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The effect of experiential value of tourism 020 service on relationship quality and
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ABSTRACT

Recently, the demand for tourism O20 service is increasing and customer experience is becoming important,
but research on the experiential value of tourism O20 service is insufficient. Therefore, this study aimed to
examine the effect of experiential value of tourism O20 service on relationship quality and future behavior
intention. The subject of the survey in this study was set to consumers in their 20s or older with experience of
using tourism O20 service within the last two years. The survey was conducted through an online research
company, and 421 samples were used for empirical analysis, excluding inappropriate data among the collected
survey data. Confirmatory factor analysis and structural equation model analysis were performed using AMOS
24.0 as a program for hypothesis verification in this study. The results according to the research hypothesis test
are as follows. First, experiential value constructs (i.e., consumer return on investment, excellent service,
playfulness, esthetics, and social reference) of tourism O20 service had a positive effect on trust and satisfaction,
which are sub-factors of relationship quality. Second, relationship quality constructs of tourism O20 service had a
positive effect on future behavior intention. Third, experiential value constructs of tourism O20 service had an
indirect effect on future behavior intention via relationship quality. In the future, tourism 020 companies need to
establish customer experience management and service design strategies based on the experiential value of
consumers. In addition, it is necessary to prepare an improved customer relationship management strategy for
tourism O20 services.
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L ME

T UAY, 284, AESH Yo AV BEsiA|a thdst 710l §E o] MiREE 42 AFIEY E=o] gAtat
AOLEAA|7F AASIEHA] TiEZQ HEEMY|E H2UAREZ 020(online to offline) AH]20f tist A AAA 427}
2=z Yrh(HAY - 77, 2018; Zhang & Wang, 2021). 020AH]A B|RUARES B3| 28 ofojulqli] S Al
AEFEQIEO| A|&A 02 MHAstal Q= 7}%:%1 20194 715 U 020MH]IA A e 292 P02 ZdtH] 304% 715k

glom] oonHl A% B AR oF 9720] o231 YTHFA7IHrA, 2020 02 05). 020MHIA0) THEAQ! o2y
o4 ugt SHpoofo] F5la e $°é*é Bl BA, 2w S 2o S4o] mek 020MuIA0ke] SAMT olEe
WSk S BRI A% 00AIAG) S8 RS 1 of AR 2 Aol

TG 020 WFFEOIL MEIAE ATEE ot QIEIUIE Fof 28lRloA HRHS, TRldek FudAE & 4 S,
2Rl oA IFFEoI MHIAE o] &she AlBlA AL T 4= Sl FuldolMe] 8 WARR: EF Y
A} @322l MBlA AFAAL ABAR TAETH(Xiao et al, 2019). L 0209] AlFEE AZ B MH|A 94 FE2 A

ZHEA o] iRl A|et 22 Bof Tge) RISk st ARl Wi AF U oEulE AE Sofl the 487t 7Kl
1=l

i

Ol

el ;
3hH AP ZAA716E) Aol HolSHA AHRF Al 2248 UL ZEE A Y=t (Pine & Gilmore, 1998) 020AH]AL]
3521 AN HF 8% F shts 4HIAR] YA 71 (experiential value)oll 2H-& @ Au|2 TARIT} 7ol &
4> th(Chiang, 2018). &, &H|AR: Falla7goll A T Ada 2 AHIAE stz 915t Zlo] okl EgstaL 7193 1t
ToERS FRotEaL sb7] wiZel 0209 22 Hé@iﬁ 2ol 2HIRLY] AR Y AL AdE E AEI AL R|ZE
& PIAZ 4 AtH(Tsao & Shao, 2018). TFH FEA 7= AH|APL Aol 2+ &S P8-S A7Ask=t] &7
< & 4 e T 2HAREl JloiM A g4 } T F2sital & 4= lof(Holbrook, 1986) ¥ 0209] 4]
= O TAI"lA ﬁé‘.&ﬁr 2 4 Q1710 ool thgt AIRAQl Atrdto] desirtal AHE:
A 7tz Q] Alest 5 kst SFERYolA AEH R AFE A AL MRS AR} o] & ZAERI 0204
x]2] AAkEE AF0] BESH Aol (Z1d - 717, 2018) APA 71H9] F8/d0] & BLERIA
F 020AMH]|29] A 712} olet AAE WEP e FHstol TG E vHAR L3S AR ARIslE AAEE
A L7t Stk
O20AH] 2] TiRE &H|A} 3% A= 0204127 718 de] E85]aL Q= Q4] 4 Hlig 28R tide] (2= - Qi
3], 2019; SR 5, 2019)7F Blaa] o] 2= Qi) el - 28l RollME 2 AR AH(AERS, 2020; 279 -
SAE, 2019)7F =] glovt 32 020 AMB|AFA 5 AH|ARS] 020A1H]|20] Tigt 7154 Q1A d-toll =L itk
1 Qo= BEit SUR(F]R1 - =917, 2019), 2ZFE2(FYE, 2018) 59 Holol|M 44 ZI8fw|a1 9lont opz] )1L9] 427}
BAlE &2 Aotk £ Qb= obAl ATt mleRRt SAIAR] g 020 HIAE T OR shaL 7|E 754 84
419 020 E3F Au|aFAo] I3he o] ofd AvRF ] 7]Hke] 712] QXS A= st A|9] A(relationship
quality), &% 52| =(behavior intention) 53 FASH 2L IFSHE AH] PFEYP S =ETTH= oA APEAR] A4
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1. ¢ O20AMu]| 29| F3A 714

eelol ZeEat oaelel =Y 71818 B HIZUARE 020% ZIQlolu AHlAt FEske
AH|ZE gQlstaL omelol Wolq ARASl FujZHo] olRolxA] EliE] B8] A% AuIANUR) TEARI] AH3e

sl AwEolel 3 4 Sl Ziane. 2020), 20 20108 Pl §o19) Aol ANEIGAT Kol 85, 554 5 oplol

Aol A TRt HlzYARE0] St 9] ¥EE|S glom i} fHoME TF 2UME BAE dHof| L Ith(Kang
& K1m, 2018). 020= ]% AHFAQl 2211 Amaet Aol Z=tl 22l £ oA AES HHlE Foll 21
A 2|9 0204 H)AE AR|AF @A AZo|U MHIAS 48514 o] |78t oju|2UARTe] HAS Zhet} T3l

OZO—%*—’\MW AlFshe xRl JEe] Ae cl5sl7] of7e] 7I€ o] & 770l = &R Bl QEstA Hr ezl
Alg Mu|a7E Eto] Qlojw e W wgto] oj#g 847} Qe B4l th(Xiao et al, 2019).

2| 020 7Anaet WA F7v QA AHstal {83 A9 AAS E=E6h] e At Aol 37t Ha
01 = *e‘“x‘i A 7iA1eE 22 AH|AR] theket A QlAlolu 2ERRIG0IN HojAl= AdE E AlHA] 221l TS Q1A o]

A7t gfizlo] 7kal Itk (Chiang, 2018). §3] 2592 AABANY Altietar AJol]%o] 4n|Ake] 7 % 33 71

%31% tHAEA 4oz Qe Qlet YA W% HIZRE 917 714 2 Y
S (Smith & Colgate, 2007), £H|AS] E/dol| 2= 7i8]o|x 7|t Hde Aled &
4 ItH(Gupta & Vajic, 2000). 84 7H= Xﬂﬁ/’\i‘ﬂ]’\vi olgolut Hds Bl ==
g 4 lem(Holbrook, 1994), A4 7Hxl& 2HIAM] AHAR] o]& A 52 1A
AcH(Mathwick et al, 2001). &, ¥ 020 EHZNME FA4A 7HE 3%
B7te] BeAd-e Fsl A o 7] wWieoll(in et al, 2013), ¥
F J&=E AAE|ojof Fith

AEA 7= AA e B0l AR AAH 7I2A 9] 7154 7iAIeE A e Boll A" UIAE 7HA A9
WA 7¥219] 27f AYeg A RS 4 SITH(Babin & Darden, 1995). A1F7H] HgHoFs HIESH Thgh Hofo] itojA]
HEAQ AYA 7k 24 =32 AREE o] 231 Q= A2 Mathwick et al. (2001)9] A¥ % 7Hx] 2% (experiential value
scale: EVS)°lth Mathwick et al. (2001)2 AHA 7129l 24 =1 Ay AZIES 53l 7154 7] 8A4ZA AH|A}
FA=9)E (return on investment: ROD I A& 944, 234 71x] Q424 {3133 AnAdE AXlsh= 5 234 7HAE
4719] QRlo= ATt £HAF ROIE AL =8s 9 4= e B84 7HEZQ) SHolA Aozt & 4= =t
E 020« &HAOA 28402 PRI AujdAe T 5 3}71] st 7HAu A IRIFRE Alsted, 53] 7HdH|
QAL An|ARe] WGt S 850 of A4F3] 52 a7k & 4= Ioh(Kim et al, 2020). AHIZ 99402
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A= AE/AE129] F4o| Tt 217 F=dar g —’r— SI=H(Choi, 2015,), TF 0209] E81=, Fj=rl o] 8oy 7IMHE
HE 5 ZAPHR) AL Qaola] Al PRl B QS shl En AHIA $44E TR B E o5 e
Hrh(Kim et al, 2020). $34S BHERx DY % 2717t Fokels ol EALONt YHTEE AN

>.4

—E

Ao A EASE 4 Q1= (Choi, 2015), BF 020= AH A Yzof Biloh= R34S Alestr] 913 020 239
gARlo] Fasirar 9 4 QUth(Kim et al, 2020). Anl/de 72hE B3 214 $749] vzl dajolekar & 4 3E=tl(Choi,
2015), TG 0200M = Ag=E Sel=o] Mot hﬂle T4 AEjHlo] At ZHe EdjA @47 E AlnlAde AB|AR]
7Hx| e} 9 Q1Ao] GRS mAA HEg g 0209] 1|4 wﬂ% 2A5he 7S F9stta & 4 Ith(Kim et al,, 2020).

020 ¥ Aol 7Rt O20AHIA BPA] 7HA9] AR 3845 A ET Kim et al (2020) AHIA 2473, 204,
3814d9] 370 89], Chiang(2018)2 4H|A} ROL, AMH]A 9424, AlulA, §38]49] 47] 8191, Choi(2015)= 4H]A} ROL, AMH]A
S, A, 8314, AkEA 7119] 571 891, Tsao & Shao(2018)+& AHIA} ROI, AH|A 9424, Huli, §38)14, 3183
A, 4G22 671 8R1eR 77t Aosto] AFATE ZPsiginh. £ AtollAl= Mathwick et al. (2001)2] EVS =&

N
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o2 71E 020 T 734 7] Auigat SES arsto] g 020AH]129] B/do]l Wko] AHA 7IAIE AR
ROI(consumer ROI), AH]A& 24 (service excellence), 834 (playfulness), 1|/ (esthetics), AFS]A &7 (social
reference) 2| 57 8102 JoJstaL AlF<Ao] A-8slo] Pt 07]A AR F7= AB[sEalolA ERlS] Z3doy
oA, ¥ks 5 AlEA 84F Yot ol Far g @5}01 AF9] &H7HA] 7]E0] Bl o2k & 4= A=t (Holbrook,
1996), 020 EHE A AlFck= 2HAF 2 5 AR £ g 02048]2 AR|ARY] ol A7) uje- 83 1d 894U

4 o] F 0209] oniSl= B4 7HA7H E ¢ ‘il‘:P(ChOI, 2015).

2. BAle] A

TAS] A2 2HRIeE AJF/AHIA AlFAF 7He] IAZ =S Ad/dol Tigh ANEARl 8 4F oJu|gittal & 4= Q1=Tl(Dorsch
et al, 1998), ¥AIQ] Aof| Tt A4 /g ¥Qloll thgt &Rt Zo)= o]FofR|A] gat UTHOISE - HiES, 2016). FHHAoR
HAS] A T NEA AR HRICRE AJF/AH|A0] Ay Bl thgh Alg] T, £909] 371 8119]
g85a JQed(HE% - a7, 2019; Nikbin et al, 2016) 1 & A9} THES A |9] o] AlEHloz 23t A7}
g RISkl QItH(Masri et al, 2020).

AElE Bieo] g 9l Aol tigh 950 24 (Chaudhuri & Holbrook, 2001), A8l &R|A7F Biieo] sl Q14)sk=
A2, olebd, A=A Sat TE soigolztal & 4 Slth(Albert & Merunka, 2013). Algles Ba=o] QIx14 53 A=A,
3 52 B3l A== YAIA A= anjAier BEO] A AL B3 A AEl2 HEE 4 et (McAllister,
1995) & Atollx= AAA A=l oA g9 9 HEAT

“J—qi‘% 71& 7ol 2% AFFolut Aulao] Tk ZRkARl Frietal o 4> 917] wiEoll(Anderson et al, 1994) W5

T2 YRlo] H £ itk & AnAe] W2 2 ool tigt 374 Wriek AT QAo ZA AHIRE
7Ho];<4 ﬂz‘ﬂ% HaEl= 4_& .-147]-'5}._.\:-]] _9,1-_9.0]-1:]—.‘:. 7(40]1:]—(WU et al, 2018)

AHAE UiAz2 oA FY, 7Y, 538, 8% 55 S5 BEiso) tigt ¥AdE 2esiAl Ei=tl(Rahmani-Nejad et al,
2014), tiF-=o] Hgoly samgelE] AolMs TAQ AL g QA 3354 ZAxt AtolE mii7ish= HRlx Tg79]
ARS Aoy 2/9=E FAdsHA sk Ao R ARBEE 5 AR} fA9F Atle] AHA welo s AFE N Qlok
(Lam & Wong, 2020).

71E TAY Ao A8 dAES xRl anjgde ?i—"rLEH%—E SRR | 2ol ThgRt 2211 An|ghgo]
Z/35ol] w2t 020 EF 22 221R1 SgolA WAdsl= AujAtel B 71 #A19] A miefsh= Zlo] F8sittal =gy
UTH(Nadeem et al, 2020). 020 T Atof|A] LA A& UH7H‘{4_°J9—E X%OJ A YgS HH thaat Ao &5% - s
5](2017)9] A+ollM mubd wigqyel HA R TAC] Aol AFHHRIQI AlZ]et Thsol|, Aol ThE2 2|44 o] gojko]
FlRt FFES vl AoE Ve FE3) - AE2(2018)2] AtollA 020 ABIAL] A7 g AH|RF THEat Alglo)]
HEa AEls ATaoeo] foldt JFe Al AR YERTh £ AgolMe 221 ¥g 3 A5tollA 3Al9] Ao
Helo 2 AAsittal IHEojA =SS - AElE], 2011) Al=leh RHEo] WHRlE ¥RF 02041H|A A1) Ao| AlFHllo s
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Pz iH]ZV} £74 5“501] “‘04% a O‘l:— 73] AElE oujsh=t(Oliver, 1997), AEol=E ARt k=
e e AEE E8E & UdUin et al,

2015). B&o== “él—} 5749 °3FJ1~ e 4~ gl ‘11 374 °“E—JE—J 739 WEEOPIME 2 - 23ZERIC] AH|EolA
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FE ARIAE olsfist=t] F83% H=rt F 4 %E}(Wu et al, 2018).
0202+ TdE Aol FF 5o =t Hedsto] SAHTFOZ AR Ui BH A|&4] o] Ao =5 T Aje=

/33t 15(Chiang, 2018; Kang & Namkung, 2019), XH?UHJEQ} TRz 27 g]le' AR A (Tsao & Shao,
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2018), Bl=A) F/d:=0t 54 S5m0 271 2R1o® et A7H(Choi, 2015)7F SlEH B AollM 5 5ol A+
a2 7)€ 020 AFH(7128] - 1R, 2020; Chiang, 2018)5 arsto] 0204 H] 20| it A|&4] o] &oj=et FAo=s
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71E B wopllN HEH 7HlE BAY] Aol APHPRA FolRE TS viRlths o] ofg] dolA AdFE el
Ak FHA - 44202002 AFolM FBAF ARIAS] HAA 7HA] AR F AHIAF B8/, AElA 944, §814d2
A A=, 812 BA W5l 344 FT= vl AoR Usth ARSE 5(2020)2] Aol of3iAr AR|A A

7HA9] BE AR AHAF B84, MHlA A4, F31/d, AR ofgiatell iRt Algjet Tl foI3t e miAE
ZOR LB 015-8(2016) 2 A7olME HIAEG ] 733 7HA7F AR|ARA] HRIQ] 2EotE) n]Ajs e AuES)
<t A34 7124 F AHIAFROL AU, F8d2 SEutae] S0 AR Aol 3744 de nlAle o= YERd
EH 717 AR AHARA F/oll F27 Yol ATEA HAA] 5(2011) 9 ATl BHHtd FFHE
AEA 7 e e Wide AQistal Aok whEel 34 ITE viAe Ao yEth

0209] 7484 7Hlet TA Q] A ol ¥l 7o TAS 13 e obF] W2 B2 ofUARE SiRAAE FAe= 0209
234 7He BAS) A wklel | et Choi(2015) AI3AE ofRIAIOIE 0] HAALE tde=
3 UAE ASSIFET] PARIES] AHA 712 84 F AH|&
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£ W3 0209 A4 7H7F 020 ol nlAe 2 ATl BdH 7H84 F AHlA 44, &HIAF RO
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olstelom olel W ARFEL APAF(0lS5E, 2016; 05T,
Mathwick et al,, 2001; Tsao & Shao, 2018)& aLstal SHTES AF/dsto] 1870 £ A7gsIqltt B/l #A19] A2
‘TF 020 EHE AH|2o] et ZerARl Aot wEE Foll AAE A BA 14 FEf 2 Hosiglon olet wH
HAETELS AYAL(8/4972 - A9, 2017, ° o—;ﬁ} -HiES, 2016; HE% - 74E€7), 2019; Zhang, 2020)S sty 24TE
N EZo= HAsilth AW, % Bl TG 020 AfH|2of tigt

(]
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GFI=.904, RMSEA=.05022 A 7|E& 353 2= Uiyl =3t B EASE3(AVE) 2 .684~.822(>.5), 7I'dAl
2= (CCR)= .874~.932(>.7)2 YEFtO™ Cronbach's aZll4 GA] 777~.856(>.6) 22 7|EAE Z3sto] Ad7de)
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E 2 F3EY9 FAHLALY 2z
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