4 German French Austrian Conference

New Directions — New Insights

16 - 18 September 2010
University of Vienna
Chair of Marketing

Conference Proceedings

Pictures:

© Hejduk/Osterreichische Nationalbibliothek, © Osterreichische Nationalbibliothek, © fotocase
© University of Vienna, ©WienTourismus/Willfried Gredler-Oxenbauer, ©WienTourismus/F 3
©WienTourismus/MAXUM

Editors: Marion Garaus, Wolfgang Weitzl, Elisabeth Wolfsteiner, Magdalena Zimprich



GFA 2010 Conference Abstracts

< FA17
Room U17y
Consumer Behavior 1

Chair: Mitchell, Vincent-Wayne; Cass Business School, v.mitchell@city.ac.uk

Enhancing customer loyalty to shopping centres through special event enter-
tainment: The mediating role of hedonic value?

Sit, Jason; University of Surrey, k.sit@surrey.ac.uk
Johnson Morgan, Melissa; University of Southern Queensland, Melissa. Morgan@usq.edu.au

Ekinci, Yuksel; Oxford Brookes University, yekinci@brookes.ac.uk

Special event entertainment refers to free entertainment events convened by shopping centres, and popu-
lar examples include school holiday events, fashion shows, celebrity appearances and market days. Despite
the common use of special event entertainment, very few studies have provided an insight on the effect of
special event entertainment on customer loyalty to shopping centres. In particular, very few studies have
examined the perceived hedonic value and quality of special event entertainment, and how these two
constructs interact to influence customers’ approach behaviours in shopping centres. As an attempt to
gain this insight, this study surveyed 280 shopping centre patrons in Australia that had experienced spe-
cial event entertainment. Every 5th shopper in the crowd was approached and handed a self-completed
questionnaire. Structural equation modelling was applied to analyse the data. The results showed that
perceived hedonic value consisted of two dimensions: entertainment value and exploration value. These
two value dimensions are parallel to the passive and active experiential value proposed by Mathwick,
Malhotra and Rigdon (2001). Entertainment and exploration value were found to have significant, posi-
tive effects on shopping behaviour and behavioural intention of shoppers. However, these positive effects
were not identical. Exploration value demonstrated a much stronger, positive effect than entertainment
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value. Perceived quality was found to have a positive effect on perceived hedonic value. Two dimensions
constituted the perceived quality of special event entertainment: setting quality and performer quality. In
particular, setting quality demonstrated a positive effect on both entertainment and exploration value.
Conversely, performer quality had a positive effect on exploration value only, and not on entertainment
value. Nevertheless, performer quality was found to have a, direct positive effect on both shopping beha-
viour and behavioural intention. Hence, the results of this study suggest that special event entertainment
can enhance shopper loyalty, particularly through perceived hedonic value and quality. However, per-
ceived hedonic value is likely to mediate the effect of perceived quality on shopper loyalty.
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