 23) Etc. 24(11.5)
1 11( 5.3) Family 160(74.2)
2 69(33.0) Friend 33(13.4)
C i 44(21.1
ompa;mon 3 1D Relationship Lover 7( 3.3)
(number) 4 47(22.5)
Members 5(2.4)
5 16( 7.7)
More than 6 22(10.4) Etc. 13 6.7)
Watching festival only 101(48.3) One day 179(85.7)
Th Watching festival and tour 94(45.0 The length
efp Hipose € 450 i e Two days 22(10.5)
of visit Passing through others 2( 0.9 of visit
Etc. 12( 5.8) Three days 8( 3.8)
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1797(85.7%) = 93] Wskow], BEua2 & oAU, 5 AAEe
FEA O] 10178(48.3%), HAI% WF& T4 80T E ¢ AF F he] alle] FEHUL,
o 371 AN 4@ 0T BE BEES A BHSL AA8L PFLLE 247} P
etk gl dA= o] 7}Eo o A EEARE gre] 857, Bartlette] -8
16078(74.2%)= AHAetiom, JEAMoZE  HX| A= 1,059.031(p<001) 2 frolstAl et
AEUlo] 85%(40.7%), TV/HH L7t 428201 Wow, 384 T8 BT 48 d3ste] axl
%), A4 BnEo] 34(163%) 0.2 AL 0 AY Fsd Ao ek, g FA
BE e AEislom, 7 227(10.5%), 2 A E ] 65.608%= WERCw, 8919 A
Aol AR 15897200 Aoz 4 BER B S1sk7] 913 Cronbach's aft @A 7 o]
vEldth 71 A= (Table D3 2ok o Al A 7} HA:: Aoz e
Bl e, e O AR oAkl tigk
2. bzl A F:W =4 821 Aol = Zd A EEAE ghe] 797,
2 ApoMe 7 Hge] 21847 BlAdS Bartlette] 78 A3 R A 521.654(p<.001) 2
3Ho15l7] €18l Cronbach's atz} BA17 Q184 folsHA Uelhgon, FEA 2}%%}} T 42
S ANBI I, I AT (Table 2> 2 (Table 3> A3|sle] ol g Aeirlsd Aoz Vel
{Table 2> Reliability and exploratory factor analysis
Factor Variable 1222?; Communality ]iiflir;- Pro(;()]/o();ion CronZach‘s
Inciting curiosity .801 721
Occurring interests 812 7122
Think 4.907 40.888 .853
A lot of uniqueness 735 .648
Acquainted with local culture 127 .687
Being pleasant .800 7138
Feel Feeling happiness 147 .661 | 889 15.746 209
Gratified with new experiences 784 .651 (56.634)
Feeling taken care of .652 493
Offering chances for experiences 147 .604
Providing vitality of living .802 .698 8.974
Act 1.077 794
Wanting to go on festival ad 774 .623 (65.608)
Festival visitors are superior 749 .626

KMO=.857, Bartlett chi-square=1,059.031, Sig.=

.000, Total cumulative variance(%)=65.608




198

{Table 3> Reliability and exploratory factor analysis

Stz 8] 2] A 227 A 25(2016)

Fact Eigen- P ti Cronbach'
Factor Variable a .or Communality et ropotion ronbacts
loading value (%) a
Liked the festival 901 187
Prefer to festival .890 811
Brand
ran Festival is valuable 887 793 3922 33411 911
attitude
Reliable to festival .886 746
Being positive to festival .864 185
Satisfied to festival in general 902 814
Visitor's 22.512
i ; ; 1.608 .909
satisfaction Satiisfied t(? festival experiences 89 622 (55.923)
in general
Revisit Willing to recommend .856 795 12.322
. . 1.424 ’ .891
Intention Willing to revisit .832 723 (68.255)
KMO=.797, Bartlett chi-square=521.654, Sig.=.000, Total cumulative variance(%)=68.255%
3 TR Aol 68255%2 UEREo™, & (CCR)FEo] 0.7 o]do 2 Yehtol FFEldA] ol
olo] WA d#AAdES EQIsty] Y& Cronbach's a e Ao Fdsle= ], ¥ Ao &= AVERL
& G2 8 oo AlF| o AV gle AL 2] W7} 0.569~0.643, CCRE2 0.827~0.878 %
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A= <Table 4> 9} 2t
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&l 20 thdk pFk(>0.05), AGFI(>0.8), GFI, CFI
(>.0.9), RMR, RMSEA(<0.8)% 7|52 2 A}E-3]
Rom, g1A gliEA AT, £2=89.943, y¥df=
1.764, GFI=0.934, AGFI=0.898, NFI=0.927, CFI
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{Table 4> Reliability and exploratory factor analysis
Cronbach'
Factor Variable Estimate S.E. CR. AVE  CCR ronaac s
Being pleasant 835
Feeling happiness 759 .086 11.144™
Feel o 615 .827 .809
Gratified with new experiences .685 .078 9.968
Feeling taken care of 603 081 8.62""
Inciting curiosity 782 092 10.823""
Occurring interests 753 .088 10.434""
Think .648 .878 .853
A lot of uniqueness 748
Acquainted with local culture 799 .088 11.055™
Offering chances for experiences .623 .089 8.019™"
Providing vitality of living 167
Act L. 569 840 794
Wanting to go on festival ad .686 .089 8.743
Festival visitors are superior 728 .097 9.142™"

22=89.943, x?/df=1.764, GFI=0.934, AGFI=0.898, CFI=0.962, NFI=0.927, RMR=0.033, RMSEA=0.061, p=0.001

2]

=

vehd 74 HI2 A== i
zZ

{Table 5> Correlation analysis

Ao
vro g W
= AT GAtel ¢
2 Yeh} 7Hd H5= #
{Table 6>} 7t}

ey, 7 H4E
kvl vl g

==

6. D=1 =4

H-E A~ E Y (bootstrapping) HH o2 7H

B3

Feel Think Act Yisitorjs Bfand .Revi.sit
satisfaction attitude intention
Feel 1
Think 5927 1
Act 273" 3737 1
Visitor's satisfaction 548" 535" 3517 1
Brand attitude 564" 602" 367" 7417 1
Revisit intention 5427 576" 394" 762" 747" 1

** p<Ol.
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{Table 6> The results of the hypothesis test

Path Std. estimate S.E. CR. Adoption/reject
Feel 307 .066 4.791 %% Adoption
Sa\t’:fl:c’;zn - Think 365 073 5.490%% Adoption
Act 146 .068 2.623** Adoption
Feel 163 .053 2.76%* Adoption
Think .060 .060 .960 Reject
Brand attitude —
Act .068 .052 1.384 Reject
Visitor's satisfaction .588 .053 9.74%** Adoption
Visitor's satisfaction 322 .060 5.007%** Adoption
Brand attitude 412 .066 6.732%** Adoption
Revisit Intention <« Feel .052 .051 .986 Reject
Think .101 057 1.844 Adoption(H=
Act .079 .050 1.805 Adoption(tH=&
** p<01, *** p<001.
o felge Amnm iﬂ?‘éﬁii W, A, W Sl AR bl frel@ IFE MAE Ao
FEWEH VEG YR BAS PEe] fo 2 uehk /M HSS AREQT 1 duke
g YIS = FleR ura}ur 7V H62 |9 <Table 7>3} 2t
HST AGLL Y, A, BB WEY BE
I BHA= B=E w7 = AR oAl freolgh v.&d 8
e TR e Ao Yeht, 7H 7S Ae
Ak wgh, A w2 Bl g iR 5 AR AlA 719 7 Fr =
{Table 7> Mediating effects
b e e
Feel 163 181 344 .002 Adoption
Brand attitude «— Think .060 215 274 .003 Adoption
Act .0638 .086 154 013 Adoption
sa\t]llssfli‘c’;zn 322 242 565 002 Adoption
Revisit intention < Feel 052 241 293 .005 Adoption
Think .101 231 332 .004 Adoption
Act .079 11 .190 018 Adoption
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