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Abstract 
The advance of civilization and the change in society have changed people’s life. More and more people start 
to enrich the spiritual and living experience by understanding cultural customs and natural landscape and are 
willing to spend more time for planning tours for various intellectual and perceptual recreational activities 
to relax the mood and reduce pressure. Ecotourism, as a nature-oriented tourism idea, is booming and 
presents better competitiveness. To be advantageous in the market, high-quality service to satisfy visitors’ 
expectation and requirements is necessary. Aiming at ecotourism visitors in Taiwan, as the empirical objects, 
total 360 copies of questionnaire are distributed, and 258 valid copies are retrieved, with the retrieval rate 
72%. The research results show positive relations between 1.experiential marketing and experience value, 
2.experience value and customer satisfaction, and 3.experiential marketing and customer satisfaction. 
According to the results, suggestions are further proposed for domestic ecotourism businesses understanding 
visitors’ tourism experience and making business decisions. 
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INTRODUCTION 
Tourism has become an important part of economic 

development. The conservation of ecological 
environment, the awakening of environmental 
awareness, and the change of consumer market would 
result in the new-style tourism pattern different from 
traditional recreational activities and combining with 
ecological conservation, environmental education, and 
cultural experience. The advance of civilization and the 
change in society have people changed the life that a lot 
more of people start to enrich the spiritual and living 
experience through the understanding of cultural 
customs and natural landscape and are willing to spend 
more time for planning tours for various intellectual 
and perceptual recreational activities to relax the mood 
and reduce pressure. Under the global promotion of 
sustainable development, various countries promote 
green industry and, aiming at the problems of 
globalization, global change, and resource exhaustion in 
the future decade, make promise of sustained-yield 
management in tourism industry through international 
conference. World Tourism Organization and United 
Nations Environment Programme collaboratively 
promote the development strategy of ecotourism to 
have ecotourism become the development direction in 
various countries in the world. 

Ecotourism is a nature-oriented tourism idea that 
ecotourism is booming and shows better 
competitiveness. To present advantages in the market, 
ecotourism should present high-quality service to 
satisfy visitors’ expectation and needs. The 
understanding of visitors’ expectation is the prerequisite 
of high-quality service. In addition to satisfying visitors 
with high-quality service, current ecotourism 
businesses apply “experience” allowing visitors enjoying 
the fun and feeling of experience in the process. 
Experience then becomes a part of visitors’ life and 
induces the inner emotion. Apparently, in addition to 
providing service, customers’ experience feeling is 
emphasized. The understanding of customers’ feeling, 
experience needs, and environmental ecology therefore 
become the primary issues. Aiming at ecotourism, the 
effect of experiential marketing on experience value and 
customer satisfaction is preceded the empirical research 
in order to propose important suggestions for domestic 
ecotourism businesses understanding visitors’ tourism 
experience and making business decisions. 

LITERATURE REVIEW 

Experiential Marketing 
Lee and Kang (2015) defined experiential marketing 

as an individual customer perceiving certain stimulation 
through observation or participation in events and being 
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induced the motivation to present thinking identity and 
precede consumption behaviors to further enhance the 
product value. Katherine and Peter (2016) argued 
experience as a phenomenon, such as various 
recreational activities, happy feeling, and visual 
enjoyment as well as various emotional reactions; and, 
novelty, feeling, and fun should be covered in 
consumers’ experience process. Agrawal et al. (2015) 
defined experiential marketing as an individual 
customer perceiving certain stimulation, after 
observation or participation in events, inducing the 
motivation, and generating thinking identity or 
consumption behaviors to enhance the product value. 
Etkin and Sela (2016) defined experiential marketing as 
the marketing through sense, emotion, action, thinking, 
and relations so that an individual customer presented 
unique experience and identified the products or service 
to enhance the overall consumption value. Özgen and 
Argan (2017) showed the similar opinion but further 
explained that, in addition to the stimulation resulted 
from the form of experience and the application of 
media, it expected to have consumers perceive the value 
and achieve the brand loyalty of the product. 

Referring to Chen and Lin (2017), the idea of 
experiential marketing is applied to describe consumer 
experience in this study. 

(1) Sensory experience: Sensory marketing appeals 
to vision, hearing, smell, taste, and tactile. 

(2) Emotional experience: Emotional marketing is 
a strategy providing consumers with certain experience 
so as to present emotion to the company brand  

(3) Thinking experience: Thinking experience 
appeals to intelligence, aiming to have consumers create 
cognition through creativity. 

(4) Relating experience: Relating experience is the 
powerful experience through the interaction between 
social & cultural meanings and consumers. 

Experience Value 
Liu (2016) emphasized that consumers would satisfy 

the desire through products; consumer value was 
acquired through the experience in product provision. 
Francesca et al. (2015) regarded value as consumers 
making overall evaluation of products after comparing 
the “acquired products” and “paid prices”. Bouzon et al. 
(2016) pointed out experience value as the value 
appearing in customers’ consumption and experience 
process of tangible products or intangible service; the 
customers integrated into the consumption situation 

and left deep experience impression. Kim (2016) argued 
that experience value was the sensory, emotional, and 
aesthetic perception after consumers’ consumption. 
The experience value could be enhanced by interacting 
with consumers through products or service (Lewis, 
2015). Accordingly, experience value in this study is 
defined as visitors’ psychological perception derived 
from various experiential activities and the re-
consumption and revisit intention through the 
influence of perception and emotion. 

Referring to Chiu et al. (2017), experience value is 
classified into return on investment, service superiority, 
aesthetics, and interests in this study. 

(1) Return on investment: Consumers measure 
the relative relationship between the invested expenses, 
time, strength, energy consumption and the acquired 
reward. The service efficiency is enhanced by 
promoting service, increasing convenience, and saving 
time to further increase consumers’ return on 
investment. 

(2) Service superiority: Service superiority is a 
consumer’s self-subjective reaction. Service providers 
offer consumers with professional service or deliver 
professional information. The service quality, attitudes, 
speed, and professional knowledge are the reference for 
service measurement. 

(3) Aesthetics: Aesthetics refers to consumers’ 
direct perceived environmental experience. In the 
consumption environment, aesthetics could be 
presented through visual attraction and entertainment 
resulted from visual effect. 

(4) Interests: Consumers participate in and 
perceive an attractive activity and reflect the inner fun 
to temporarily get rid of real life. 

Customer Satisfaction 
Chou et al. (2015) proposed that consumers’ prior 

experience in service or product purchase would affect 
the evaluation of the service or product to further affect 
the repurchase behavior. In consumers’ experience 
evaluation, Kotler and Keller (2015) discovered that 
consumers would evaluate the functional benefits of 
product effectiveness and enjoyment to induce positive 
or negative consumption emotion and eventually affect 
consumer satisfaction. Hair et al. (2016) considered that 
customers, after purchasing products or receiving 
service, would give satisfactory or dissatisfactory 
evaluation of the experience process; such inner 
psychological changes would affect the successive 
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behaviors of repurchase when customers were satisfied. 
Robbins and Judge (2016) indicated that consumer 
satisfaction was caused by the expectation and 
anticipation before consumption and the service 
performance after the consumption; after comparing 
the value difference before and after the consumption, 
positive or negative satisfaction would be generated. 
Luo et al. (2018) proposed the when the actual 
performance exceeded the anticipation, positive 
difference or higher satisfaction would be generated. 
On the contrary, negative difference or dissatisfaction 
would appear when the actual performance was not as 
expected. When the actual performance was just as the 
expectation, medium satisfaction or indifference might 
be presented (Valenzuela Fernández and Villegas Pinue 
2016). 

Referring to Jung (2017), the dimensions for 
customer satisfaction proposed in the recreation area 
planning and management is utilized in this study. 

(1) Characteristics: including uniqueness, 
entertainment, primitiveness, experience, history. 

(2) Development potential: containing service 
population, accessibility, quality, and management as 
the evaluation standards of an ecotourism park. 

Research Hypothesis 
Wu and Tseng (2015) pointed out emotional 

marketing as an important factor in delivering value and 
creating customer loyalty. Shukla et al. (2016) 
mentioned that the promotion of either products or 
service should go through experience to have customers 
show identity to the consumption value and then appear 
consumption behaviors. Creswell (2015) indicated that 
experiential marketing, different from traditional 
marketing, stressed on brand in the experiential 
marketing to create unique and unforgettable 
consumption experience of customers; and, experience 
value was derived from customers’ experience. 
Accordingly, good experiential marketing could result 
in customers’ positive experience value. Varshneya and 
Das (2017) found out significantly positive relations 
between sensory experience, relation experience, 
thinking experience, and action experience in 
experiential marketing and experience value. From 
above literatures, the following hypothesis is inferred. 

H1: Experiential marketing presents positive 
relations with experience value. 

Yin (2017) discovered that interests, return on 
investment, and aesthetics in experience value could 

effectively predict satisfaction, while aesthetics and 
return on investment in experience value could 
effective predict loyalty. Manning (2015) found out the 
positive relationship between experience value and 
satisfaction. Solomon (2017) pointed out the 
remarkably positive relationship between consumers’ 
product experience value and satisfaction. Rezaei et al. 
(2016) found out the positive and notable relationship 
between experience value and customer satisfaction, 
where service superiority appeared the highest 
significance, followed by aesthetics and customers’ 
return on investment, and interests the lowest. In the 
research on visitors’ experience value, customer 
satisfaction, and leisure effectiveness of theme parks, 
Youssef and Abdallah (2016) also discovered that the 
higher customers experience value would result in 
higher satisfaction, with significantly positive relations. 
According to above literatures, the following hypothesis 
is inferred. 

H2: Experience value reveals positive relations with 
customer satisfaction. 

Zhang (2015) mentioned that consumers, according 
to the subjective psychological state, would change with 
personal feeling and distinct environmental factors. 
Different consumer experience would result in distinct 
effects that customers would generate distinct reaction 
from individual different perception. Merriam & 
Tisdell (2016) pointed out the positive correlation 
between service experience and re-consumption 
decision. Stein and Ramaseshan (2016) regarded 
satisfaction as customers’ emotional reaction to the 
different evaluation between expected products or 
service and actual experience; experiential marketing 
showed positive correlations with customer satisfaction. 
Jung (2017) pointed out satisfaction as the perception of 
anticipation as well as the real experience and the 
experience difference before and after purchase; 
experiential marketing presented directly positive 
effects on satisfaction. Accordingly, the following 
hypothesis is inferred. 

H3: Experiential marketing presents positive 
relations with customer satisfaction. 

SAMPLE AND MEASURING INDICATOR 

Research Sample and Object 
Aiming at ecotourism visitors in Taiwan as the 

empirical objects, total 360 copies of questionnaire are 
distributed, and 258 valid copies are retrieved, with the 
retrieval rate 72%. 
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Reliability and Validity Test 
Validity refers to a measuring tool being able to 

really measure the questions which a researcher would 
like to measure. Validity is generally divided into 
content validity, criterion-related validity, and construct 
validity. The questionnaire items in this study are 
referred to domestic and international research that it 
should present certain content validity. The dimensions 
of experiential marketing, experience value, and 
customer satisfaction in this study are preceded overall 
structural causal relationship test with linear structural 
relations model. The data input is based on the 
correlation coefficient matrix of above observation 
variables. The linear structural relations model analysis 
result reveals that the overall model fit achieves the 
reasonable range, showing favorable convergent validity 
and predictive validity. Item-to-total correlation 
coefficients are utilized for verifying the construct 
validity of the questionnaire in this study, i.e. reliability 
analysis. The calculated item-to-total correlation 
coefficients are used for judging the questionnaire 
content. The item-to-total correlation coefficients of 
the dimensions in this study are higher than 0.7, 
revealing certain construct validity of the dimensions of 
the questionnaire in this study. 

To further understand the reliability and validity, 
the analyses are preceded. The higher Cronbach’s α 
shows the better reliability. Based on the standard to 
develop the formal questionnaire, the measured 

Cronbach’s α appears in 0.70~0.90, obviously 
conforming to the reliability range. 

EMPIRICAL RESULT ANALYSIS 

LISREL Evaluation Indicator 
LISREL (linear structural relation) model combines 

factor analysis and path analysis in traditional statistics 
and adds simultaneous equations in econometrics. It 
could simultaneously calculate multiple factors and 
multiple causal paths. Preliminary fit criteria, overall 
model fit, and fit of internal structure of model could be 
used for evaluating the model fit. 

The data are organized in Table 1. The preliminary 
fit criteria, fit of internal structure of model, and overall 
model fit are explained as followings. 

From Table 1, four dimensions of experiential 
marketing (sensory experience, emotional experience, 
thinking experience, and relating experience) could 
significantly explain experiential marketing (t>1.96, 
p<0.05); four dimensions in experience value (return 
on investment, service superiority, aesthetics, and 
interests) could remarkably explain experience value 
(t>1.96, p<0.05); and, two dimensions of customer 
satisfaction (characteristics and development potential) 
could notably explain customer satisfaction (t>1.96, 
p<0.05). Apparently, the overall model in this study 
shows good preliminary fit criteria. 

In regard to fit of internal structure of model, 
experiential marketing reveals positive and significant 

Table 1. Overall linear structural model analysis 
Evaluation item Parameter/evaluation standard Result t 

preliminary fit criteria 

experiential marketing 

sensory experience 0.688 10.88** 
emotional experience 0.651 9.12* 
thinking experience 0.643 8.66* 
relating experience 0.662 9.63* 

experience value 

return on investment 0.676 10.37** 
service superiority 0.634 7.28* 

aesthetics 0.704 12.26** 
interests 0.697 11.53** 

customer satisfaction 
characteristics 0.712 13.45** 

development potential 0.725 14.69** 

fit of internal structure of 
model 

experiential marketing→experience value 0.843 32.41** 
experience value→customer satisfaction 0.876 38.95** 

experiential marketing→customer satisfaction 0.827 29.66** 

overall model fit 

X2/Df 1.688 
GFI 0.976 

AGFI 0.933 
RMR 0.006 

Note: * stands for p<0.05, ** for p<0.01, and *** for p<0.001. 

Table 2. Hypothesis test 
Research hypothesis Correlation Empirical result P Result 

H1 + 0.843 P<0.01 supported 
H2 + 0.876 P<0.01 supported 
H3 + 0.827 P<0.01 supported 
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correlations with experience value (0.843, p <0.01), 
experience value appears positive and remarkable 
correlations with customer satisfaction (0.876, p 
<0.01), and experiential marketing presents positive 
and notable correlations with customer satisfaction 
(0.827, p <0.01), showing that H1, H2, and H3 are 
supported. 

Regarding the overall model fit, the overall model fit 
standards χ2/Df=1.688, smaller than the standard 3, 
and RMR=0.006 show proper χ2/DF and RMR. 
Furthermore, chi-square is sensitive to sample size that 
it is not suitable for directly judging the fit. 
Nevertheless, the overall model fit standards 
GFI=0.976 and AGFI=0.933, higher than the standard 
0.9 (the closer GFI and AGFI to 1 revealing the better 
model fit), that this model presents better goodness-of-
fit indices. 

CONCLUSION 
The research results show remarkably positive 

effects of experiential marketing on tourism experience 
value and customer satisfaction that experiential 
marketing is the key factor in tourism experience value 
and customer satisfaction to verify the approach of 
experiential economy. It reveals that sensory experience, 
relating experience, thinking experience, and emotional 
experience of experiential marketing would notably 
affect tourism experience value and customer 
satisfaction. Ecotourism businesses therefore could 
reinforce the customers’ relating experience, provide a 
relaxing and comfortable tourism environment, or 
establish visitor membership clubs, fellowship or wild 
conservation association for the sense of belongingness 
of visitors and activating the social activity. Many 
businesses have published ecological education related 
publications to provide information for visitors 

fulfilling the goals. Such a method is worth 
encouraging. Furthermore, different effective methods 
could be used for offering visitors with ecotourism data, 
including booklets of special ecological landscape to 
induce visitors’ emotion and perception and attract 
visitors. Besides, service staff or interpreters should be 
reinforced the interpretation of ecology and promotion 
of ecological issues to assist visitors in deeply 
considering about the issues of ecological environment. 

SUGGESTION 
By organizing the research results and findings, the 

following practical suggestions are proposed. 

1. Ecotourism businesses are suggested to 
reinforce the marketing of ecotourism products with 
local cultural characteristics, e.g. postcards with local 
scenery or humanities, food combined with local 
cultural characteristics, and ecological conservation 
exhibition for promoting related products, such as 
indigenous handcrafts. 

2. Ecotourism businesses are suggested to 
promote new ecological facilities, e.g. green paths, 
cycling paths, and cables, or hold planning activities, 
such as sticker collection and sketch competition, to 
enhance visitor satisfaction and the revisit intention. 

3. Ecotourism businesses are suggested that the 
opening hours and interpretation time should consider 
visitors’ convenience and match visitors’ needs. 
Moreover, the surrounding design of ecotourism spots 
should consider visitors’ convenience and understand 
the needs of special visitors (elders and children), e.g. 
increasing the direction signs, interpretation boards, 
and safety service in the park or reinforcing emergency 
rescue, medical equipment, and rescue strategies. 
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