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The Relationship among Marketing Mix, Satisfaction, Repurchase
Intention, and Word-of-Mouth Intention at Gala Show

Suk-Kyu Kim', Jae-Gu Yoo’, & Jae-Ahm Park’*
!'Sangmyung University, Chung-Ang University, & *Daegu University

The purpose of this study was to examine the effect of marketing mix on satisfaction, repurchase
intention, and word-of-mouth intention. Through the convenience sampling method, a total of 350
spectators from 2013 Son Yeon-Jae Gala Show. Of 350 surveys that were collected, 20 were discarded
resulting in 330 usable surveys. By employing independent t-test, confirmatory facor analysis, structural
equation modeling through SPSS 20.0 and AMOS 20.0, this study found followings. First, there was
difference according to past experience of attending the gala show or watching it on media. Second,
quality of performance and place in marketing mix were positively related to satisfaction. Third,
satisfaction had a positive influence on repurchase intention and word-of-mouth intention. Fourth,
quality of performance and place in marketing mix had a positive influence on repurchase intention and
word-of-mouth intention mediated by satisfaction.

Key Words: Marketing mix, satisfaction, repurchase intention, word-of-mouth intention KISS’,
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ALS 95 4838 ko Hgkonm AE(product),
7V4 (price), F4(place) 2 ZZEA (promotion) =
g nA
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71t} (Anderson & Srinivasan, 2003: Lai et al.,
2009; Pan et al., 2012; Parasuraman et al., 1988).
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Jones, 2007).
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o3 21 109 o] FEAL AH HE3
713871 7149 (self admlnlstratlon method)i

-

T ANen oo} e iy % o}oﬂ 350%-2]
k= B SHIAY 2ARN L
7} FErE o] 2lE| o] oAl E AkE 2055 A<
330%-(94.3%)5 HFEA AHgsidth A9
WAt E 994(69.4%) 9] vl&o] 343(30.3%) Het =
A vebskew | dEd slojAe 40-4941(29.1%) <]
Hl o] 7P =gkom 30-3941(28.8%) 9 20-2941
(24.2%)7} §1Z o]tk L3 olE F 66.1%= I
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Table 1. Demographic Information

Variables Frequency %

Male 101 30.3

Gender Female 0 o

10-19 25 76

20-29 80 242

Age 30-39 95 8.8

40-49 96 20.1

Over 50 34 103

Past experi I Yes 218 66.1

e sadim No 112 39

Sho%vg By Yes 261 79.1

media No 69 20.9

: Paid 127 385

Ticket type Free 0 ol
S50l

2 AFAA ARG ZAETE ARAlolt ARAlE
QATFEAIRA W], nAR Y (24 quality, WH7HE:
price, 394 place, THE%: promotion), T
T (satisfaction), A2 = (repurchase intention)
2 A% (Word-of-Mouth) ¢l & 57 MUAER
BE R, AHE A BE FAES AgdTl
2Bt & AT HA Fietes 239 dE 7}

31oj& AH +4 - Egs13
?SC}Q_E /Hl:ﬂ O:]Eﬂ 47—1;}3’7361 E]?/—]l%
Tz 74 }'/\}\—‘U%, AR s A3
2005: Kim et al., 2008: Lee et al., 2012: Na &
Kim, 2012; Park, 2009)°] @A3ste] 254, )
&, TARL, FEF 5 47H«] at91aQlel & 1458
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F 45%S 89 e, FHEE Park(2013) %
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(M=3.31) % AFui=(M=
95F N o Be A

o] &

d Yy gue e
3.70) 2ot A &
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Table 3. Difference According to Past Experience Watching
Gala Show by Media

73641301 A= Hde 7 M=3. Watching gala show N M D ¢
(M=4.12)¢] #gke] O34 &2 J2e 7} by media
(M=3.07)3} #2&at=(M=3.91) 2t} E424 49 Quality Yes 261 3.93 .69 197
Z 3ol M o =2 Ao uegrkTable 2) Yo © 38
. Yes 261 3.24 77
Price N o 30 7
0 . .
Table 2. Difference According to Past Experience
Y 261 42 .
Watching Gala Show in the Stadium Place . 6 3 83 1.15
No 69 3.29 .19
Watching gala show , Yes 261 343 &
in the Stadium N M SD t Promotion No 6 318 . 2.26*
Yo 218 393 .66
Quality Nes 12 3ss a4 2 Saisfaction o 201 A% g
0 . . -
No 69 4.08 .70
Yo 218 325 79
Price o 1.97* Repurchase Yes 261 384 79 2.68*
No 112 3.07 72 Intention No 9 155 % N
Yo 218 343 82 : :
Place e 1.06 Yes 261 395 81
No 112 333 .84 Word-of-mouth N 6 384 %6 1.04
Promoti Yes 2834l B g (.05, * p(.01 = T
omotion . .05, .01, :
No 112 333 75 P P P
L Yes 218 412 .68 . . .
Satisfaction No 12 30 01 2.08* Table 4. Difference According to Ticket Type
Repurchase Yes 218 381 83 %5 Ticket type N M SD t
Intention No 112 373 72 ' Oul Paid 127 3.95 .67 I
i .
Wortotmouts o 28 30T YoFce 3 3 70
0 . .
Paid 127 3.16 79
(.05, ** p(.01, *** p(.001, M: Mean, Pice -5
SD: Standard Deviation Free 203 3.20 76
Bl Paid 127 353 .85 2 36+
_ ace .
o, mHels 53 Zeks B firdl o Free 203 331 80
A & o3t zkol 7} e AR UETKTable 3). promotion, P44 127 346 o
} _ = romotion .
TFAACR #AFAF] de JH /A (M=3.24), Free 203 333 80
TH(M=3.43), 28|32 A7 =(M=3.84)9 H¢ . Paid 127 4.07 79
1 3 o} o ] _ Satisfaction 45
gol a8A e FJde 7 (M=3.00), TE Free 203 403 76

(M=3.18), 28]z A= (M=3.55) Et} &7
A fogE A H w2 Aoz Yeiyt

E|AE R weA e fof st i}olﬂ NE Aoz
ERtti(Table 4). R4z &8 g oz Baa 3
the] A4 (M=3.53)¢ zH?—uHA# M=3.91)¢ B
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2Prgo AJS BN A3 (X2=869.898,
X?/df=1.964, p=.000] °]¥ CFI=.95, TLI=.94,
RMR= .04 RMSEA=.052% Uehgtt 2dS A9
at7] ek Al AE Ao 71FE CFI9F TLI
0.9°1% RMR 0.05°]3F RMSEAE 0.10]3t2 X1
9ltH(Song, 2012). &, B A9 uﬂwg % e
Vet o2 HI1E 4= JJtKTable 5). 2914 A%
o SleidE BE £3o] 7]EAQ 50013 »}E}LH&’i
H(Song, 2012). AF =z glojAes ZE 299
Cronbach Alpla .700]73¢] At A2 =5 e

Table 5. Summary of Model Fit

Suggested value

Variable Value (Song, 2012)
X2 869.898
df 443
CFI .95 >90
TLI 94 >90
RMR .04 <05
RMSEA .05 <10
S Rd o gy FFETE dEgdEes
TFaote] AAlstd e, ASEdA s Brtetr] st
NENF =%k (construct reliability) & o] &3t L,
WHEIRA = 7Bl Helirl e HTitgZEk(average

ce extracted) & °&atdct. 1 27 gl =
TE RE HFEAA 70 o3 #he UEhdT 35E
S BRI (Song, 2012). FHEFFA A 3o

=, FAa9 AQFujel = e0lo] HFEAFEEgko] AT
A%ee) AFHEG A Aoz Yeht Baeg e
wapgivtn g vk ok, ey 2R AT T
(two-standard error interval estimates)<llA] o]
o FAATE 1S TR = Ao Yehgo
aole] oA = oA E 859 7lEAE
o 2, WPyl gungdy B @
& Zo]tH(Kline, 2005; Song, 2012). 29144
2], Cronbach Alpha, @8 % 9@ HFEAFZ

e rL
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32
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¥o ) rlﬂ
o)

§i

& (Table 6Y°] Q9w 9l

FEYEAR

0gk

TP RY B2} (X2=1148.677, X%/df=2.541,
p=.000) °|® CFI=.93, TLI=.91 RMR=.08
RMSEA=.0722 Ueytt H|5 RMRo] 7]&#<l
058D} T A JepgAI g BEEH 0 R NE A
2% CFI} 2% E #Ade] 7]eo 2 A (Song,
2012)8 2 e

Y nd A3

Ao},

, AEA (B =59
p¢ 001)4 %}i(ﬁ .24, p< 05)% HLTSo] £
& G (+)9 9IS A= Aoz vEigoy /M4 (B
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o 213 98 VA7) P A0 ebgrkTable 6).
B o] ATl s % T e FHHY 9F
£ v Qolekn 4Y e 4429 38 AP A3, ¥
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Table 6. Summary of Factor Loadings, Cronbach Alpha, Construct Reliability, and Average Variance Extracted

Ttem M FL a CR AVE 2

QUAI1 This event has a great artistic value 398 .89
QUA2 This event was very creative 3.85 .88

Quality =~ QUA3 The career of performers was good 418 72 87 90 65  .28-50
QUA4 The story of the event was good 3.77 .74
QUAS The stage setting was good 3.78 .56
PRI1 The price of ticket was fair 321 74
PRI2 The diverse promotion of ticket was good 3.19 .80

Price PRI3  The price of the event pamphlet was fair 316 84 90 89 64 .18-41
PRI4 The price of souvenir was fair 3.10 .82
PRI5 The differential pricing of the ticket by seat was good 330 .71
PLA1 The place of the facility was easy to find 3.68 .63
PLA2 The public transportation to the facility was convenient 331 .70

Place PLA3 The seat was very comfortable 346 72 80 77 41 24-53
PLA4 The directional sign of the facility was good 342 70
PLAS 1 am satisfied with the parking lot of the facility 3.09 .63
PRO1 The advertisement through the television and radio was good 324 83
PRO2 The advertisement through the newspaper and magazine was good 3.25 .89

Promotion PRO3 The information on the Internet was good 341 .86 850702253
PRO4 The event has a good reputation 3.64 .68
SAT1 1 am satisfied with the overall performance of this event 3.98 .90
SAT2 1 am satisfied with my decision to attend this event 403 .93

Satisfaction SAT3 I am satisfied with the outcome of this event 401 93 9597 82250
SAT4 The outcome of the event met my expectations 3.87 .88
RPI1 I would like to attend similar thythmic gynnastics gala show to this event  3.79 .90
RPI2 I will attend at least one more similar sporting event to this event 3.80 .74

Rflﬁgl(t:ih:;e RPI3 1 will attend this event next year 3.66 .81 88868 2T
RPI4 I will watch television when my favorite gymnast appears on it 4.08 .72
WOMI 1 will recommend this event to anyone who seeks my advice 3.85 94
WOM2 T will tell other people about how good this event is 3.80 .94

Word-ofm 95 96 84 18-77

outh
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vAE was FENES o2 Ste] A Fule=
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Va4t 58 AR Ax, AEAZ(B=.39, p(.001)
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woh ma ZFEA(B=.40, p.001) 2 Hax(B
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U, 73 SR A 2 A B Hg
TS I RE foldt s nRA| FEile Aow
yelyt U4 Ryg EMFA3e (Fig. DI
(Table 7)ol 2950 9l

Table 7. Summary of Model Fit

Direct Indirect
Path 95% CI
B B LL UL
Quality—Satisfaction Sgk
Quality—Repurchase Intention 3o 34 62
Quality—Word-of-mouth A0 35 62
Price—Satisfaction 05
Price—Repurchase Intention o -08 .16
Price—Word-of-mouth o -0 .16
Place—Satisfaction 24%*
Place—Repurchase Intention A6 .04 38
Place—Word-of-mouth A7 04 38
Promotion—Satisfaction -03
Pronotion—Repurchase Intention -2 -12 09
Promotin—Word-of-mouth -2 -12 09

Satisfaction—Repurchase
Intention
Satisfactionr—~Word-of-mouth .69***

* pd.05, ** pd.01, *** p.001
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