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Abstract. The growing attention placed on experiences can be regarded as a mega-trend,
and has given currency to the proposition that experiences are important for consumer’s
self-perception and satisfaction with a specific visit. In order to assess this assumption,
this study empirically examines the applicability of Pine and Gilmore’s ‘experience
economy’ concept and examines the impact of its four dimensions i.e., education,
escapism, esthetics, and entertainment on delegates’ satisfaction and behavioural
intentions. Based on convenience sampling, 210 questionnaires are distributed to the
delegates of 2 international academic conferences out of which 188 were deemed fit for
further analysis (89% response rate). The results indicate that Pine and Gilmore’s model
can further our understanding of the experience market. However, the findings in contrast
with previous studies show that different experiential dimensions influence the delegates’
overall satisfaction in different contexts. For instance, the dimension of education has a
relatively higher significant effect on the delegates’ overall satisfaction and behavioural
intentions in the context of international academic conferences. The theoretical and
practical implications of this study are also discussed.

1 Introduction

Experience economy is used as an overarching concept encompassing a variety of industries whose
purpose is to create experiences [1]. [2] coined the term ‘experience economy’ referring to the final
phase of an economic progression where the focus is on staging experiences. This view indicates the
importance of overall experiences in satisfaction of an individual with a given product or service [3].
Consequently, experience economy has evolved to be a mega-trend which can be observed across
various industries [4]; which is attributed towards the need for consumers to be engaged and co-create
the whole experience in different contexts [5].

Despite these invaluable conceptual works on the experience economy, empirical examinations on
the subject have unfortunately been scarce [3-4,6]. [2] explicitly proposed four dimensions of
experience education, escapism, esthetics, and entertainment which were later on operationalised by
[7] and [6] in the context of bed and breakfast and cruise ships respectively. Further, there are very
few studies that have examined the relationship between these experiential dimensions and other
consequent variables (e.g., satisfaction, willingness to revisit, etc.) in other contexts of tourism [3-4].
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Consequently, this paper aims to contribute to filling this void by empirically examining how different
experiential dimensions influence international delegates’ overall satisfaction and behavioural
intentions in academic conferences, an integral part of business tourism.

Business tourism is one of the fastest growing tourism segments and is a very important sector [8].
This is the reason why many countries are now increasingly competing to get their share off this
lucrative market [9]. As per Union of International Association, in 2011, the total number of meetings
and conventions was over 10,000 held in 255 countries showing an increase of 63% since 2002.
Because of its huge impact on reviving the economy, many nations are trying to develop and sustain
various dimensions of business tourism including academic conferences. Moreover, international
delegates of these conferences are valuable assists for the tourism industry. Their attendance benefits
conference organizers as well as the host locations. They bring multi-economic benefits to the host
location through their expenditure on accommodation, food and beverages, local transportation and
miscellaneous spending [10], making it an interesting segment to study.

2 Literature Review

2.1 Experience Economy

[2] explored the concept of experiences by coining the term, “experience economy”, which is the final
phase of economic progression that has developed from commodity, product and service economy. [2]
defined experience as “events that engage individuals in a personal way” (p. 12); whereas [7] defined
experiences as, “‘enjoyable, engaging, memorable encounters for those consuming these events” (p.
120). While discussing experience economy, [11] identified four realms of customer experiences
including entertainment, education, esthetic and escapism. These four dimensions are differentiated
across two axes i.e., the degree of customer involvement and the connection of customer with the
surroundings [6]. The first dimension is entertainment which is developed when passive absorption is
observed by the customer such as watching a theatre performance [7]. The second dimensions is
esthetic where the customer has a passive participation and immersion in the experience. Examples for
esthetic dimensions includes a beautiful arrangement of historical relics in a museum, an attractive
servicescape or ambience in a resort hotel or experiencing the breath-taking scenery of Niagara Falls
[4]. The third dimension is education which refers to an experience where the participant actively
participates but is in absorption such as snorkelling, scuba diving or ski-schools. The fourth and the
last dimension is escapism which happens when the participant is affecting the actual performances in
the real or virtual environment for example, by rafting or playing in a casino [6]. To summarise, it can
be stated that entertainment experience is about feeling, the educational experience learning, the
esthetic experience presence, and the escapist experience doing influence customers’ emotions and
satisfaction levels [4, 6].

2.2 Customer Satisfaction

Literature has taken two approaches to define customer satisfaction. It is defined by [12] as “a
Judgment that a product, or service feature, or the product or service itself, provides a pleasurable
level of consumption—related fulfilment, including levels of under or over fulfilment” (p. 13). On the
other hand [13] described satisfaction from a cognitive perspective as “a post-choice evaluative
Judgment concerning a specific purchase selection” (p. 497). However, [14] stated that customer
satisfaction is more complex than could be explained by the cognitive evaluative process. Nowadays
most researchers support the value of understanding customer satisfaction concepts from a broader
perspective to capture the interplay between cognition and emotion [15]. Numerous researchers have
studied customer satisfaction across hospitality industry. For instance, [16] used four emotions-laden
items to study customer satisfaction. On the other hand, [17] pointed out that customer satisfaction is
based on hospitality, accommodation, food and beverage, recreation and entertainment, supplementary
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services, security and safety, innovation and value-added services, transportation, location, and
appearance, as well as on the more basic concerns of pricing and payment. A recent study by [18]
pointed out that customer satisfaction is based on four factors i.e., reception, food and beverage,
house-keeping and price. There is a high tendency for the critical attributes to receive compliments for
good performance and vice versa. Consequently, satisfying customers is the ultimate goal of every
business due to its potential impact on repeat purchasing behaviour and profits [19].

2.3 Behavioural Intentions

“«

[20] stated that behavioral intentions “. . . signal whether customers will remain with or defect from
the company” (p. 33). Similarly, [12] described behavioral intentions as ‘‘a stated likelihood to
engage in a behavior’ (p. 28). These behavioral intentions are either favorable or unfavorable which
are also referred to as ‘approach-avoidance’ by [21]. Favorable intentions include remaining loyal and
recommending the service providers whereas the unfavorable intentions include customer defection
[22-23]. Some scholars also postulated that behavioral intentions includes loyalty intentions [3, 24]
and it is significant to study consumers’ behavioral intentions as these are strong predictors of their
actual behaviors [3, 25].

2.4 Experience, Satisfaction and behavioural intentions

It has been advised by [2] that customers’ consumption experiences revolving around 4Es result in
strong satisfaction and positive behaviours. A limited number of scholars have studied this
phenomena and they support the positive impact of 4Es on consumer satisfaction [3, 26- 27]. In this
context, [28] stated that a hedonic and entertaining experience that can enhance knowledge of the
guests can end up with satisfaction and positive behaviours such as behavioural intentions etc. [7] and
[6] also observed a significant relationship between the 4Es, satisfaction and loyal behaviour of guests
in bed and breakfast and cruise ship industry respectively. Hence, it is hypothesised that;

H1 (a): Educational experience of international delegates in academic conference influences their
satisfaction significantly.

H1 (b): Entertainment experience of international delegates in academic conference influences their
satisfaction significantly.

H1 (c): Esthetic experience of international delegates in academic conference influences their
satisfaction significantly.

H1 (d): Escapism experience of international delegates in academic conference influences their
satisfaction significantly.

H2 (a): Educational experience of international delegates in academic conference influences their
behavioural intentions significantly.

H2 (b): Entertainment experience of international delegates in academic conference influences their
behavioural intentions significantly.

H2 (c): Esthetic experience of international delegates in academic conference influences their
behavioural intentions significantly.

H2 (d): Escapism experience of international delegates in academic conference influences their
behavioural intentions significantly

The positive relationship between customer satisfaction and behavioural intentions has generally been
recognized in previous tourism studies [19]. [12] states satisfaction has been a predictor of customers’
behavioral intentions including revisit intentions and intention to recommend. The link between
customer satisfaction and behavioural intentions was also studied and verified by [19] across Chinese
resort hotels. Findings from the study of [29] also support the existence of positive link between
customers’ satisfaction and their behavioural intentions. Based on these empirical and theoretical
arguments, it is hypothesized that;
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H3: Satisfaction of international delegates in academic conference influences their behavioural
intentions significantly.

3 Research Methodology

The data was collected from international delegates at two international academic conferences held at
a Private University in Kuala Lumpur, Malaysia during May, 2014 over three days. A convenient
sampling technique was used to select the sample. Questionnaire was developed based on previous
research [3-4, 7, 22] and used 5-point Likert scale. A total of 210 questionnaires were distributed to
these delegates out of which 188 were returned and deemed fit for analysis, resulting in an effective
response rate of 89%. Out of these 188 respondents, 56% were male whereas 44% were female. 32%
were having age below 30 years, 50% were between 31 and 50 years and 18% were older than 50
years. The data was analysed using SPSS and AMOS. To assess the measurement model, the research
conducted a confirmatory factor analysis (CFA) with reliability and construct validity checks. To
assess the overall fit of the proposed model and test hypotheses, structural equation modelling (SEM)
was conducted as recommended by [30].

4 Results

All standardized factor loading of each construct was high (above .720) that ensured the convergent
validity. Composite reliability for six latent constructs was between .730 and .867 that ensured the
internal consistency (See Table 1). The CFA showed appropriate goodness-of-fit indices (> =396.820,
df=237, v/ df = 1.674, p < 0.001, RMSEA = .059, CFI = .928, GFI = 0.901 and TLI = 0.928).

Table 1: Validity and Reliability for Constructs

Variables and Items Loadings AVE CR
Education
This conference increased my knowledge 0.889
I learned a lot during this conference 0.861 0.766 0.867
Entertainment
I enjoyed various activities/sessions at the conference 0.806
Various activities/sessions at the conference were entertaining 0.731 0.592 0.742
Esthetics
The physical setting at the conference was very attractive 0.723
The physical setting at the conference strengthened my overall
experience 0.792 0.575 0.730
Escapism
The got carried away by various activities at the conference 0.828
I totally forgot about my daily routine 0.841 0.696 0.821
Satisfaction
Overall, I am satisfied with my visit to this conference 0.827
Overall, I am satisfied with the food service quality provided
at this conference 0.836 0.691 0.818
Behavioural Intentions
I will revisit this conference in the future 0.862
I would recommend this conference to others. 0.729 0.637 0.777

Notes: x° = 40.836, CMIN/df = 1.047, GFI = 0.966, CFI = 0.998, TLI = 0.997, RMSEA = 0.016
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The average variance extracted (AVE) from all constructs exceeded the cut-off criterion of .5, and
were greater than the squared correlations between any pair of constructs (See Table 2).

Table 2: Discriminant Validity

Education Entertainment Esthetics Escapism Satisfaction BIi}tISr\lltli(z)lg:l
Education 0.875
Entertainment 0.709 0.769
Esthetics 0.656 0.681 0.758
Escapism 0.672 0.629 0.983 0.834
Satisfaction 0.664 0.575 0.501 0.547 0.831
ﬁletlelztvifr?sral 0.662 0.708 0.506 0.465 0.403 0.798

Since all these figures and measurement ensure reliability and validity of the measurement items,
therefore, this research tested the same measurement model for further testing of the structural model
and hypotheses. The structural model also showed appropriate goodness-of-fit indices (x* =40.836,
df=39, ¥*/ df = 1.047, RMSEA = .016, CFI = .998, GFI = 0.966 and TLI = 0.997). The result in Table
3 showed that all four dimensions of experience had positive and significant impact on international
delegates’ satisfaction (R* = 0.54). Moreover, it was also observed that all four dimensions of
experience and satisfaction with the academic conferences can influence international delegates’
behavioral intentions (R? = 0.52). Hence, all the hypotheses were accepted.

Table 3: Results of the Structural Model

Hypothesis Ste};rﬁ:rd Sta t;l; tics Decision
Hla Educational experience — Satisfaction 2.482 5.416%* Supported
Hlb Entertainment experience — Satisfaction 0.821 6.532% Supported
Hlc Esthetic experience — Satisfaction 1.422 1.968%*  Supported
H1d Escapism experience — Satisfaction 0.126 8.749* Supported
H2a  Educational experience — Behavioral Intentions 1.684 8.514%* Supported
H2b  Entertainment experience — Behavioral Intentions 0.143 9.736* Supported
H2c  Esthetic experience — Behavioral Intentions 1.032 4.482% Supported
H2d Escapism experience — Behavioral Intentions 0.588 3.302* Supported
H3 Satisfaction — Behavioral Intentions 1.032 1.966**  Supported

**p <0.05 *p <0.01

5 Conclusion and Implications

In today’s intensely competitive market, it is generally assumed that the key to gaining an advantage
lies in creating high-quality experiences that will, in turn, lead to positive emotions and loyal
customers [19, 31]. These relationships are acknowledged in various facets of hospitality and tourism
industry. However, studies focusing on experience to elicit satisfaction and shape behavioral
intentions in the context of academic conferences are scant. Therefore, this study aimed to examine
how different experiential dimensions influence international delegates’ overall satisfaction and
behavioural intentions in academic conferences. This study adopts Pine and Gilmore’s model of the
four dimensions of experiences. Their model appears to be a useful framework to understand

01009-p.5



SHS Web of Conferences

preferences of international delegates in an academic conference context where four experiential
dimensions are shown to have significant effects on delegates’ satisfaction and behavioural intentions.
This study suggests that an evaluation of an experience based on the senses of feeling, learning, being,
and doing may be an appropriate tool. Moreover, there are implications for how organizers within the
business tourism industry should think in regard to creating and developing their products and
services. In order to meet the market needs and demands, it is important to create and ‘“stage”
experiences so that they capture the essence of the four dimensions.

Structural equation modelling was used to test the hypotheses and the findings revealed that all
four dimensions of experience had positive and significant impact on international delegates’
satisfaction and behavioural intentions. Moreover, it was also observed that satisfaction with the
academic conferences can influence international delegates’ behavioral intentions. These findings
were consistent with previous studies [3, 19, 32-33]. The findings show more specifically that the
dimensions of education and esthetics effect the international delegates’ level of satisfaction and
behavioural intentions. These findings imply that experiences need to be created and staged depending
on their associated contexts.

The results of this study generate some useful practical implications as well. Experience economy
is a mega-trend implying an increased emphasis on staging of experiences as a source of added value
[2, 34]. The results from this study show that different dimensions of experience significantly
influence delegates’ level of satisfaction. Service providers and organizers in business tourism can,
therefore, use these dimensions and their respective measurement scales to assess how well they have
met the customer’s expectations. Constant focus on measuring customer expectation and accordingly
staging experiences are crucial for industries where it is difficult to determine what visitors expect
before they come. Hence, understanding of how to create value in these type of industries through
experiences is very critical for the organizers. Moreover, it is also important to focus on highlighting
the elements which hold more weightage towards delegates’ assessment of their overall experience.
For instance, educational and esthetic aspects are relatively more important for international delegates
in an academic conference. Hence, it should be ensured that the conference overall provides
opportunities to develop and enhance knowledge and learning of the delegates. Organizers of
academic conferences should focus on arranging various workshops and sessions to facilitate learning
process of the delegates. Moreover, all of these sessions and workshops should be arranged in a very
attractive esthetic environment. It is not an established fact that an event has to contain elements from
all four dimensions for it to be a compelling experience. Therefore, it is essential that the producers
have knowledge of which elements they should develop based on the context.

6 Limitations and Future Research Suggestions

Although the results of the current study have shed light on several important issues, some limitations
need to be considered in future research. Since convenience sampling was used in this study, results
cannot be generalized. For instance the findings should be interpreted with caution when applied to
different types of conferences, events or different industries. Future research should examine the
proposed relationships in other industries with a larger sample size.
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