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Abstract: Despite theme parks being a research hotspot, there is a paucity of research to understand
the forming process of brand behavioral intentions (i.e., the intention of revisiting a theme park and
the visit intentions of other theme parks under the same brand). For identifying the developing
process of brand behavioral intentions from the perspective of experience, the current study developed
a theoretical framework in which brand experience and memory affect visitors’ satisfaction and
behavioral intentions to revisit a particular theme park as well as to visit other theme parks of the
same brand. The empirical results of current study showed that visitors’ theme park experiences were
good enough antecedents of their memories and satisfaction. It was also found that, when visitors’
memory and satisfaction are high, they are likely to have stronger impact on intentions to revisit the
theme park and to visit theme parks of the same brand than did memory.
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1. Introduction

In modern society, service providers’ endeavors to find new marketing strategies have focused on
customer satisfaction and loyalty because the desire that consumers want to obtain through purchasing
is gradually diversifying [1]. In this era of experience economy, the core of business has changed
from products to services to experiences [2]. As one of the new marketing strategies, the concept
of experiential economy has received much attention. Under the experience economy, consumers
expect service providers to value the consumer experience and to provide satisfactory and memorable
experiences that benefit providers by encouraging consumers to repeat purchases or consumption [1,3].
The importance of implementing marketing strategies based on experiential economy is no exception
in tourism and leisure in that experience is a major factor in differentiating tourism and leisure services
to form positive images and memories from their visits.

As a representative experience product in the tourism and leisure industry, theme parks have
continued to develop. The theme park is a leisure and entertainment space different from daily life.
It provides tourists with different services and/or experiences to enrich their lives based on different
themes. Therefore, it can be said that experience is a necessary part of the theme park industry of
modern society. The definition of theme parks can be expressed as “exciting examples of capital
intensive, highly developed, user-oriented, man-modified, recreational environment” [4]. It was
recorded that about 252 million visited to the world’s top 25 most popular theme parks in 2018, a 3.3%
increase compared to 244 million in 2017 [5]. Milman [6] and Cheng, Fang, and Chen [7] showed that
theme parks have recently begun to be recognized as one of the most prevalent entertainment venues
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in the world. For theme parks, attracting visitors, stabilizing development, and ensuring profitability
in a highly competitive situation are top priorities for each theme park [8]. Kim and Gupta [9] and
Han et al. [10] claimed that the value of maintaining present customers is five times greater than
gathering new customers. Cheng, Fang, and Chen [7] also emphasized that a theme park’s brand is a
determining factor for park visitors in regard to whether they will visit the park. Therefore, promoting
and convincing theme park brand through the experience economy will be an effective strategy in the
theme park industry, where competition is intensifying.

For theme park companies with multiple parks under the same brand, it is of importance to know
whether the brand name alone can induce visits even if the content of the theme parks is different.
Such a motivation would be considered a brand behavioral intention, related to the fact that, if an
individual is satisfied after purchasing a product from a brand, this satisfaction may affect not only the
customer’s product repurchase intentions but also the customer’s purchase intentions toward other
products from the same brand. Therefore, inspiring theme park visitors’ revisit behavioral intentions
and attracting visitors to other theme parks under the same brand are important issues that theme
park operators and stakeholders cannot ignore because these things are closely related to the operating
company’s profit growth and success. In terms of brand behavioral intention, Han and Hyun [11]
stated that, the higher the consumer’s satisfactory experience in a luxury hotel restaurant, the more of
an intention that consumer has to make an additional purchase at that restaurant or another restaurant
under the same brand.

When considering theme park visitors’ brand intentions, the construct of memory should also be
considered. Quan and Wang [12] stressed that the memorability of the visitor experience can have
a significant impact on visitors’ access to specific destinations. Visitors are likely to revisit tourist
destinations with positive and unforgettable memories [13–15]. In relation to experience marketing,
brand intention, and memory, Brakus, Schmitt, and Zarantonello [16] recognized brand experience
as consisting of sensory (i.e., sight, smell, sound, taste, and touch stimulations evoked by the brand),
affective (i.e., feelings from the brand and its emotional connection with consumers), intellectual (i.e.,
brand’s capacity to induce consumers’ concurrent and diverse thinking), and behavioral (i.e., consumers’
bodily experience and interactions with the brand and lifestyles) experiences. Unfortunately, empirical
research on this brand experience theory is rare, especially in the context of theme park, and previous
research has not focused on the decision-making process and post-visit behaviors of theme park
visitors [7,17]. In particular, no research has been conducted on visitors’ intentions to visit other theme
parks of the same brand (i.e., brand behavioral intention).

Thus, the purpose of this research is to examine visitors’ experience in the theme park by applying
the brand experience theory and test relationships between visitors’ brand experience, memories,
satisfaction, and behavioral intentions to revisit a particular theme park as well as to visit other theme
parks of the same brand. With these perspectives in mind, it would be meaningful to discover the
associations between the above research variables to promote sustainable brand experiences in the
theme park and to explore their roles in order to clearly identify ways by which to increase visitor
access and behaviors. Therefore, the results of this study can offer new strategic directions through
which theme park operators can increase revisit rates, loyalty, and profits.

2. Theoretical Framework and Research Hypothesis

2.1. Brand Experience

Brand experience management seems to be important in regard to integrating sustainability for
successful development and growth [18] since brand is as a significant element which determines
consumers’ specific choices of products or services [7]. As such, it is necessary for brand marketers to
build stronger bonds with consumers by staging holistic views of brand experiences [19–21]. Although
brand experience has gained attention in marketing and for understanding and managing brand loyalty,
limited research has concentrated on the brand experience in the perspective of leisure and tourism [14].



Sustainability 2020, 12, 4500 3 of 13

Brand experience is composed of affective, behavioral, intellectual, and sensory variables evoked by
stimuli associated with the brand (i.e., design, identity, packaging, environments, and communications
of the brand) [16]. The sensory dimension focuses on brand stimuli related to one’s five senses—sight,
smell, sound, taste, and touch. The affective dimension of brand means one’s emotional attachment
to a brand. The intellectual dimension includes the capacity of a brand to involve consumers in
thinking and learning about a brand. The behavioral dimension focuses on bodily experience, lifestyle,
and interactions with the brand. Even though Brakus et al.’s [16] four types of experiences have been
measured and conceptualized in brand management [22] and coffee house brand [23], limited study
has emphasized the factor of brand experience in theme parks [18]. As such, this study attempts to
examine the factors that impact consumers’ loyalty and their post-purchase behaviors within the field
of theme parks by concentrating on the concept of brand experience.

2.2. Memories and Satisfaction

Tourism experiences are critical not only in choosing the competitiveness and sustainability
of tourism destinations [24] but also in leading to enhanced memories [19,25,26]. Kahneman [27]
defined tourism as helping people to construct label stories about important events and to collect
memories. Memories focus on strongly positive or negative events that should be remembered [19,25].
In the situation of the tourism industry, these memories focus on the products and services used at a
destination and are associated with the tourist experience that then drives behavioral outcomes [28–30],
such as intending to revisit, recommending the destination to others, and sharing post-visit experiences
with friends and family [31]. Memory usually indicates the ability of ongoing processing of information
when needed: memory encoding, storage, and retrieval [32]. The memory performs a critical role in
understanding human behaviors since information encoded with impressive memory in the mental
system organizes human activities [33–35]. Satisfaction means a positive affective reaction to a past
experience [36–39]. An essential concept underpinning destination marketing research is consumer
satisfaction, which is closely related to a sequential process that leads consumers to select destinations
and to make decisions for consuming products and services [7,11,40–42]. A considerable amount
of prior studies has examined satisfaction in tourism [36,43]. Satisfaction helps to build long-term
relationships [37,44], and it has been shown to be a predictor of brand loyalty [36].

Regarding hypothesis development between brand experience, memory, and satisfaction previous
research has claimed that memories are the most important characteristics of an experience [21,45–47].
It has been confirmed that meaningful memories affect consumers’ decision making positively [48,49].
Previous research suggesting that the consumption experience of a product or service contributes
to impressive memory formation suggests the possibility that this memory may be closely linked
to the consumer’s evaluation of goods [19,49]. Even though, within the context of theme park
research, investigating the relationships between customer satisfaction and memories remain limited,
an extensive literature has developed evidences for the influence of customer satisfaction on memory
evidence [28,50–52]. Customer satisfaction can be enhanced by social interactions during the
consumption experience because an individual recalling his/her memories of each other can realize
satisfaction [51]. For example, research has shown that the evaluations of consumption experiences
are stored in one’s memory [53]. This has also been explored in studies focused on how consumers’
memories influence their satisfaction and behavioral intentions [30]. For instance, Quadri-Felitti
and Fiore [54] revealed a positive impact of wine tourists’ memories on their satisfaction levels.
This is vital because, as discussed above, customers memorize positive evaluations of products and
services after having consumption experiences due to the link between memory and satisfaction [55].
This relationship was also found by Ali et al. [3] in the field of resort hotels in Malaysia. Based on the
review, the following hypotheses are suggested:

Hypothesis 1 (H1). Consumers’ brand experiences will affect their memories toward the theme park.
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Hypothesis 1a (H1a). Consumers’ sensory experiences will affect their memories toward the theme park.

Hypothesis 1b (H1b). Consumers’ affective experiences will affect their memories toward the theme park.

Hypothesis 1c (H1c). Consumers’ intellectual experiences will affect their memories toward the theme park.

Hypothesis 1d (H1d). Consumers’ behavioral experiences will affect their memories toward the theme park.

Hypothesis 2 (H2). Consumers’ brand experiences will affect their satisfaction toward the theme park.

Hypothesis 2a (H2a). Consumers’ sensory experiences will affect their satisfaction toward the theme park.

Hypothesis 2b (H2b). Consumers’ affective experiences will affect their satisfaction toward the theme park.

Hypothesis 2c (H2c). Consumers’ intellectual experiences will affect their satisfaction toward the theme park.

Hypothesis 2d (H2d). Consumers’ behavioral experiences will affect their satisfaction toward the theme park.

Hypothesis 3 (H3). Consumers’ memories will affect their satisfaction toward the theme park.

2.3. Memory and Behavioral Intentions

Behavioral intentions indicate an individual’s subjective potential related to his/her desire to
perform a behavior [56], resulting in his/her satisfied or dissatisfied experience. Brand loyalty
is related to the level of a consumer’s emotional response and attachment to a given brand [57].
Conventionally, brand loyalty has been considered a behavioral concept associated with behavioral
intentions toward repeat purchasing behaviors [58]. Most research on this topic has shown that offering
good memories is a better strategy to encourage customers’ brand loyalty as such memories are likely
to encourage consumers to select one of the products or brands related to these memories [32,33,59,60].
Offering positive and impressive visitors’ experiences caused them to remember and consider the
services affecting satisfaction and loyalty towards theme parks [61]. Thus, the relationship between
brand and consumer is vital in developing brand loyalty [62]. Brand experience is fundamental in
developing brand loyalty, in actively referring the brand, and in increasing a brand’s profits [63].
Thus, it is recommended that a service provider needs to focus on the formation of customers’ good
memories [53,64]. This recommendation focuses on the consistency assumption as considered within
the experience economy that the delivery of a memorable experience is a prerequisite for effective
customer experience management and marketing [46,49,65].

In creating memorable travel experiences, unique themes and pleasant interactions can bring
customers memorable experiences in tourism and hospitality environments [31,65]. Several
previous researches have revealed that customers’ memories have an imperative influence on their
satisfaction levels and behavioral intentions, including intentions to revisit and recommend the
destinations [3,31,51,54,55,66]. For instance, Knutson et al. [67] presented that customer experience
had an important influence on memory, which further formed the level of satisfaction and revisit
intention. As the constructs of behavioral intentions in this study are divided into two specific concepts
(i.e., behavioral intentions toward the theme park and behavioral intentions to visit the other theme
parks of the same brand), the literature review provides support for the proposed relationship between
memories and behavioral intentions:

Hypothesis 4 (H4). Consumers’ memories will affect their behavioral intentions toward the theme park.

Hypothesis 5 (H5). Consumers’ memories will affect their behavioral intentions to visit other theme parks of
the same brand.
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2.4. Satisfaction and Behavioral Intentions

Consumer satisfaction significantly is likely to engender customer loyalty, positive
social/word-of-mouth communications, and repeat purchases [68]. Prior research has revealed empirical
evidence to confirm the relationships among tourist experiences, satisfaction, and revisit intentions in a
wide range of the tourism and hospitality areas [11,69–74], including festivals [72,75], wine tourism [54],
resort hotels [76,77], cruises [66], food experiences [78], coffee house [21], and restaurants [79]. Thus,
satisfaction is seen as the antecedent of behavioral intentions on most occasions. For instance, Baker and
Crompton [69] revealed the relationship among festival quality, satisfaction, and behavioral intentions
to festival context. Similarly, it seems that that satisfaction significantly influenced festival participants’
behavioral intentions [80]. Song, Wang, and Han [21] proved that customer satisfaction has a positive
effect on the verified significant effect of customer satisfaction on their behavioral intention in a coffee
house brand. Han and Hyun [81] confirmed that, when customers’ satisfaction is high, they have
strong intentions to revisit restaurants in a luxury hotel and to visit other restaurants of the same luxury
hotel. There are several previous researches that focused on theme parks. Recent studies postulated
that a high level of satisfaction results in enhanced intentions to revisit or in loyalty to the theme
park [61,82–85]. As behavioral intentions in this study are composed of the two concepts mentioned
previously, such as behavioral intentions toward the theme park and behavioral intentions to visit the
other theme parks of the same brand in the current study, the following hypotheses are presented:

Hypothesis 6 (H6). Consumers’ satisfaction will affect their behavioral intentions toward the theme park.

Hypothesis 7 (H7). Consumers’ satisfaction will affect their behavioral intentions to visit other theme parks of
the same brand.

3. Method

3.1. Measurement

Based on previous studies, the initial measurement items (i.e., experience consumption, memory,
satisfaction, behavioral intentions, and behavioral intentions to visit other theme parks of the same
brand) were created. Multiple items were used to ensure the effectiveness of the measurement of
latent variables. Specifically, experience consumption was operationalized utilizing four dimensions
composed of three items each taken from previous studies [14,21,65]. Memory was measured with
three items adapted from previous studies [3,30,76]. Satisfaction was measured with three items
stemming from prior studies [1,86]. Behavioral intentions were operationalized utilizing three items
recommended by previous studies [81,87,88]. Behavioral intentions to visit other theme parks of the
same brand were measured with three items adapted from previous value studies [81]. All of the
survey questions were rated using a five-point Likert scale.

3.2. Data Collection and Analysis

Songcheng Theme Park (hereafter STP) is one of the popular historical and cultural theme parks
located in Hangzhou, China, a city with a history of over 4700 years. The survey was conducted between
February 2 and 16, 2017. This theme park in Hangzhou, with the theme of North and South Song
Dynasty culture, has been in operation since May 1996. A self-managed survey questionnaire was given
in person to 410 tourists who would like to participate in the survey, and a total of 364 questionnaires
were returned. Among them, 49 partially and/or inconsistent questionnaires were removed, resulting
in 315 questionnaires used for data analysis.

In order to ensure sufficient sample size, according to the research of Myers et al. [89], the required
sample size needs to be greater than or at least equal to 5 times the number of parameters (q). The sample
size used in the present study exceeds the minimum threshold, so the sample size of the present study
is sufficient. At last, the present study used R-studio statistical software to analyze the characteristics
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of the respondents (descriptive analysis), and then the analysis of measurement model (confirmation
factor analysis) and structural model (hypothesis testing) were carried out.

4. Results

4.1. Characteristics of the Respondents

The features of the respondents are in Table 1. There were 315 respondents, 53.7% of them female
and 46.3% male. They were mainly aged 20–29 (28.6%) and 30–39 (26%). In the case of jobs, 31.1% of the
total were students, followed by office workers (20%) and technicians/academics (13.7%). In terms of
educational degree background, 47.6% had a four-year university degree, while 30.8% had a two-year
college degree. As for income level, 34% made 3000 yuan or less, 26.3% made between 3000 yuan and
4999 yuan, and 22.6% made between 5000 yuan and 6999 yuan. More than half of respondents (61.6%)
were married.

Table 1. Demographic Characteristics of the Respondents.

Variables Characteristic Frequency Percentage (%)

Gender
Male 146 46.3

Female 169 53.7

Age

Under 20 years old 9 2.9
20–29 years old 90 28.6
30–39 years old 82 26.0
40–49 years old 72 22.8
50–59 years old 37 11.7

Over 60 years old 25 7.9

Education level

High school or lesser level 23 7.3
College level 97 30.8

Undergraduate level 150 47.6
Graduate level 45 14.3

Occupation

Government employee 12 3.8
Technician/academic 43 13.7

Business manager 23 7.3
Sales and marketing managers 42 13.3

Office worker 63 20.0
Farmer 7 2.2
Student 98 31.1
Retired 12 3.8
Others 15 4.8

Marital status
Single 102 32.4

Married 194 61.6
Others 19 6.0

Monthly income a

Less than 2999 107 34.0
3000 to 4999 83 26.3
5000 to 6999 68 22.6
7000 to 8999 33 10.5

More than 9000 24 7.6
a Unit: Yuan (Chinese currency).

4.2. Measurement Model

The results of the measurement model showed a satisfactory model fit to the data,
χ2 (224) = 522.969, p < 0.001, comparative fit index (CFI) = 0.942, Tucker Lewis index (TLI) = 0.904,
non-normed fit index (NNFI) = 0.929, and root mean square error of approximation (RMSEA) = 0.065.
The values of TLI and CFI equaled at least 0.9 and RMSEA was below 0.08, which confirmed the
good model fit [90]. The standardized factor loading values of the observed variables were found
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to be between 0.656 and 0.962. (see Table 2), which were close to or surpassed the criteria of 0.7.
Cronbach’s alpha value is in the range of 0.76 to 0.937, which is greater than the minimum standard of
0.7, which means that constructs in the present study have sufficient reliability. The average variance
extracted (AVE) values were also analyzed to be greater than the reference value of 0.5 [38] (see Table 3),
and the value of composite reliability (CR) for multiple items were larger than the criteria of 0.7. Along
with Table 2, measurement model’s discriminant validity revealed to be satisfactory based on the
value of AVE since all of the AVEs of each construct were greater than the squared correlation of the
corresponding constructs [91]. Thus, it was regarded that the proposed measurement model fits the
data well.

Table 2. Confirmatory Factor Analysis.

Factors and Items Standardized Factor Loading

Factor 1: Sensory experiences (SEN)
Songcheng Theme Park (STP) gives a strong sense of impression on my

sight or other senses 0.656

I find STP interesting in a sensory way 0.800
STP appeals to my senses 0.771

Factor 2: Affective experiences (AFF)
STP stimulates feelings and emotion 0.907

I have strong emotion for STP 0.962
STP is an emotional tourism destination 0.870

Factor 3: Intellectual experiences (INT)
STP gives me a variety of thoughts 0.846

STP stimulates my curiosity to learn new things 0.841
I engage in lots of thinking when I am in STP 0.655

Factor 4: Behavioral experiences (BEH)
I am excited in STP 0.851

I engage in physical activities and behaviors when I am in STP 0.895
I spend lots of time staying in STP 0.753

Factor 5: Memories (MEM)
I have remarkable memories of my visit to STP 0.815

I will not forget my visit to STP 0.845
I will remember many positive things about STP 0.844

Factor 6: Satisfaction (SAT)
My visit to STP is better than I expected 0.690
I am pleased with my experience at STP 0.717

Overall, I am satisfied with my experiences at STP 0.825

Factor 7: Behavioral intentions (BI)
I would visit STP again in the near future 0.936

I am willing to say positive things about STP to others 0.885
I am willing to recommend STP to others 0.815

Factor 8: Behavioral intentions to visit other theme parks of the same
brand (BBI)

I intend to visit other theme parks belonging to the same brand 0.746
I consider the STP brand to be my first choice in this tourism product

category 0.660

The next time I want to have a theme park experience, I will choose the
same brand 0.756

Note. All of the standardized factor loadings were significant at p < 0.05.
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Table 3. Reality and Validity of the Measurement Model.

Construct SEN AFF INT BEH MEM SAT BI BBI

SEN 0.555 0.232
(0.482)

0.481
(0.694)

0.407
(0.638)

0.368
(0.606)

0.481
(0.693)

0.516
(0.718)

0.371
(0.609)

AFF 0.010 0.835 0.323
(0.568)

0.134
(0.367)

0.188
(0.434)

0.203
(0.450)

0.181
(0.425)

0.121
(0.349)

INT 0.018 0.015 0.617 0.367
(0.606)

0.463
(0.681)

0.362
(0.602)

0.500
(0.707)

0.397
(0.630)

BEH 0.012 0.012 0.032 0.697 0.188
(0.433)

0.190
(0.435)

0.273
(0.522)

0.210
(0.458)

MEM 0.017 0.016 0.027 0.019 0.557 0.491
(0.700)

0.607
(0.779)

0.475
(0.689)

SAT 0.012 0.012 0.019 0.013 0.021 0.690 0.651
(0.807)

0.492
(0.701)

BI 0.018 0.018 0.029 0.020 0.030 0.024 0.775 0.750 *
(0.866)

BBI 0.016 0.017 0.026 0.019 0.027 0.019 0.031 0.521
α 0.786 0.937 0.820 0.866 0.872 0.778 0.908 0.760

CR 0.788 0.938 0.827 0.873 0.873 0.789 0.911 0.765

Notes. * = Highest correlation between pairs of constructs; α = Cronbach’s alpha values; CR = composite reliability;
the values of average variance extracted (AVE) are along the diagonal; the value above the diagonal indicates the
squared correlation between potential variables; the correlations among the latent constructs are in the parentheses;
and the value below the diagonal refers to the standard errors among the latent constructs.

4.3. Structural Model

The causal relationship between latent variables in the structural model was tested because a
well-fitted measurement model was established. It was also found that the level of fit of the structural
model was excellent (χ2 = 546.552, df = 232, p < 0.001, χ2/df = 2.356, RMSEA = 0.066, CFI = 0.939,
TLI = 0.900, and NNFI = 0.928) (see Figure 1). Sensory (βSEN→MEM = 0.281, p < 0.001) and intellectual
experiences (βINT→MEM = 0.523, p < 0.001) had positive influences on memory. Satisfaction seems to
be largely determined by sensory experience (βSEN→SAT = 0.463, p < 0.001) and memory (βMEM→SAT =

0.368, p < 0.001). Both memory and satisfaction had important influences on behavioral intentions
(βMEM→BI = 0.401, βSAT→BI = 0.553, p < 0.001) and behavioral intentions to visit other theme parks of
same brand (βMEM→BBI = 0.378, βSAT→BBI = 0.456, p < 0.001).
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5. Conclusions

Suggesting various strategies to enhance consumer satisfaction and loyalty and enticing them
for repeat purchases are the core of market competition. Among the various strategies, offering
memorable experiences to consumer is considered one of the most important issues in order to
satisfy and retain them [19]. In this regard, this research tried to examine the formation of visitors’
intentions to revisit a theme park as well as their intentions to visit other theme parks of the same
brand by considering the relationships among brand experience, memory, and satisfaction. The most
distinguishing feature of this study is that it is almost the very first trial to study theme park visitors’
intentions-to-revisit behavior and to explore the intentions to visit other theme parks of the same
brand together. From a theoretical viewpoint, this study will enhance understanding of theme park
visitors’ revisit intention formation. From a practical viewpoint, this study will contribute to bringing
theme park managers and marketers insights for attracting more theme park visitors. It was found
that behavioral intentions to a theme park (i.e., STP) and behavioral intentions to visit other theme
parks of same brand were mainly explained by memory and satisfaction. Sensory and intellectual
experiences had positive influences on memory, and satisfaction seems to be largely determined by
sensory experience and memory. Previous researches used the four dimensions of brand experience
(sensory, intellectual, affective, and behavioral) as the formative indicators of the brand experience,
verified that the four dimensions also contributed differently to the overall brand experience, and then
tested the influence of the overall brand experience on customer satisfaction and loyalty or brand
prestige [16,22]. However, the present study directly confirmed the impact of sensory, intellectual,
affective, and behavioral experience on memory and satisfaction, which can more clearly recognize the
contribution of each dimension to memory and satisfaction. Additionally, it was found that, the higher
the memory, the higher the satisfaction, the higher the intention to revisit, and the higher the intention
to visit theme parks under the same brand. In other words, satisfaction was not only a precedent for
revisiting intentions but also a driving factor for visiting other theme parks under the same brand,
which is consistent with Han and Hyun’s [81] findings mentioned above. It should be emphasized that
satisfaction had a stronger impact on revisit intentions and behavior intentions to visit theme parks
of the same brand than did memory because memory was also an important source of satisfaction
formation. Moreover, intellectual experience had a positive indirect effect on satisfaction through
memory as a mediate variable. The reason for this result may be that STP has many park activities and
content related to education and intelligence, leaving a deep impression on and creating memories for
tourists. These impressions and memories may be gradually transformed into satisfaction and may
stimulate tourists to revisit or visit other theme parks under the same brand in order to seek a different
intellectual experience.

In terms of theoretical implications, this study suggests a theoretical basis for theme park brand
operators and researchers related to a new perspective on how to retain visitors. It is interesting to note
that close relationships exist among the various theme parks of the same brand. Therefore, it is necessary
to coordinate the overall development strategy and to play a joint role because the theme parks under
the same brand are in an interactive relationship. As a specific strategy, the managers of theme parks
should consider promoting or mentioning other theme parks under the same brand at the same time
when promoting their theme parks via TV advertisements, posters, and leaflets. With regard to practical
implications, it would be useful to make use of online short video sharing platform, such as TikTok, to
attract and convey brand stories to visitors since these platforms are very popular in China. Theme park
managers should also seize the opportunity to use the platforms to carry out interesting publicity on theme
parks and to increase their attractiveness to previous and potential visitors. In addition, like collecting
stamps, it is necessary to provide visitors with specially designed souvenirs and to encourage visitors to
check into other theme parks under the same brand to get additional souvenirs. Furthermore, in order not
only to increase revisit intentions but also to convince visitors to visit other theme parks under the same
brand, theme parks should offer memberships and discounts. In addition, developing brand exclusive
apps that can quickly push out relevant information to potential visitors should be considered. These
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apps could contain such information as ticket sales, traffic information, park introductions, maps, guides,
brand stories, special performances or events, and holiday or group purchase offers. This approach could
help enhance the visitor experience, could improve visitor satisfaction, and could increase visitor revisit
intentions. In summary, through this research, we can achieve a deeper knowledge of the theme park
visitors’ behavior and bring clearer and more specific guidance and suggestions for the theme park’s
sustainable development from a new perspective.

Limitations and Recommendations

This study was conducted only for visitors to theme parks that have an emphasis on historical and
cultural themes. Therefore, it is necessary to confirm if the results may apply to other theme parks or
research environments in future research. The current research is based on the brand experience theory
presented by Brakus et al. [11]. However, other concepts related to brand experience may be introduced
in future studies. Due to the use of a small convenience sample of consumers, the results were limited to
domestic consumers in China and may not be generalized to other settings. Therefore, further research
can obtain information from a more diverse sample of consumers. As a final limitation, the data
collection for the present study was conducted exclusively in the late spring festival. Since visitors to
theme parks may react differently according to the season, subsequent studies need to be conducted
with different data collection times.
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