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Welcome to Your Experience: Where You Can Check Out 
Anytime You 'd Like, But You Can Never Leave 

Madcleinc E. Pu 11 11l"". Come ll Univc"i lY 
Michacl A. Gross. Cnlorado SlalC Univc"ilY 

E叮'Jeriellce de，~igll οr effor1!J 10 creare el1l(){ional cOl1 n ecliο11 wilh gllesls or (' lIsm附ers

Ihrough cαrefl向J!wmil1g oJrangilJle αnd 川tangihle\en'ice elemel1l!J, has gllined fJofJularily 
Ùl l1Iall)' IIoJpilalily afld retail lJusine.u.es. Wil11 ever-iflcreas;llg C0111pel;I;0" . sen'ice 
prO\'iden se叫 10 de\'elop IOylllly b." aggt叭叭'e/y dωig叫，悟 ， cOlllimlOmly ifl IlOl'alÍng , 

αIllI managinf{ IIIeir CLlStοmer experieI1Ce_\ , 7 hi 、 fJllper e.λ1'1οres Ihe rel{l(iOllS叫11叮t吋'p bel仇'"ν'e已ellJ 

L的t研ijJ伊甘甘r何'er卅11 S扭er川\'IC吋e e/(.刊，句叫，

addi臼1川tκ011. il 10ο)(.ο叫J此k品 α叫I e叫m叩ο叫J“1ο 1101 re，\先中pon圳1.\九吋e叫s ω 附e臼吋d耐1刮1α叫li川ng Ja叫C叫fωιο>r.咐r丹'S be刮r川\\'‘v吋7哈eel川， 1"仇le physical , 

relalional ， αnd lime designed elel1U!nlj and Iο'ylllly behα， .ior. A model is propo!J ed and 
leMed I\' illl II VIP hospiwlil)' fefll Jor an 川削./1(1 1巾l10lly reno lt'lled perJormance co叫Jony

R的1/11; oJ ，IIe 、仰的川d;cllle 111叫 I\'h;le α few d凹ign elemel1l\ direc峙， ajJecl loyal,.". Ihe 
relalioll ;可hip hel H't:咐t 川OM de,ign el凹的山削d 的'yoll." i .\ .\Iroflgly medioled lJy elicilil18 
cer(w I1 Iype 、 of emOl;onal J.甜hO l'Îor. This cOllneclion Juu implicatiom for Ihe foc lIs o[ 
sen'lce mllllage叮 effor，s 川 d阱~re川 e叭'IrOllmellls

" 1 w3nllhc cxperiencc of 、WY lll且 a l one of 111)' hOlcls 10 bc 1110 re likc sccing ‘.1 g reat 
mov ic , readin甚;) womlcrful book. or watching a mcmorablc play- nol jusl a placc 
10 s lcep. bUI a placc whc re yO ll fccl an honc !o. t. cmoli on i.l l conncclion-whc re you 
feel li~c you arc an integral part 0 1" thc ~tor)' unfolding around you- bcc :.J usc you 
arc" (Schragcr. 2α)2) 

Ovcr Ihc laM few ycar爪 Ih已 rc h,IS been an incrcasing lrc nd IOwmds c rcatin且 "cλpe ri encc !o. .. 

for c ustomers. parlkularly for those in thc scrv icc sector. ß cc<t usc o f this IJcnd. a numbcr of 
aUlhors argue th<t l lhe SC f\ ÎCc cconomy ha r.,. bccn lransfo rmcd În lO an <lttentÎon cconomy 
(Davcnpo l1 & Bcck. 2伽)2). c nlc l1ainmcßl cconomy (Wol f. 1999), a drea01 sociely (Jcnscn. 
2∞ 1). emolion CCOllomy (Gol泛& Zyman.2∞ 1) or an expcricncc cconomy (Pinc & Gilmo陀.
199日‘ 1999: Schmitt , 1999). Gcncrally. thcsc authors indicate Il1al ascom l11odili/ation of many 
:-.crvice offerings cOl1 linues. companíes mU 'illind new ways 10 achicvc a competitivc advantage 
particularly by focus ing 011 dcsign aml managemcnt 0 1' c U.lo.tomcrs' expericnccs. Typica l 
cxamplcs of ncw service eλ伊;ncncc concepts a悶 the following: bouliquc ho tc ls. suc h as la l1 

Schragcr's propcrties in New York (thc Hud叩n and Morg‘105.) or London (Sandc r:;on and SI 
Martins); "Try and ßU) .. rcta Îl concepts. slIch as 吼叫 's Skalc-parkjSlorc Concepls o r Casc 
To mahawk Cu叫omcr Expcricncc Ccnlcr: lhc mc park rctai l. ,uch as Toys R US Ncw York Cily 
nag持hip "orc or Xscapc. UK. and I'ull cxpcricncc portrolio,. such 山 lho，c providcd by Lego 
Intcmalional Ih rough thcir thcmc parks. web... iIC~ and uscr group寫. and cXlcnsive pr囚1u叫h
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Whilc expcriencc dcsign aUlhors argue that wcll.dcsigned cxpcricnces build 1的 ally

<Davcnport & Bcc~ ， 2002: Gobé& Zyman. 2∞ 1: Pinc& Gilmorc. 199x' 1999: Rcichheld. 1996: 
Schmiu可 1999) 出C 陀lalion;i1ip belwecn differcnl 唱rvicc design clcmcnts 3nd loyalty behavior 
is nOI fuliy undcrslood or Icsted. Expcricnces art inherentl) clllotional and pcrsonal; many 
factors arc bcyond the conlrol of managcmcnt 5uch as pcrsonal inlc中rctalÎon of a sÎtuation 
based on culluml back且round. prior expericncc. 1110od. scns31ion sceking personality lraÎ峙，
and many otherfactors (Belk. 1975: Gardncr. 1985: Hirschlllan & Ii olbr.∞k. 1984: Zuckcmlan 
1971). Nevenhcless. withil、 management 、 dOll1 ain. Ihe scrvicc designer can dcsign for 
cxpericncc and operations managcr C.1I1 f:‘IcililalC an environmcnt flοr cxperience by 
manipulming kcy clcmcnls. A considerable amounl of markcting research has eXil l11 incd how 
brands crcale叫pcricnces (Gobé & Zylllan. 2∞ 1 : Schmitt. 1999: Wol f. 1999: Zalllllan , 2∞3) 

The ill1paCI of cxpericnce design and ll1anagc ll1cnl 011 scrvicc opcnnions managc l11cnl has 
bccn Ihc focu~ 01' only limilcd rcsearch. A major contrihution of our study i~ 10 show that 
understanding Ihc relationship bctwecn differcnl clcmcnts of cxpcriencc dcsign and loyalty 
providcs a uscful framcwork for servicc opcration~ dcsi且n and mnnugcment. The pu巾oseof
thc anicJc is 10 improve managemc l1l undcrstanding of cxpcriencc dcsig l1 hy addressing thc 
following qucstions 

. Iiow d。有crviccs crcale 311 expericnce Il1al can influcncc loyalty'? 

. 、Nhat role do cmotions play"! 
• What specific servicc elcmC l1lS influcncc emotional conncclion and 10)'311y bchavior? 
• What arc the implicatiolls for scrvi囚 rnanagcrs?

• Can lessons 忱 Icamcd in onc scrvice scctor and thcn transhncd 10 olhcr scctors? 

To address thcse qucMions. wc fïrSllook at dcfinitions of cxpcricncc nnd the current litcrature 
on designing and mana且ing cxpcriences. Next. wc dcvclop an expJoratory framework to 
il1lcgrate thc vitHI pieces of expcricnce design wi lh custo ll1cr loyalty bchavior. Thc proposed 
framework is tc~tcd with YIP hospitality trcatmcnts for an internationally renowncd 
perfonnancc comp叩y. n1C rcsults are analy7ed and thc managcrial and rcsearch Împlicalions 
of lhc l1lodcl and expcrimcntal results are discusscd. In addition. suggcstions for future 
rcsear，ιh 3rc dr.a wn 

CO:-/CEPTS 

Experienc啥。eSlgn

While opcralion~ manag叩1cnl re~cl.l rch has focusc cJ on scrvicc dc~ign ， thc arca of experìencc 
dcsign has becn largely ignored. To see what it takcs 10 crcale a scrvice "cxperience,'‘ we fï間
look at dcfïnitions of expcricncc. Early rcsearch by Dcwcy (1963) focused on the evcnt 
qualitics of an experience. According 10 Ihis work. engaging in an eλ戶!rience involves 
progrcssion ovcr timc, anticipalion , cl1lotional involvcmc l1 l, a unh.luc l1C間 that makcs il st~lnd 
oul fro ll1 lhe ordinary, and it rC f.lches SOI1lC sort of complelíon. Morc recently, Gupta and Vajic 
(1999) statc thut an cxpcricnce occurs whcn a cu~tomer has any scnsation or knowledgc 
acqulsll lon 爬山u lL ing from somc levcl of interaClion with diffcrcnl clcmcnts o[ a context 
created by a scrvicc provider. Successful expcrienccs are Ihose thal thc customer fïnds 
unique. mcmorablc and su~tainablc ovcr timc. would want to rCI咒at and build upon. and 
enthusiaSlÎι:aliy promotes via word ofmoulh (Pine & Gilmorc. 1998. 1999) 
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Scvcml rcscarchCfS h3ve focu :,cd 011 cXlraon.linary Or uptimal c荒 pcricnces. The leading 
rcsearcher 川 Ihi s arca. C~ihlcntlllihal yi ( 1991. 1997). rcfcrs to oplÎmal c文 pcncnces as ‘ flow." 
Flow c>.pcricnccs offcr absorption. personal c0l1 1rol 可 JOY可 valuc:，、 a ~pol1 taneou可 I Clling-be.

and a ncwnc:，~ of pcrccplion and process. A person' Í) attcntÎoll b complclcly absorbcd by 
the aClivity or gOi.l l objcCl and lhc cxpcricncc has a Icvel of skill and challcngc. Building 011 
lhal work. Arnould and Price (1993) dctïnc cxtraordinary cxpericnce可 as those characlerized 
by high levcls of cmotional intensi ty (usually triggcrcd by ttn unu~ lI al cvcnt) and that the 
cxpcricncc is rcvcalcd Qvcr timc. The cuslomer i 、 nCVCT ~ure what thc cxacl ou lcomc will be 
due LO thc (.'ontcx t. bchavior 0 1' othcr customcr唔. and unclcar cxpectation~ 

Within a servicc manager's control, thcrc <l rc .scvcra l CO Jll lllon thcmcs found in thcsc 
dcfïnitiolls rclating 10 the design and managc lI1clll of custO l11cr cxpcricnccs. Thc~c themes 
ÎndicHtc that good cxpcricnces build IOY<l lty behavior throu且h SO IllC kind of emotiona l 
conncction and cU~LOmcr pcrccptions of tÎmc "i lruc lU re and CO I1 ICx t. In thc nCXI scclion , WC 
will cxplore lhc cOllccplual dcfinilions. 

Loyaltyand Emolio叫

Typically. scrvicc operalions rcscarch has considercd c lIstomcr satisfaction as Ihe key 
outCQmc mcasu陀J1lCI1l of、crvicc dcsi且11 (c.g.. JohIlSlon, 1995: Kcllogg. Youngdahl , & Bowcn . 
1997). Salisfaclion depcnd為 011 pcrccplion of thc cu叫omcr of whal was delivered and how 
and lhc cxpcct.uion that Ihe customer has ofthe scrvicc and company dclivering the servicc 
(Ze ithaml. Pamsuraman、& Berry. 1990). Ahhough salisfaclioll 鬥 Împortan l . it does 1101 
neccssarily indicatc that thc customer will l>e loyallo thc company (Gitomcr. 1998). LoyaJ 
customcr!) havc bchaviors :,uch as rcpeat busi l1css and promotion of lhc company through 
word of mouth 10 oLhcrs (Godin 、 200 1 : Hesken. Reicl廿leld. & Sas.cr. 1990: Ilcskc lI. Sasscr, & 
Schlc巴 111且cr. 1997). Retum or loyn l C ll slomcrs 訓 c kcy 10 Ihe succcss of many services 
particularly Ihosc in Lhc hospitality. insurancc. and financial :,cctorl>. A 別11all incrcasc in the 
percentagc of loyal cus t01l1er can amollnl to :.J mllch highcr il1creasc in prolïts and overall 
va lue 10 lhe lïrm (1lcskc lI cl ，， 1 、 1990: HcskclI CI al. , 1997; I-I olbrook 可 1 994). Many ‘ lu thors 
slrcs~ Ihm wcll dcsigned and managcd cxpericnccs crcalc loyalty bchavioJ' throu且h emot iona l 
connecLion during Ihc scrvice process (Davcnpon & Bcc~. 200 1: Gobé & Zyman. 2001 哥 Pine

& Gilmorc. 199且. 1999: Schmill. 1妙9: Za ltman. 2∞3) 

Sevcral rcc.cnl ‘11IIhors have examincd how cmoliorm l conncclÎon rclates 10 custO l1ler loyalty 
behavior. According 10 Pinc and Gilmore (1998. 1999).lhc beSI rcl叭的nships with customcrs 
arc affeclivc or e ll101ional in naLure 丸，Vhen companics succeed in not on ly salisfying certain 
needs but also making the interactions plcasurablc. pcoplc arc ll10re incJ ined 10 slay loyal、

evcn whcn a mi:-'Iakc takcs pl‘ICC. Zaltman (2∞3) indicalcs lhallhc langiblc allribulcs of a 
product or scrvicc havc far Icss infl uence on consumer prcfcrcncc than the su lx:onscious 
sensory and e ll1otiona l clclllcllls dcrived from the total expcricllcc. Diffcrc l1I emotions have 
bccn show l1 Lo play ~I slrong ro lc in the dccision-makin且 process rcgarding loyalty behavior 
al various hOlCI scg l11Cl1lS (Barksy & Nash. 2(02), in prcdicling 什'cqucncy ofblood donalion 
behav ior (A llcn , Machlcil. & K Icine. 1992) and in oulco l11c ，時間SMllCn lS I11casurcs such as 
bCSL experience. price-worthy, and uniquc for muhi-d‘ly river Irips (Arnould & Price、 1993:
Pricc.Amould. & Ticmey, 1995) 
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Conlext 

A仰cc叩or，州dωin咚gl岫。 Cαa盯r巾hο削n叩c 山叫ld圳11 ‘a叫t

concerned with 1咐hc r.:onl叩c ‘叫1 clues or dcs叫i且n elcmcnb cmil】叫圳Itcd by Ih叩c s叩crVl眩‘ce and 1咐hc

cnvironmcnt rathcr thanjust thc service's perfomlancc. Gupta and Vajic (1999) detïne conlexl 
as Ihe physical and relational seuÎn皂、 panicular seleclion and arrangemcnt of products、 Ihe

world 0 1" objccts and ~oci <J 1 aclor.... and Ihc rulc~ anu proccdurc\ for 、ocial intcractions wilh 
olhcr cuMomcr治 and ~crvÎcc fm:iIÎl :llOrs. In a scrvicc sctting. conte>.t refcrs 10 thc placc wherc 
Ihc custo l11cr COI刊umcs thc 弓crvicc and cverything thal lhc Cl門10l11er interacts with in Ih31 
selting. According 10 ßilncr (1990. 1992). CO l1\cxl is Ihc'、crviccs(.'apc'、 and diclalcs what the 
organi7ation should considcr 川 tcmlS of environmcnlal di J11 cn~ion~ ， p叫 ticipant mediatin且

responsc句 (coιnitivc. c l11otiona l. and phy肘。Jogical) and cmploycc tlnd cu叫Ol11 cr bchaviors 
Shc proposcd th~1t Ihc physicaJ surroundings or contexl influence all interactions between 
cmployccs 3nd customcrs and thcir approach or avoidancc behavior înc1l1d川且 staying lon且er‘

expressing cO l11l11 ilmenl and loyalty. 叩cndin甚 moncy. and caπying oul the pu巾osc of Ihe 
organization (8itncr. 1992)。

Thcrc 3rc IWO pri l11的 compol1ent弓 10 contex t: phy\i山 1 and rel叫 iona l. Carbone and Haeckel 
(1994) rcfcrto physical CO l1 lcxl as . mechanics c1 ues" for sights. smel l>. sou l1ds, and leX lU res 
gcncratcd by thin且~. They refer to relational conlext ilS ﹒ human呵呵 cluc..... fonhose behaviors 

cman3tcd fro l1l pcoplc. From Ihis perspective. l11anaging CuSlomer expericnce mC3ns 
orchc'traling all Ihc "c1ues" Ihal people delecl so Ihal Ihe) collcclively mcel or excec.d 
pcoplc's cmotio l1al needs and expectations in addition to functional c >, pcclations (8cπy. 
Carbo l1e. & 1 h.cc~ e1. 2臥)2). From ""、crvke oper;.uion、 dc，啥11 I咒刊pcctivc . both contexl 
elel11 enl~ arc cffcctcd by thc scrvicc design t'actors s lH.:h as loctltion. facility layou l. producl 
dcsign. schcdllJin且. workcr sk ills. quaJity control and 111casurcs. tÎmc 可tandards. dem3nd and 
capacily pl叫nll1且﹒ industrialization Jeve l. standardi7ation of scrvicc offcrin且， cuslO l11cr contacl 
leve l. front linc pcrsonncl di~crctiol1. sales opportunit)九1.II1d Cllsloll1cr pHl1icipation (Mcllers可

King.Mcltcr.... & PuJJman. 2∞3) 

Genera lJ y. rclntional CO l1lcxt rcfc鬥 10 intcraçlion: (1) bctwccn thc guc吼叫1d ~cr、l ice provider. 
and (2) bctwccn lhe guesl and the other gucsls. This inlcraction i 、 I I11 pol1anl to cxpcnence 
design bccau叩 il foster、 identifïcation with thc scrvicc providcr and with the olhcr guesls 
Identific3l ion i 、 thc pcrccption of oncnc叭叭 ith or bclongingnc...... 10 a CO IlCClivc. whcrc lhe 
individual dcfïncs him or h叮咚clf in tcrrn電 of thc collcctivc in which he or she is a rnember 

(Macl &A、h l'onh. 1992). When a guesl identifìcs wilh Ihe scrvicc providcr al1d other guesls. 
lhe gucSl takcs on Ihc imerc !o. l!) of the service provider and accept電 Iho間 Intere可ts as his or 

hcr own Ihu~ crcating loyalty behavior. A s lJccessful service cxpcrience provitler such as 
Disncy ~lX= nds man) monlhs lraining employees 011 悶Jationalmclhod、 to conncct cmotionally 
with gllest、 durin且 soc叫 1 intcl缸 .ions (Rubi趴 1998)

Scvcral prcviou.~ rcscarchcrs havc cX3mincd thc implications of relational conlexl design 
faClor~. Thc wc1 l.known customercontact approach (Chasc. 1981) outlincd lhc implications 
of di ffcrcnt degrccs of customer to server contacl for 抽Ic凶 oppOI1 Unily， produclion cffìcicncy. 
and lechnology usc. Ly l1n (1996) illustralcd how Ihc dcsign o l' dilTcrcnl cmploycc inleraClive 
bchavior could aff'cct lipping in rcstau rn.l1ls. ln their ...ludy of cu ), tO I11 Crh . pa r1 icip削iOI1. Kellogg. 
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Youngdohl 司 and Bowcn (1997) found Ihol cu"omcr、 cxpcricncc hi且hcr frcqucncy of 
satisf:.lctory 咽何時C outCO I11CS whcn allO\\ ed LO cngagc in rcl叫 ion.-，hip building bch的 lors

Physical conlCXI applic電 to the langiblc a~pccts of scrvicc design. Analogous 10 thc cuslomer 
hcncfïl pac~agc (Collicr. 199~). physical conlC" dc,ign addrc>ses the supporting facililY 
facililoling good丸‘md scnsual and psychological bcnclil\ ‘圳肘iatcd wilh thc scrv眩目 Ihat

cmanalc from things. Thcsc hcnc口1、 could include scnsory Ihings like sighls. smells‘ and 
可ound、 or I'cclin皂勻。r Mallls. pri叭lCy. or sccurily. Evaluations of physicíll conlcxt play a 
signifi t:ant rolc i~ CU~IOll1cr、 Cvalu i.l lion of saLÌ~fac[ion. 10ya1ty. and lenglh 01 、tay 111 阻rvlCC

sCllings (日 ilncr. 1990、 1992: Wakelield & Blodgell. 1(96) 

e I E B FE 

PcrccptiOJ1s ofcxpericncc depend 011 how thc cλpcricm:c i... ~trllcturcd ovcr limc and rcinforccd 
aflerwards (Chase & D出u.1叫)J: Pinc & Gilmorc. 199日 1(99). According 10 PÎnc and Gilmorc 
(1998 ‘ 1999). cxpcrienccs arc an cmcrgcnI phcnomcnon and if dC !o. igncd for cnhanceme l1l 

ovcr limc. Ihcy providc ncw and conMantlcaming. arc hard to copy. and discollrage switchin且，
It b crllciallhat the eXI咒nence 51ay可 in the cu明omcr'、 mcmory. Ihal Lhc C lI、lomer has a way 
of building on thcir cxpcricncc(吋 wilh thc organi7ation. and th叫 all acti川ic~ within lhe 
timcframc 0 1' Ihc cxpcricncc arc cmcfully orchc、tnllcd

Cha "ic and Das lI (2001) indic31c that J...cy time clemcnts of scrvice dcsign arc scqllcncc and 
dunllion. Thc 、eqllcnce 01' events in an experiencc dc別gn !o.hollld il1lprovc over ti l1le and end 
011 i.I posilìvc notc l)cI，;，IU~C an Ullplc<J、山11 t.: llding dO ll1 in叫C~ Ihe mClllory of the enlÎre 
cxpcriCllCC. According Lo Chalman (1978). cxpcricncö ~hollld havc a scqllcnce !o.tructllre or 
narr叫 ivc with a ~tory 山1d di !o.cour~e strucwred in a specirk p叫 Icrn similar 10 picccs in 
thcatre. movies. and ll1usical pieces. Crcaling a slory-likc limc pallcm in <J1l cxpcricnce design 
can providc '\c4ucncc鈍。r c ll1otion~ similar lO 1110、c provided by cpi、odcs in human life 
(Dei且hlon. 1992) 

Similarly. duralion or thc Icnglh 01' limc ~pcnt in Ihe servicc encountcr affccts pcoplcs' 
ovcrall a、甘、SIl1 C圳、 of an cxpcricncc. Peoplc judgc limc diffcrenlly and when menla l1y 
cn且agcd. Ihe) do nOI nOlice li l1lc', pa,;ing (Cs lk<7cnlmihaly i. 1991. 1997). The grealer Ihe 
nllmbcr or scgmcnts in th c.: plc;]sant cnCQ lI ntcr. Ihe longer and 1110re cnjoyablc Ihc cncollntcr 
fcel 電 (Cha，e & Da、u.2叫)1). Anolher melhod lor cXlcndin且 thc duralion of Lhc scrvicc 
cncollntcr i\ Ihc lI ~C 01' I11c 1l10rabilia. MC l1lorabilia servc電站、 cral purp05cs for expcriencc 
design. Fir~l. a physical reminder of an e咒periencc cxtcnd、 Ihc mcmory 0 1' il for a long limc 
aftcr lhc aC ll1al cnCOUlllcr occurred. Second、 iL gcnCfalCS dialoguc :.I boUI Ihc C叩cncncc

encouraging word-of-mollth. ThinJ. it provide、 additional rcvcnuc to thc organilillion and 
free advcrti,ing (pinc & Gilmorc. 1998. 1999) 

A MODELOFEXPER IENCE DES IGN AN D LOYA I;rV 

Figurc I rcprc情C川、 a gcncral modcl or Ihc anlcccdcnts and oulcO l1lc、 of customcr loyalty 
bchavior in cxpcricncc dc~ign. Thc Iï rM part oflhe modcl suggcst !o. lhm custo l11er perccptions 
of~cy 山pcriCI1CC d叫gn c h::l11cnt~ (created and l1l ílnaged by the service providcr) wil1 influcnce 
the Icvel and type of c l1l otion~ generated in 3 particul肝 scrvlce sCtl ll1且 The 、econd phase of 
Ihe model sug且csts Ihat Ihc Icvcl and Iypc of cmotÎOIl:.l1 connCCIÎon wi lJ mcdiatc cuslomer 
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loyaily behavio鬥 That is. pcrceptions of thc e文pc吋cncc design c‘m hoth dircctly and indirectly 
(through cmoLÎonal connccLion) innuencc loya lLy bchavior、

Design Elements 

Service Provlder Customer 

. " . .. . .... . . .... .. ........... .. ... .. ..巴

:" Rela tional 
一 ............. .. ........................ . . 

. .,-
::. Physical Context ;: 

..... ...... .... ... ...... . ...... . ......~. 

... TIme .' 
V . b 

Figurc 1. A l1lodel of expr rience design and IOYÔ'llfy. 

|R 
E\/ ~ 

HYI'OTHESES 

Loyalty 

Re∞mmend 

The modcl provides :1. broad framcwork for programmatic rcscarch În cxpcrience des也n

rcscarch for sc鬥iccs. For thc fïrs l phasc ofthis rescarch program , hypotheses are dcve loped 
and testcd for thc rclationships betwecnlhe lhrcc diffcrent dcsign elcmcn間. ctnOl ions. and 
loyahy Il1casurcs. 

Confext, Emolions. and Loyalt.v Bchaviors 

Several aUlhors have cmphasized thc cmotion-cliciting or affcctive qualitics of physical 
contcxt (Mchrabian & Russel l. 1974守 Nasar. 1988: Statis. 1999). In thcir 扭minal research. 
Mehrabian and Russell (1974) found lhat peoples' emotional rcsponsc to a placc could be 
caplU陀d 011 two dimensions. pleasure-displeasurc and degrce or stimlllalion or excitemc l1l 

In pJ l1 icula r. cnvironmcnts thal clicit feelings of pleasur~ are likely 10 bc ones whcre people 
wan t to spend timc and moncy. Wasscnnan. Raracli. and Klugcr (2000) found that differcnt 
rcslaurant layouls and interior dcsign influcnccd behavior and c l11otion. By alteri ng aesthctic 
physica l cucs 0 1' symbols, thcy cou ld gcncra tc a prcdiclablc prltlCm 0 1" cJ11 olional scripts 
a long the dimcnsions of pleasanlncss. arousal 、 and powcr 

Prcv i ou~ cmpirical rcscarch suggC!'lts that contcxl also plays a slrong rolc in prcdicting 
loyalty behav叩門 111 a s lUdy of lravel agency scrvice failurcs. Ihe appearancc of physicHI 
surroundings was positively relalcd 10 service encounler cvaluations and custOI11cr loyalry 
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bchaviOl.' (Bi lncr. 1990). Wa~efìcld and Blodgctl (1996) lound Ihat facility ac,thetics.layou t. 

seating comfo l1. elcctronic cquÎpmcnl , and c lcanlinc ..,:.. posili 、 cly innucnced repatronagc 
inlcntìon Jo. and dcsirc 10 stay in c的inos and sports vcnues. Similarly. in cmpirical studies by 
Pricc. Amould. and 'lìcmey (1995) JlC此可eplÎons of positive re lmional con LCXl (dur.uion. a叮'ective
CO l1len l. and proxcmic inti l1l<.lcy between c lient and scrvicc providers) playcd a signifïc i1m 
role in custo l11cr's positive affccl and sat i ~fat[ion in '\<'crvicc CncQunlcr evaluations. This 
p悶VIOU、 rcsearch 、ug且csts thc lollowing h) pothesEs 

H 1: CWlomen' belfer perceptiol1s 0/ phys;c(J f conleXf will inJ711ence be{(er 
emOIÎOflaJ rO!Jt/l:crÎol1 lIful 10\'，α1(\1 hehm'iο， 

H2 : C /lsl ο /11 的 . beller pcrceplioll.\ ol ，.e叫忱/，仙CI叫11圳f

en川11ο t“t ο 11附al cο ，川1I1l'('ι 11 υ 11 α叫，川M叫d /ο 、vα/ 仇川r behavì01 

Time. Emolional Cunnl'Ction. 訓.d Lovallv Behavior, 
Pcrccption... of timc c)cmcnLS n陀 hypOlhc~iLCd 10 innucncc cuslomcr"s cmotional conneclion 
and loyalty behavior.., for an cxpericnce. For e、i.l mple. 110l h:wÎng cnough timc is gencrally 
bcllcr Ihan ha\ íng 100 l11 uch timc in a servicc enCQuntcr. Wa l-.cficld and Blodgett (1996) 
found tha l ClIsIOJ11cn, focus 011 tangible factor、、l1ch a、iJcMhetic... inlong duration cncounters 
comparcd 10 ~h() rI duration cm::ountcrs whcrc inl <1J1 giblc factor、 slI ch 的 reliability and 
respon訂vcnc~s domin:HC. Longcr dUTarion cncounlcr~ also contribUlc loward ÎlllC巾ersonal

cλchange and di , plays ofpo, iti ve emotiollS (Ni ,bctt & Ro" , 1980; Pricc, Amould. & Ticmcy, 

1995; Sulton & Rafacli.1(88). As mcntioncd prcviou !ol ly. mC l110rabilia is uscd (0 C、 Icnd thc 
expcricncc in limc ~O onc wou ld CXpCCI positive pcrccplion "ì 0 1' I11c ll1ombilia 10 bc rclatcd 10 
loyalty bchavior 

H月.ι圳的川ers belle ， 戶的 C叩liollS ojlin開 ell!m叭叭 It'ill 戶的 111阿布， inf/ucnce 
emOfÌOflu! conn(!clion anrl !om!t" beha刊01

E l11otional Connection圳d Loy.lIty 

While sevcral cmpirical rc、earchers havc I"ound "i ignilïc3叫 rclalion "i hip'i加twccn evoking 
diffcrenl c J11ol ion~ and cuslomer ~atÎs.raction (Amould & Pricc. 1993; \:νPC~ lbroo J..可 1 987 可

Wc'tbroo~ & Olh cr. 1991; Oli\cr, 1993) Or rCJlCat donation bcl"" ior (Allcn. Machlci t. & 
Klcinc. 1992). thcrc arc limitcd 叫 ud閃電 lin J.. ing cmotions and loyalt) beha、 lors 111 scrVlces 
The notcdcλccption ， Barsky and Nash's (2伽):!) sludy. demon~lralcd that dilTcrent cmolions 
playcd a 、“ ong rolc in explaining wi 1lingncss 10 pay and rC lUm 10 ccl1山 n hotcl seg l11cnts 
Thcreforc , the follow川g hypothesi, is 3d、 anced ﹒

H-4 : Cuslom的冶﹒ beller perc叩1;011.\ oJ e l'o~ t!d en削tο" 1\' ;11 po，~ith 'e!y Înj7l1ef1Ce 
lorall\' beha l'Ïol'.\ 
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METHOD 

Samplc 

This study was conductcd in Ihc COlllcxt of VIP ho、pÎwlily Icnls for an il1lemational touring 
pcrfonnancc company. VIPc\pcricnces are key rc\cnuc gcncrulors. for man) pcrformance 
盯1\ and ~ports venues duc 10 limitcd pcrishable ωP"CIIY 凹mpctition from altcmativc 
cntcrt山川lcnl 叩tions. and Lickct price sensitivit}. Thc pcrfoflnance company had recently 
Întroduceù a ncw [cn1ωncept with many cxpericntial clc J11 cnlS th叫1I1crca、ed thc cost "nd 
comple xity of scrvicc dclivery reducing profït margins con、idembly. For cxample. large 出emed
prop丸 spccÎal cffeC1S. and loungc scatìng required additional scmÎ-trud.s 3nd sel-up timc to 
movc thc 11l3tcrials betwccn citics; spccial inleractivc Cl1lcrtainCfÍ'l crcated additional cost 
Ihrough COS1U I1lCS. 仙 larie，. and ycarly living/touring cxpcn,cs: "nd carefu lly dcsigncd food 
und bcverages crcatcù Îm:rcascd Jl13nagemcnt co~l~ for sclcction. malcrials. labor. quality 
conlro1 i1 nd lraÎnÎng costs of louring city catcrers. Thc company W:lS considering an 
Îl1lcmational roll out of thc new tent but needed to know whal 10 elimÎnalc Or modify and 
wherc 10 focu寫 managcrÎ rJ l mtcntion 10 cnhancc loyalty bclwvior. 

Th呵呵crvlcc 、cltmg wa、 appropriatc for thc ，仙dy bccause thc conlc\1 clemcnts were 
intcntionally dc\igncd lO crcale a positivc cxpcricncc for thc gue、1均 Thc V 1 P guest' paid a 
prem山111 of at Icast $1α) for the tcnt cxpcricncc. Thcy arrived 叫 Ihc lcnt no l1lore than an hour 
beforc thc ,how. In,ide the tcnt. 皂ourmCl food and beveragc、 wcrc 、crvcd while entertaÎne鬥
pcrfonTIcd 、.it、 and imcractcd with thc gucMS. AddiIÎonall). Ihc tcnt was colorfully dccoratcd 
,md lïllcd wilh s戶口叫ly dcsigncd couches and bar 、1001 、 lighting and l11 usic. a 、 ariet) of 
lhcmed allraction~ I,uch a~ displays 0 1' show costU IllCS :J nd pho lOgraphs. vidco電 of show 
performcrs “ bchind thc ~ccnes." hologram spccial cffccts, and othcr clcl: tronic animations 
slIch as moving hlgh-wi悶 lOyS. During the ~how intcrmilision. gucsts rctumcd to the [ent for 

dcsscn~、 coffcc. and a special thcmed gjft. 

Thc d,“a wa、 collccted from gllc~ t ~ who purchased their tid,Ch Ull thc intcrnet and visitcd 
thc VIP te叫 in eithcr of two l:Îties during thc fall of :!lX)2 (357c- of all VIP Icnt customcrs 
purchased thcir lic kcl焉。n-line) . An email was scnt 10 all cu引omcr、 who purchascd thcir VIP 
tickct on-linc rcquesling that thcy go to an intemet wrvcy link . ßy thc S UI 、 ey closing dale 
47 t"k of thcsc custO l11crs rcsponded 10 thc 、urvcy. Thc orgunilation providcd dcmographic 
data from prcvi酬的 phonc slIrveys ::“ld thcre werc 110 significant diffl凹cnccs found between 
rcspondcnt、 in thc intcrnet and phone purdlasc ticket group鳥 Thc total 電ample is 6-10 
rcspondc川、

恥1casurcment

To mca~urc thc CO l1lcxt variablc~. rcspondents wcrc <lskcd lO cvaluate on a S-point scalc (1 
= poor 10 5 = outslnndil屯) how wcll each item contribulcd to thcir VIP tcnt cxpcriencc. The 
instru l11cnt I11casurcd 30 contexl ilems for six physicn l contex l faclors (jοod. slandard 
bf! l.eraf.W'i. bar bel'(，1甸的中的叫 eJJecl\ . I叫[ (1mb巾IIce ， and 叩afing) ‘md IWO relational 
contexl factors (inferaclion 1\';[11 i"lIertainer and Îmerac/ÎolI I\ 'i th olher employees). The 
lIems 泊rc ~hown in AppendiλA . 
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TI、 rcc timc rclatcd variablc\ werc mca、urcd with Lhc followin且 it~ Il1:、. First. rc'pomlcnt ,., werc 
í.1\kcò 10 cvaluatc thc memorabilia or giflu日ng:'1 5-point scalc (1 ;::;但)or 10 5 ;::; outslanding) 
Sccond. Ihcy wcrc askcd thcir time in thc lcnt prior 10 Ihc show or dllr，α1;011 (1 = 10ss Ihan 15 
minutes lO 5 = more lha l1 60 minutes). Third. they werc aslcd aboul the a l110unl orlime in the 
tent (1;::; not enough time lO 5;::; 100 much lÎmc) 

Thc cmotion v山 iablcs wcrc measurcd using ‘I ,lighl1y 1\10diflcd vcrsion of Ba r>ky and Na5h's 
(2002) hotclloyn. lty emotion scale. The inslTumc llIl11casurcd 14 cmotion items 閃lev;.II1 1 10 the 

V1P lenl cO l1 lexl (comfortab1e、 rclaxcd. conlenl. imporlan l. pampcred. enlcnaincd. CXcilCd ‘ 

amuscd，叫ophi叫 icatcd. inspircd. curious. privileιcd. hip 0 1' coo l. 3nd "pa l'l of Ihe 
pcrforl11ance .). Thc hOlc11oyalty ilems of 5eC lI1'C. wclcome. pracl ica1. 3nd rcspecled (B3rsky 
&N的h. 計划刃. were rcplaccd with amused、 curious. privilcgcd. and "P<ll1 ofthe pCrfOml í.tnCC" 
10 lìllhc ~clling. In Ihi .., c‘ ISC. rc~ r>ondenls wcrc askcù 10 c荒prcs~ Ihcir Icvcl of agrccmc I11 011 
,, 5-poinl 5c"lc (1 = wong1y di,agreo 10 5 =叫rong1y agrcc) 10 叫叫c l11cnl such as "Ovcral l. lhe 
V1P cxpcricncc madc mc fcc1 comfortab1c." Addilioll311y 悶、pOndC l1 1:-' could cxplain whal 
conlribulcd to lhc spcci日c fceling in open-cndcd rcsponscs. It is c.>.pected that thc emotion 
mea s. u悶s will nOI form a unidimcnsional faclor 別 nce 1110s1 pcople inlc叩ret the emOl ion 
word !-l in diffcrcnt way !-l. In hcr work 011 mcasuring cmOl ion ",. Richins (1997) iJJUMrHtcs lhc 
complcxity of detcrmining appropriate e ll1otiomll mca~urcs fordiffcrcnl product~ and stres !olCS 
lhalmcasurcs used in prior research do not represent Ihc divcr、 ily of cmotions. This issuc is 
particul盯Iy Iruc whcn Iheor} ofrcrs linlc prior infonnalio l1 about Ihe "-inds of emotional 
stalcs thtH mu} bc rclcvunt lO lhe bcha、 ior ul1der investigution. 

Thc 10) aity 切havior variablcs wcrc mcasurc with two itcms. Rc~pondcnts wcrc askcd 10 
express their Icvcl of agreemenl on a 5-poi l1t scalc (1 =可Irollg1y disagree 10 5 = sIrong1y 
agrcc) 10:-.t叫cmcnt持。f rcpurchasc intc l1t and rCLommend 10 othcr:-. (G忱的n & G1atiwc11 , 2α) 1 ) 

RESU t:)'S 

TI曰“I 111 l11ary Sl all...tlc、 for thc multi-itcm dimc恥ions Hrc provided in T;江 blc 1. An ul1constraincd 
principal componcnt、 ana1y、is} icldcd 11 scparalc faclors wilh cigcn valucs > 1. The cmotio l1 

mcasurcs 電 plit inlo two 時paf3 tc factors whilc thc rcm山ning ractor~ wcrc unidimensio l1al 
(500 Appcl1d闊的 Thc flrsl emotion factor. henccfonh "-nown as bllsic emO/ioll. includes 
seven mcasures and dcab with the standard cmotions of a fun h。有pilality environmcnt such 
as comfort. happy. and cntenaincd. Thc sccond c 1l1otion faclor. hC J1cefonh known as VIP 
emolion. includes scvcn mcasures which hinl at the higher level or mo問 special as ，"咒CIS of 
being a VIP (hip or coo l. sophi';licntcd. privilcgc. and important) and panicularly for this 
performancc group (in~pircd. curious. and pi.l閃 of Iho ,how). T l1c rc1iabi1il) a1ph"s for Ihe 
two factors :lre .94 and .90 respcctively. The remaining alphas fílnge betwcen .74 and .95 
giving solid suppon for reliability and construcl validity through confïrmatory faclor analys悶
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TAßLE 1 
lodel Dimcnsions: Descriptive Sla t islÎcs 3nd Rcliabilitics 

(N~俗的)

Percentage 
Measure M SO α 。f Variance 

Explained 

Baslc Em。位。n 4.39 。 154 0.94 72.60 

VIP Emotion 3.80 0.235 0.90 61 .52 

Food 4.15 。 158 0.95 72.03 

Beverage Std 4.28 。 135 0.91 74 .11 

Beverage Bar 3.70 。 112 0.90 86.17 

Special Effects 4.22 0.156 0.93 61 .92 

Ambiance 4.37 。 118 。 89 81 .17 

Interaction Enter1ainers 4.40 0.098 。 85 85.00 

Interaction Others 4.18 。 .272 。 74 54.82 

Seating 3.37 。 169 。 90 88.48 

Loyalty 4.46 0.052 0.94 93.89 

The dcsl'r iptivc SL別的tl c~ 、how Ihm I OYll hy 山Id CIl10lÎon ba~ic havc thc highesl 、core又 (4 .46

and 4.39. rcspcctivcly) fo llowcd cJosely by 3mhiance and inlcraction with cntertaÎI闊的 (4.37

3nd 4.40. respcclivcly) . Thc availabili lY 01' sea Lin且 and l'ullb山 rcccivcd thc lowesl scorcs of 
3.37 and 3.7. rcspt-:c li vc ly. rn,C lI nidi 1l1cn :-， ional l11ca~urc statbtÎ t:、 a rt.: duration (3.5頁). adcquacy 
0l' Li l1lC (2.75). llnd gi fL/l1lcl1l0rahilia (3.35) 

Slruclural Relationshil>s 

LlSREL 8 was u 、cd 10 cxam inc Ihc relationships bclwcen lh~ c、pcri encc dc.., ign elemcllls 
(phy、ica l and rclaLÎon.11 contcx t. .md timc I11casures) , cmotion可 and loyalLy bchavior as 
shown in Figurc 2. The con、truc t " ror each variablc in Ihc moc.Jcl wcre rcp閃~cnled a.s singlc 
in c.J icalon. u 、ing I.o ummatcd scalc~. This singlc indicator mcthod Î!o. ~i l1l ila r 10 .sevcral pasl 
efforL、. yic ld、 an acccpLahle variablc/，amplc 、 izc ratio , and rcducc、 Lhc modcl'、 complexiL}

( I-Iomer& y，∞n ‘ I 992). ll1crc are noα p'"οri fixcd clc.:ments among thc propo叫1 日nkages(all

pos引 blc gs and b, are Lc ，Lcd): 由e model isju'L idenLificd and fiLS Ihc daLa perfecLly (Jöreskog 
& Sörbom. 1989). 
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Figure 2. Palh analysis model ofVII' lenl experien凹.

VOL. 9, No. 3 

Loyalty Behaviors 

The g path cocfficicnts in Table 2 show tha t thc m吋orily of expcriencc dcsign variablcs 
cO l1l ribute dircc lly and s i g ni日cantly (p < .01) 10 basic c l11olion. Thc cxccptions wcrc thrce 
physical contexl variablcs, speci::11 effects. ambiance, and bevcragc bar, which did nol have 
SI且ni tïca川 palh cocffïcienls. The lime g cocfficicnls have the appropriale direc lions. i.c. as 
dun:ll ion increases basic emolion incrcases and as pcrception of adcqualc li l11c decreases 
(not C I1 0U且h ti l11c in tent ) basic cmotion increascs (i.e.. il is b叫tcr 10 havc not enough lime 
山al1 t∞ much limc). Finally. memombilia ∞nlributcs positively and directly to Basic Emotion 
The data did not support a significant path between thc rnajority dcsign variables and VIP 
cmolion. The cxcepLions hcrc werc the sealin且 and mcmorabilia lh::11 did have s ignifïcant g 
palh c恆的cients. Intcrcslingly. only special c ffecIs cOl1l rib叫cd directly and significantly to 
loyalty. 1~1ble 2 also shows the path estimates for all b c凹的cients (proposed Iinks between 
cmotions and loyalty behaviors). Here 山e basic cmolion contribulcs direclly and signitïcanlly 
to VIP cmotioll and Loyalty. Thc data docs not support a rclationship betwcen VIP emotion 
and Loyalty. 
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TAßLE2 

Palh Coerricienl ESlimales ror ~Iodel 

AII signifïc:lnt path c凹的CiC I1 L'i wilh P < .0 I (t- va luc in parcntheses) 

Measures easlc V1P L叮ally Basic VIP Loyally 
Emotion Emotion Em叫IOn Emotion 

x γ Tolal Effed (X on y) 

Special Effeds ns ns 08 ns ns ns 

(2.32) 

Food 18 ns ns 18 14 18 

(4.57) (4.57) (3 .10) (3.69) 

Seallng 14 08 ns 14 17 ns 

(4.64) (2.69) (4.64) (48η 

Ambience ns ns ns ns ns ns 
Beverage Std 18 ns ns 18 ns ns 

(4.73) (4.73) 

Beverage Bar ns ns ns ns ns ns 

Interact 8aslc 25 ns ns 25 22 .18 

(6.55) (6.55) (4.87) (3.78) 

Inlerad Enlertaln 14 ns ns 14 08 14 

(4.31) (4.31) (2.06) (3.44) 

Duration 13 ns ns 13 11 15 

(4.76) (476) (3.45) (4.32) 

Adequale Time -.08 ns ns -.08 -.08 -.07 

(-3.09) (-3.09) (2 .50) (-2.22) 

Memorabilia 。6 .12 ns 06 16 ns 

(2.12) (4.05) (2.12) (4.55) 

Measures 8asic V1P L叮'ally Basic VIP Loyally 
Emotion Emotion Emotlon Emotion 

Y F Tolal Effed cf on y) 

Basic Emotion 65 70 65 72 

(17.08) (142 4) (17.08) (17.80) 

VIP Emotion ns ns 

Loyally 

ns = 1101 signiticanl 

Looking ~H Ihe IOlal cffccI o f Ihc indepcndcm variabl c錯。n Ihc dcpcndcnl variablc丸 clea r1 y

thc strong rc l::tt ionship betwccn basic emol ion and V IP c ll1Ol ion crca tes signifïcant lo tal 

effects bel wccn lhc design clcmen阻 . V IP emot;onsand Loyalty. F凹)d. both re lational context 

and Limc measures. havc signifïcanl tOlal cffcCIS. whi lc special cffec l 可 nO longcr conlribulcs 
signifïc3mly 10 loyally 
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Thus. il appcars H, 11, and 叭 are suppo l1cd for only rclalionship bclwccn thc design 
clcmcnb ilnd OIlC of lhc cmolion factors. basic cmOIÎon. ßasic cmolion plays a strong 
mcdiating rolc in Ihc modcl according 10 the cri teria oUllincd by Baron and Kenny (1996) 
Their crilcria suggcst that mediation i~ dC I1l0nMratcd whcn the prcdictor (food. se剖111且，

bcvcmge slandtlrd. and all timc and rcl叫 io031 mea:-.ures) i5 stati州cally rclalcd 10 Lhc mcdiator 
(basic cmolion) and thc mcdi;'lIor is st i.llist ically rcl叫“ to Ihe dependc l1l variablc (Ioyaity) 
According 10 thcsc cri lcria. VIP emOIÎon i5 a mcdiator only for scaling and memorabilia 
variablcs. 

111 most c削C5 ， design elements on ly indirectly affect loyaity through thccmotions. pa l1 icularly 
bilSic c l11otion. I-I

J
• thc proposcd rclationsh ips betwccn physic i.l l cQnlext and emotions and 

loyaity is only p圳 tÎully supporlcd bccause: a) spccial c rrccts. ambiance. and beveragc bar 
did 1101 supporl a sì且nilïcant palh 10 eithcr e l11olion; b) food and standard bevcragcs <.I id nOl 
suppon a sìgniflc~lIl t pmh 10 V 1 P emotion or loyallY: and c) scaling did support a sign iflcanl 
palh to both cmotions bUI 1101 10 loyally 

H、. Ihc propo需ed rclationships belwecn rclational contcxt and cmolions and loyalty, was 
suppo l1cd Ihrough lotal cffccts. Similarly. " ,. Ihe prop的cd 悶lationships belwecn timc 
c lement... ~lIld c l11otions and loyalty, was sup伊rted through lotal cffccts with Ihc cxccplion 
of mcmorabilia. which did not have a signilicant direct or total cffecl on loyahy. Finally. H, 
Ihc proposcd rclationship bctween emolions and loyahy, was suppo l1cd for only one of the 
c l11otion I11casures. basic cmotion 

OISCUSS ION AND IM I'L1 CAT IONS 

This pu巾。so o l' th的 papcr was 10 cxplo悶 thc re lationship bclwccn difTcrenl servicc clemcnts 
designcd 10 crcatc cnhanced cxpcrience and custO l11cr loyalty. A 1110<.lcl waS proposcd and 
tested in a spcciflc scrvice se tting. 111 this parlicular c晶c ， cach of the hYPOlhcscs was only 
panially slIpponcd. Howcvcr. as an explomtory excrcisc. many intcresting rcsults cmcrged 
lhm havc implication~ for scrvicc operatÎo l1s rcsearchcrs. Firsl , rnuch of lhc previous empirical 
serv lce opera ll ons 陀、carch has focused on rclating funclional and altriblllC levc J!.. 10 ovcrall 
asscSS l11cnts of cuSlomcr sati~fac li on. For many 可crVlcc趴 loyahy bchav的r measures arc 
l110re signiflcanl and I11caningful indicators 0 1" a flrm's fllturc pcrforl11ance. Consistent wilh 
Barsky and Nash's (2∞2) rcsearch , this slUdy show電 thal loyalty mcas lIres arc strongly 
inOucnccd by Ihc Iypc of cu、tomcr cmolions Ihat are c\okcd. Only onc of lhe dc~igl1 variables 
dircclly crrectcd loyaity bchavior Ispecial efrects): ror mo叫 othcr v;uiablcs , basic cmolion 
playcd a ')trong mcdialing rolc 

Clcarly. lhc...c results havc implications for any type of ~crvicc~ lhm wants to build customcr 
loyalty. For any servicc, thcrc arc p:'lrticularemolions that wi ll drivc loyalty behavior but the 
desired c l11ot ions may nol bc Ihe oncs Ihal Ihc company is currcn tly evoki ng in customers 
throuιh Ihcir scrvicc dcsign. For example. thc VIP Ic l1I dcsigncrs bclieved 1h :11 cu叫Olllcr

loyalty behavior wns a funclion of customcrs 可 fec ling spccial and pa l1 01' the show (V IP 
emolion). Thus. 1hcy Învcslcd in expen~ive "vicw bchind lhc SCCIlC~" spccial effccts. As it 
turncd ou t. thc !oic 且lIC 5. ts carc morc about comfon and umU 'iCrnC111 (basic c l11ol ion) , such as 
food. seatin且1 bevcrnges可 and interaction with pcoplc 
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From a !otcrvìce operation !ot pcr~pcctive. lhis Mudy has implicillions for detcrmining how 
1ll~lIl llgemcnt focuscs rcsources. Once an organi7a lion detcrmincs which emotions drive 
loyalty. Ihey can design and manage scrv icc proccsscs that positivcly clTcct kcy cl11otions. 
111 thc VIP tent , the priority or managcmcnt would bc loward dcvcloping Ihcir rclational 
context lhrough hiring and trainÎng for all cmployccs th,1l can interacl with lhe gucsts 
Equally imponam is the consiSlcnt dclivery of hi皂h qualily food and bevcragcs and adcquate 
guesl scalin且 The morc costly aspects or special crrccts. adding a full bar. and the tent 
ambicnce wcre much IC55 impo l1ant because thcy did nOI comribulc 10 kcy basic cmotion. In 
addition. limc variablcs nccd 10 bc monilored and cO l1 lro l1cd so Ih<.l l gueMs. lime is the tenl 
ncver cxcceds ‘ IUSI cnou且h"

In Ihc data colleclion rcporlcd hc悶. Ihc cmolion rcsponsc sl:alcs wcrc \'cry simpl istic and of 
3n exploralory naLure. Thi !ot I11cthod w削 cho~cn bccause subj凹的 wcrc rcsponding 10 a 
Icngthy ,urvey and Ihe ta心 w"， leS5 burden叩I11C Wilh a simple live-poilll scale. Respondc l1 ts 
could claborate on whal in particul <.I r l11<.1dc Ihem fccl a certain way Ihrough opcn-cnded 
responscs. FUlurc research wi l1 analyzc lhcsc rcsult" for additional rich dctails. In addilio l1 

thcrc were 110 I1cgalivc cmolions included for Ihi s conlc叫 Dîffcrenl services evokc differenl 
ranges of cmolio l1s (Richins. 1997). Forcxamplc , thc lISC of rccreatiO I1<1I scrviccs or products 
i~ usua l1 y plcasurablc but J11cdical scrviccs cvokc both positive (i.c. comfort) and ne且atlve

(i.e. worry or frustralion) cl11 oli oll、 For SO I11C pu巾的cs. it would bc cqually imponant to 
know which 5crvice dcsign clcmcnts provo"c ncgativc cmotions 

Th i> >ludy provide, ,uppo r1 ror thc idca pUI r0l1h by Chasc and Da,u (2∞ 1) or designing 
and monitoring how a sClvicc cncountcr evolvc" Qvcr timc. Servicc operations researchcrs 
have spcnt thc majority oflhcircffo l1s looking al pcrccplions oflime in waitin且 line~. However. 
I.hcrc arc muny olhe l' ncglcclcd limc pcrccptions 、uch HS duralion of Ihc proccss , scqucncing 
of good and bad evenls. and conlinuily. Knowing which limc I1lcasurcs rc late to kcy emOlion電

and loyalty is important 1'01' cach servicc. For cxamplc. pa叫11叩en叫15 111 

、wνa剖1川11 do血CI岫or閃S t阻o 電ψp防c叩n叫1叫d ‘t叫叫cc l1 a圳k“圳圳11圳川11川n amounl of IÎmc wi刊t叫h t叫h暐附c凹cm吋mt叩o rcel likc 11山hc句y r陀ec叫c臼IV呵C ，1叫dc叫qu岫at間c 
can它.. 

Thc rclationship bctwccn thc gift or mcmorabilia and 10) <l l1y i\ not nc閻明arily cau仙1. Pcoplc 
who cnjoycd the cxpcricncc would Icnd 10 li"e thc gift as a rClllinderoflhc cvcn1. Ncverthcless 
irthcy dislikcu the cxpcri叩且可 a nÎCc gìft is not going 10 ll1ukc Ihcl1l loya l. This sludy hud 011 ly 
onc measurc for thc gift so further exploralory rescarch ìs nccdcd 10 understand lhe 
rclalionship betwecn Il1 cmorabil叫‘II1d loyally. 

In conclusion , this c、ploratory sludy 100. a rew >lCp、 loward under叫anding how diffcr\! l1 t 
eλ rx;ricnce dcsign clcmcnls can conlribulc toward cl11otional connecLion and loyalty bchaviors 
Futurc rc可car，ιh work cou ld focu\ on olhcr lypcs of scrvice induMrics. diffcrcnl 弓cn ICC 
dcsign c l C l11cnls、 and ahcrnalÎve emolions. ßec:au\c I11cnsuring cmolions is quilc complex 
and challcnging. thcrc are many challcnging opponunilics availablc for bOlh qualil i.l1 ivc and 
qua l1 l11叫 ivc perspcclivc泌
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APP ENDl XA 

Experien cc Des ig n I nstr u l11cn t 

Factors and Measu間S

Special Effects: 

• Photog用phs 01 performers 

• Costume dlsplays (rom various shO\閥

• Videos of backstage activlties 

• Large head sculplu陪5 with special e何-ects

• Giant mask with 3D etfects 

• High-wlre suspended toys and praps 

Food 

• Avallability of an adequate va討ety 01 lood 

• Availabillty of desired food types 

• Fo呵 Quantity

• Food Quallty 

• Food Freshness 

• 0叩lay 01 10剖開 carts

• Display of food on buffet slyle lab岫

Seating 

• Availability of couch-s旬 e seating around 
pe訓meter of lent 

• Avallability 01 bar-sty1e 58副In9 clustered 
Ihroughout tent 

An、blence :

• VIP lenllighling 

• VIP tent colors and materials 

• VIP lent music and sound effects 

Beverages Standard 

• Availablhty of Wìne and Champagne 

• Availablhty of Sparkhng Water 

• Avallability of Coffee and Tea 

• Avallablhty 01 50ft Orinks and JUlceS 

Beverages Bar: 

• Avallability 01 a 1ull ∞曲tail bar 

• Availability 01 beer 
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Baslc Interactlons: 

• Wel∞ming by hosts 

• Information prov岫ed about the venue 

• Interacbons w背h servers 

. Interactlons wlth salespeople 

Entertainn、ent Interactions 

• Interactions 叫th tent entertainers 

• Entertainer Stunts 

L。但Ity Behavlors: 

• You would purchase the V1P package for your 
闊別 show

• You would recommend Ihe VIP experien自 1。
olhe隨

Time: (ono﹒i祖m measures) 

• How many mlnutes prior 10 the show did you 
arrive at the VIP tent? 

• How do you 11曲I about the amount 01 time 
you 5阻nlln Ihe VIP lenl? 

• Memorabilia or Gift 


