BAB V
PENUTUP

Penelitian ini mengumpulkan responden sebanyak 128, 2 kuesioner responden

penelitian ini tidak dapat digunakan untuk pengolahan data karena tidak memenuhi

standar yang dipersyaratkan, hal ini diketahui setelah pemeriksaan lebih dekat terhadap

jawaban kuesioner. Usia responden untuk profil responden berkisar antara 17 sampai

47 tahun, dan didominasi oleh laki-laki sebanyak 98 orang dan perempuan sebanyak

28 orang.

51 Kesimpulan

Berdasarkan hasil analisis dan pembahasan penelitian yang telah dijelaskan

pada bab IV, kesimpulan yang dapat diambil oleh penulis adalah sebagai berikut:

1.

Pengalaman berkunjung berpengaruh secara positif terhadap nilai
sosial.

Pengalaman berkunjung berpengaruh secara positif terhadap nilai
ekonomi.

Pengalaman berkunjung berpengaruh secara positif terhadap nilai
emosional.

Nilai sosial tidak berpengaruh secara positif terhadap niat
berkunjung kembali.

Nilai ekonomi berpengaruh secara positif terhadap niat berkunjung
kembali.

Nilai emosional berpengaruh secara positif terhadap niat
berkunjung kembali.

Pengalaman berkunjung tidak berpengaruh secara positif terhadap

niat berkunjung kembali.
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8. Nilai sosial tidak memediasi hubungan antara pengalaman
berkunjung dengan niat berkunjung kembali.

9. Nilai ekonomi memediasi hubungan antara pengalaman
berkunjung dengan niat berkunjung kembali.

10. Nilai emosional memediasi hubungan antara pengalaman

berkunjung dengan niat berkunjung kembali.

5.2 Implikasi Manajerial

Hasil penelitian ini menunjukkan bahwa nilai ekonomi dan nilai emosional
memiliki pengaruh yang paling besar terhadap niat berkunjung kembali dan juga
memediasai antara pengalaman berkunjung terhadap niat berkunjung kembali. Dari
hasil penelitian yang telah dilakukan dapat disimpulkan bahwa Harga yang ditetapkan
di Muscle Gym Yogyakarta tergolong murah sehingga bisa menarik konsumen untuk
terus datang ke Muscle Gym Yogyakarta. Terdapat penawaran promosi, diskon, atau
paket khusus yang ditetapkan oleh Muscle Gym Yogyakarta yang dapat mempengaruhi
niat berkunjung kembali. Diskon harga atau penawaran yang menarik juga biasanya
diberikan oleh Muscle Gym Yogyakarta, sehingga dapat mempengaruhi persepsi nilai
ekonomi yang lebih tinggi dan mendorong pelanggan untuk mempertimbangkan
kunjungan ulang atau memperpanjang keanggotaan mereka. Maka dari itu perusahaan
perlu mempertahankan harga yang terjangkau dan memberikan promosi supaya dapat

mempertahankan konsumen lama dan menarik minat konsumen baru.

Nilai emosional yang positif dan menguntungkan dapat memperkuat niat
berkunjung kembali. Pengalaman yang didapatkan ketika berada di Muscle Gym
Yogyakarta secara keseluruhan termasuk nilai emosional dapat mempengaruhi niat
berkunjung kembali ke tempat kebugaran atau gym. Pengalaman yang membangkitkan
motivasi tinggi dan dorongan emosional, seperti rasa semangat, kebanggaan diri, atau
rasa pencapaian, dapat mempengaruhi niat berkunjung kembali. Ketika pengunjung di
Muscle Gym Yogyakarta merasa termotivasi secara emosional dan mendapatkan

kepuasan dari aktivitas fisik dan pencapaian pribadi, mereka cenderung memiliki niat
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yang kuat untuk melanjutkan partisipasi. Saran perusahaan adalah dapat memberikan
suasana dan atmosfer yang menyenangkan seperti menyetel musik untuk membuat para
konsumen merasa semangat dalam melakukan olahraga dan menjaga kebersihan

tempat supaya konsumen merasakan nyaman.

Pengalaman berkunjung memiliki pengaruh terhadap nilai sosial, nilai ekonomi
dan nilai emosional. Dengan pengalaman berkunjung yang didapatkan oleh seseorang
ketika melakukan fitness di Muscle Gym Yogyakarta, akan memiliki pengaruh pada
nilai sosial seseorang. Hal ini memberikan manfaat bagi seseorang seperti kebanggaan
diri dan juga dapat memperluas jaringan sosial mereka. Dengan demikian, ini akan
berdampak pada penerimaan sosial dan peningkatan citra diri setiap orang yang
berkunjung ke Muscle Gym Yogyakarta. Pengalaman berkunjung yang positif dapat
memberikan nilai tambahan bagi bisnis kebugaran, yang dapat membenarkan harga
yang lebih tinggi. Jika pelanggan merasa puas dengan layanan, fasilitas, atau program
kebugaran yang disediakan, mereka mungkin merasa lebih nyaman membayar harga
yang sedikit lebih tinggi dibandingkan dengan alternatif lainnya. Nilai emosional
seseorang terhadap Muscle Gym Yogyakarta berhubungan dengan perasaan saat
menggunakan merek, yang meningkatkan loyalitas konsumen terhadap tempat gym
tersebut. Pengalaman berkunjung konsumen Muscle Gym Yogyakarta berkaitan kesan
baik yang didapatkan ketika berada di tempat gym. Saran perusahaan kedepan adalah
untuk dapat lebih menjaga kebersihan tempat gym dan dapat meningkatkan keramahan
para staff, serta dapat mempertahankan harga yang terjangkau supaya dapat menarik

minat orang untuk berkunjung ke Muscle Gym Y ogyakarta.

5.3 Keterbatasan Penelitian
Menurut temuan penelitian, ada sejumlah kendala penelitian yang harus
diperhitungkan untuk studi masa depan. Beberapa kekurangan dari penelitian tersebut

adalah sebagai berikut:
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1. Penelitian ini memiliki keterbatasan pada objek penelitian yang hanya di
fokuskan pada Muscle Gym Y ogyakarta yang mana hanya satu dari banyak gym

yang ada di Yogyakarta.

5.4  Saran Penelitian Kedepan
Berdasarkan penelitian yang telah dilakukan, berikut merupakan saran yang

dapat diberikan oleh peneliti untuk penelitian selanjutnya:

1. Dalam penelitian kedepan diharapkan dapat mengambil objek penelitian yang
berbeda supaya tidak hanya mencakup satu objek saja melainkan bisa lebih

bervariasi.
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LAMPIRAN

Lampiran 1 (Kuesioner Penelitian)

Pertanyaan Filter

1. Apakah anda pernah mengunjungi Muscle Gym Yogyakarta minimal 2
kali dalam 1 tahun terakhir?
a) YA
b) TIDAK

2. Apakah anda penah menjadi member Muscle Gym Y ogyakarta minimal
1 tahun terakhir?
a) YA
b) TIDAK

Pertanyaan Profil Responden

1. Jenis Kelamin
a) Laki-laki

b) Perempuan

2. Usia
a) 17-27
b) 28-37
c) 38-47
d) >47
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Petunjuk pengisian;

g B~ W N

= Sangat Tidak Setuju
= Setuju

= Netral

= Setuju

= Sangat Setuju

Indikator Pengalaman Berkunjung

No. Pernyataan

E1l Saya memiliki pengalaman yang baik secara
keseluruhan pada kunjungan saya ke Muscle
Gym Yogyakarta

E2 Fasilitas Muscle Gym Yogyakarta bersih

E3 Jarak perjalanan saya ke Muscle Gym
Yogyakarta tidak menjadi masalah bagi
kunjungan saya.

E4

Staf Muscle Gym Yogyakarta sangat sopan.

Indikator Nilai Sosial

No. Pernyataan

SVv1 | Kunjungan saya ke Muscle Gym Yogyakarta
memperluas jaringan sosial saya.

SV2 Kunjungan saya ke Muscle Gym Yogyakarta
menyebabkan orang lain mengagumi saya.

Sv3

Pengalaman saya di Muscle Gym Yogyakarta
membuat saya lebih mudah bergaul.
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Indikator Nilai Ekonomi

No. Pernyataan

EV1 | Fasilitas di Muscle Gym Yogyakarta
memberikan harga yang wajar (masuk akal).

EV2 | Harga untuk layanan tambahan(personal
trainer,penjualan produk,penyewaan studio,dIl)
di Muscle Gym Yogyakarta dapat diterima.

EV3

Muscle Gym Yogyakarta memberikan harga
yang layak.

Indikator Nilai Emosional

No. Pernyataan

EM1 | Kunjungan saya ke Muscle Gym Yogyakarta
memberikan saya kebugaran.

EM2 | Saya merasa senang saat berkunjung ke Muscle
Gym Yogyakarta

EM3

Kunjungan saya ke Muscle Gym Yogyakarta
membangkitkan minat atau antusiasme saya.

Indikator Niat Berkunjung Kembali

No. Pernyataan

RI1 Saya berencana untuk kembali ke Muscle Gym
Yogyakarta sewaktu waktu.

RI2 Saya berencana untuk membawa teman atau
keluarga ke Muscle Gym Yogyakarta sewaktu
waktu.

RI3

Fasilitas di Muscle Gym Yogyakarta layak untuk
dikunjungi kembali.
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Lampiran 2 (Data mentah)

RI3

RI2

RI1

EM3

EM2

EM1

EV3

EV2

EV1

SV3

Sv2

SV1

E4

E3

E2

El
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Lampiran 3 (Hasil olah data PLS)

Delimiter;
Value Quote Character; Mans

Number Format:

Missing Value Marker. None

Indicators:

E1
E2
E3
E4
s
sv2
SV3
EV1
EvV2
EV3
EM1
EM2
EM3
RH
RI2

1

O 0~ WV W N

b b o b il b b
L R T T N R |

O 4159

04278

04214
0 4270
0 3992
04024
04151

o e

0 3992
0 183
0 4056
0 4008
0 38
0 4056
0 3968
0 3.897

Indicator Correlations | Raw File |
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Hasil mean, min, max dan standar deviation

-1.024
-0.993
-0.843
-0.855
0.361
-0.200
-0.352
-0.188
-D419
-0.556
-0.588
-0.821
-0.609
-0.477
-0.804
-D.481

Semicolon Encoding: UTF-8
Sample size. . 126
uS {example: 1,000.23) Indicators: 16
Missing Values: 0
No. Missing Mean Median Min Max Standard Deviation Excess Kurtosis Skewness
4,000 2000 5000 081 0990
4000 2000 5000 0.741 0767
4000 2000 5000 0.695 1085
4000 2000 5.000 0729 0080
4,000 2000 5.000 0648 -0.004
4,000 2000 5000 0679 0.230
4.000 2000 5.000 0.696 0326
4.000 2000 5,000 0762 0.307
4000 2000 5000 0727 0474
4000 1.000 5000 0.782 1319
4.000 2000 5.000 0832 0.044
4.000 2,000 5.000 0.116 0214
4000 1.000 5000 0.766 1441
4000 2000 5,000 0722 0379



Outer Loadings

Outer Loadings

o Matrix

Niat Berkunjung Kembali Nilai Ekonomi Nilai Sosial Pengalaman Berkunjung

0.874

E1
E2
E3
%
EM1
EM3
EV2
RI1 0.747
RI2 0.832

RI3
sV 0.794
sv2 0.806
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Discriminant Validity

Foenedl-Larcker Criterion

Heterotrait-Monotrait Ratio (HTMT)

Cross Loadings

Niat Berkunyung Kembali Nilai Ekonomi Nifal Emosional Nilal Sosial Pengalaman Berkunjung

E1

E3
E4

EM2
EM3
EV1
EV2

RN
Ri2
Ri3
sVi
sV2
SV3

Cross Loadings
0400 0432
0326 0.403
0327 0355
0413 0.470
0.583 0534
a7e7 0593
0646 0.751
0485 0726
0.59 0.757
0645 0819
0.747 0512
0832 0581
0.839 0.715
0202 0231
0.274 0258
0.267 0.228

0508
0.446
0442
0.484
0795

0338

0.549

0714

0,591

0.627"

0,702
0317
0.262
0322

0375
0366
0417
0475
0210
0413
0296
0132
0284
g
0200
0346
0217
074
0,806
o

0.874
0.864
0854
0872
0393
0450
0.480
0248
0367
0464
0.306
0335
0384
0.389
0309
0414

Validitas Diskriminan dan Statistik Reliabilitas
Construct Reliability and Validity

Matrix = Cronbach's Alpha

Niat Berkunjung Kembali
Nilai Ekonomi

Nilai Emosional

Nilai Sosial

tho A

Heterotrait-

i Composité Réﬁabulitv Averaqe Variance Extracted (AVE}
Cronbach's Alpha rho_A Compaosite Reliability Average Vanance Extracted (AVE)
0.732 0.743 0.848 0.651
0.658 0.673 0.812 0.591
0.746 0,750 0.855 0.663
0.701 0.701 0.833 0.625
0.889 0.8%4 0.923 0.751

Pengalaman Berkunjung
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Nilai R Square dan Q Square

R Square
' Matrix © RSquare “ R Square Adjusted

Ei\liat Berkunjung Kembali 0684 0.674,
Nilai Ekonomi 0.233 0.226
Nilai Emosional 0.296 0.291
Nilai Sosial 0224 0.218

Construct Crossvalidated Redundancy
Total - Casei Case2 Case3 Cased ' Case5
SSO SSE Q* (=1-SSE/SSO)

Niat Berkunjung Kembali 378.000 218.848 0.421
Nilai Ekonomi 378.000 330.936 0.125
Nilai Emosional 378.000 306.995 0.188
Nilai Sosial 378.000 331.387 0.123

Pengalaman Berkunjung 504.000 504.000
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Path Coefficient untuk Direct Effect

Path Coefficients
~ Mean, STDEV, T-Values, P-Values Confidence Intervals - _Qonﬁdence Intervals Bias Corrected -~ Samples Convi
Original Sample (O) Sample Mean (M) Standard Deviation (STDEV) T Statistics (|O/STDEV|) P Values
Nilai Ekanomi -> Niat Berkunjung Kembali 034 o032 0.143 2483  0.013
Nilai Emosional -> Niat Berkunjung Kembali 0.541 0.522 0.154 3514 0.000
Nilai Sosial -> Niat Berkunjung Kembali 0.024 0.024 0.057 0428 0.669
Pengalaman Berkunjung -> Niat Berkunjung Kembali -0.051 -0.051 0.067 0755 0.451
Pengalaman Berkunjung -> Nilai Ekonomi 0.482 0.484 0.080 6.043  0.000
Pengalaman Berkunjung -> Nilai Emosional 0.544 0.543 0.075 7.209 0.000
Pengalaman Berkunjung -> Nilai Sosial 0474 0478 0.085 5.566 0.000
Indirect Effects
Specific Indirect Effects
Mean, STDEV, T-Values, P-Values ~ Confidence Intervals ~ Confidence Intervals Bias Corrected ~ Samples Canv tn Clinhoared:  Exe
Original Sample (O} Sample Mean (M) Standard Dewviation (STDEV) T Statistics (JO/STDEV]) P Val...
Pengalaman Berkunjung -> Nilai Ekonomi -> Niat Berkunjung Kembali 7_7‘ 0171 0.181 0.079 2170 0.030
Pengalaman Berkunjung - > Nilai Emosional -> Niat Berkunjung Kembali 0.295 0.283 0.090 3.270 0.001
Pengalaman Berkunjung -> Nilai Sosial -> Niat Berkunjung Kembali 0.012 0.01 0.028 0.409 0.683
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Tamroduction frow their customer base, which requires planning and opera

Sports facilities concern the ancas that are o reated and n-
served for pmpkmmﬂ!uduhmmdmpv
tition activities, such as 2 m:rnuﬂ.lm. as well as

any structures that facihitae mm their tvolvernent in
this kind of activities, such as a maﬁnﬂl. nd-

stand, athletic Beld, and scoreboard. A Tacility can either, be
a large arena with ground surfaces sccommodating a diverse
array of sports activities, or a small hall or room designed for
asingle sport. However, @ sports facility can be comerted into
a theater, an auditorivm, o comveation center, 3 makeshift velel
shelter, or other venues deviated from traditional sports fapcs
tions such as health clubs, fitness conter, park, golf ficld and
TECTEAtion ancas.

Several factors, including prices, program offerings, atmos-
phere and artractions, amd amenities, such as parking, entes-
tainment options, catering, staff services and transpartation,
have been found t motivate repeat visits to sports facilities
I, 2] As spom facilay wers are held hle for amy
business losses, they are expected to consider these factors in
their day-to-day operations.

Marugmg and maintaining spocts facilities can be a de-

nv.mal plndw that encourage clicnt reeurn [3). However, cli
ent revisstintentions depend on many foctors: therefore, if an

can efficiently thewr sports and recreation
facilities, they are moce likely 10 make the best use of their facil-
Ity and gain the most benefies [4],

Literature review

Marketing research has explored a wide range of service
wnsum;mun concepis, such as service quality, perceived value,
upx obiots, with many saudies having exami-

bﬂm visit upm:nmx pem&md ulu:
bund luy alty,and p 6, 7|

on the interrolatedness of these cancepts hm- tmdcd o find
that the specific influences fuctuste over time [8]. Deriving
a good experience from sports events o activities has also been
found to depend on vamows factors, such as travel,

tiom, facilities and restaurants [9).

The relatsonship between expericnce and the pmﬂw-l va-
lue of a product or service is associated with product experience
and its costs and bemlm For cxumpk Duman and Mamla o]

d the

S 2l

and ti ng [3]. A g peo-
pe to first vhﬂ a (mluy takes wnyukrable effort, but ensuring
their return can be even more challenging. When a facility fails
to attract repeat visitors, it faces the risk of losses and closure
as has accurred in several sports venuaes workdwide [4, 5. This
is hecause It can no longer bear the financial burden under the
no-claentele situation
How a facility is managed by a sports numnerw!yaf

fects a user’s af services and overall

" \zlmlnﬂlluxhslwmsevu'ummdumﬁmxd

that ¢ P © Cheardy @ d perceived value.
As customer Joyalty has been recognized as vital to b
success. customer loyalty antecedents have boen widely resear-

chrd iov many years {1l 12]. For example, Oliver {13] identified
and action as the four main sta-
s s of loyakty and suggested that consumers started 10 develop
loyalty in each stage. The rek revisit |

the factlity. Value of a facility as perceived by a user is dupud
by the user experience which might or might not be in line with
its actual value, This is typical of & service in general, Therefore,

fitability and inahility, spoets Bclity manage-

and d oyalty was expl iin fies [M, 15,
16], They all suggested a significant n:lammlup between revisa
andd oyalty,

Although perceived value and expenence have been mo-
deded in numerus studies to elucidate the hypothesized rela-

ment must design effective marketing activities to mai and

ships, other than identifying the causal relations or simply
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examining the associations between these concepts, many qu-
estions on the actual relationship mechanisms remain unan-
swered. However, significant research has found experience to
be a significant determinant of repeat visits to a service provider;
that is, when ac erisc with the p t. they tend
to visit a facility more frequently {10, 17, 18],

Expenience and perceived value have been widely discussed
in relation to service; however, to date, no research has iden-
tified the causal tie between these two constructs [19]. Some
studies advocating an experience-perceived value relationship
have regarded perceived value and experience as antecedents
for behavioral outcomes |2, 20]; however, some eardier research
121, 22] suggested that experience directly influenced behavioral
outcomes, with perceived value functioning only as a determi-
nant.

Perceived value has been concep
Inan early study, Sheth et al, [23] ndtwﬂd ﬂ\‘!mm
contexts: function, sociality, emaotion, episteme, and situation,
Then, Holbrook [24] described perceived value asan exchange-

-otiented experience and developed &
thatcmbodued three distinet

lue was a balance between perceived and sacrifice based
u::pm with mﬁawmmmmm

in nature, and mmmmmmwoé\dﬂ :

assessed the benefits they weeeived.

In more recent studies, Mu&aueul.[zﬂdmhpdapc-
ceived value model that integrated emotional, functional, and
social value dimensions; Lee et al. (26} i functiona-
lity, emotion, and overall value in a single construct; Cho and
Yang [27} argued that perceived value was characterized by task-
-related and rational behavior. the elimination of hazards, the
pursuit of pleasure and excitement, and social value; Gallarza
et al. |28] saw perceived value as being associated with propo-
sed efficiency, social ¥alue, service quality, play, aestheties, and
a combination of time and effort; and Williams et al. [29] conc-
luded that perceived value was associated with utilitarian, affec-
tive, social, monetary, and novel attributes.

Originally, perceived value was not jecognized as widely as
customer satisfaction or service expertence [30, 31| and was only
examined as 3 crucal factor in the decision-making processes
of consumer for physical products. More recent customer servi-
ce studies, however, have tended to also conssder p!ycholodcal
and ?od'nl factors, such as hedonism, risk-taking and uncerta-
inty |29,

It has been argued that perceived value is a strategic marke-
ting consideration for producers and retailers in service settings
[32] that significantly afiects behavioral loyalty [21], whereby
consumers would trade off between what they possessed and
what they could offer. Therefore, perceived value was seen as
a service-onented construct that determined consumer nten-
tions and consumption experiences |33].

The association between experience, perceived value and
consumer revisit intentions has also been widely studied. Seve-
ral studies established clear relationships between the various
contributing factors and effects and concluded that perceived
value significantly contributed to retail and service and hospi-
tality inr.ln:lry growth {34, 35]. Huuhinsum et al. [33] chimcd
that y d value d both ¢
and oonaumpno experience

Given lhns bacl:gmund, this study analyzed how experien-

in sons and the possible i of per-

ce d revisit inte P
ceived value as a mediator to expand exlstmg knowledge and
provide insights into this specific variable. In particular, this

wmdubnm
orientation, .
motivation. Mykletun etal. [9] laerchhnedthatm\:d-uln- -
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study sought to determine the extent to which percedved value
influenced sports facility revisit intentions, for which a path
analysis model was developed to predict sports facility visitor
revisit intentions based on experience and determine the me-
diating effects of perceived value constructs.

To direct the research, based on the literature review, the
following hypotheses were proposed:
HI: Visit experiences exert a predictive effect on revisit inten-
thons.
H2: Visit experiences exert a predictive effect on social, econo-
mic and emational values,
H3: Social, economic and emotional values exert a predictive
effect on revisit intention.
H4: Social, economic and emotional values exert a mediating
effect on the relationship between prior visiting experiences and
revisit intentions.

Material and Methods

Participants
Data were collected using purposive sampling from 384 pa-
trons (ult-of-area tourists) at some selected recreational sports
establishments in Thailand, such as golf courses, swimming
pools, fitness conters and football fields. The inclusion criteria
were participants that had visited these diverse sports facilities
at least once a week in the last two months, with the number
of participants determined based on 2 95% confidence level,
a standard deviation of 2, and a maximum ervor of 0.2 [36].
were asked to electronically respond to a set of
qmmwen phones so that the answers could be
tallied and anonymity and cmﬁdcnmllty reta-
lned Al nts yoluntarily participated and received no
rewards. OF the 397 initial responses, 384 (96%) were
aatiefactonly completed.
As shown in Table 1, most participants were males with
age mnging from 35 o 66 years (M = 56.87 years, SD = 4.59),
with over half haying attended university. The average monthly

Table L Participant characteristics.
Charactarisics n %
Gender
Mae 7 878
Femala a1 122
Highest educatconal level completed
High schoal 80 15.6
Undergraduate school 122 g
CGraduate school 124 323
Vocatonal school T8 203
Faworite facity locascn
Central Thakand 5 377
Northem Thatand A4l ns
Eastarn Thaland 46 120
Others T2 188
M S0
AQe {years) S687T | 458
Monthly income (§) 2430 | 42N
Nurnber of menthly vaits 32 | oxn
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income of the sample was s2,430 (SD = 432.21). Over one-third
(38%) rated sports facilities in central Thailand as their favorite
facilities, with most visiting their facilities about thrice (SD =
.43} in the last month {prior to the survey).

Instruments

The Likert-type scales for measuring the variables under in-
vestigation were developed based on the steps recommended in
DeVellis [37] and Netemeyer et al. [38}. Supported by the com-
prehensive literature review |39, 40] and an extensive interview
with a panel of sports business professionals and sports facility
managers, a set of questionnaire items was developed.

The first part of the survey addressed lheumruclsunder
study, with cach involving three to four statements; cach sta
tement is accompanied by a five-point Likert-type agreement
scale from 1 (strongly disagree) to 5 ) The final
part of the questionnaire involved personal such as gender,
education, favorite location, age, hmmund visit fiequency.

Data Analysis
This study was focused on the two variables that
visitor intentions tomviitmminspomhdﬂda.wil thqm-
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0.85, as shown in Table 2, indicating that there were no reliabil-
ity problems [46].

SEM was applied to address convergent validity and dis-
criminant validity. The variables posited to measure the same
construct show convergent validity if their intercorrelations are
noticeable in magnitude [47). A high CR level was obtained,
which indicated that there was internal consistency and that
the indicators all consistently represented the same construct.
Therefore, the scales were considered to have acceptable valid-
ity.

Diseriminant valicdity is war d if the inter cor-
relations measuring the different constructs are not excessively
high [47], To achieve this, a test was implemented by comparing
the average variance extracted (AVE) and the squared correla-
tion coefficient [48]. The AVE for all constructs ranged from
0.66 to 0.81. Table 2 shows that the AVE estimates were greater
than 0.5 [44, 48], the CR coeflicients were greater than 0.7, and
th!ﬁanr Toadings were over 0.5 [44].

The proposed model was subjected to a principal axis fac-
tor analysis with a promax rotation, from which it was found
that the yiekded pattern cocfficients relating the factors with the
items were robust, ranging from 0.56 to 0.76. The fit indices

dictors being configured into the model shownin  for the madel revealed a statistically significant fit: GFI = 0.98,
Figure 1. A statistical mediation a was conducted using 1Fl = 0.96, TLI = 0.96, CFI = 0.97, and RMSEA = 0.03 [44].
IBM SPSS AMOS 24 |41} wdﬁunﬁmifwmdwdvdmnm
ted the relationship between visit experience and revisit inten- Table 2. Factor loadings, average varance extracted and compo-
tion, As supgested by Anderson and Gerbing [42], the analysis g ecliability.
was performed in two stages. First, measurement model ana- A
lysis was conducted, in which the measurement qualities were tem
evaluated using confiematory factor analysis. Second, structural Construct: Expaniance {AVE = 0.72, CR = 0.52, o = 0.85)
model analysis was conducted, in which a structural equation "
modeling (SEM) Wias exdtigbaassess the kvnothesized rela. Lot oo Sperence on my viek oz,
tionships. The fachities ware claan, 01z
The raved cistancs was nat a probiem foe my vist o
Sem‘ The staff wera couteous. on
Conatret Sociel Value (AVE = 0.77.CR = 056.a = 0.79)
The visit anables me 1o expand my social network, 089
:.::..‘ _ The visit causes other people 1o admire me. 073
The expererce has made me more socable, o7
Consinct: Economic Value (AVE =076, CR =057,5=0.70)
- The faciities offer reasorable prces 07
The prices for incremental serices were accepistie. 087
The wisit regresented monetary value. o8
Figure 1. Conceprual framewark
Construct: Emotiona! Value (AVE =070, CR=058, a=0.72)
Results The visit gives & senss of wellness. 087
To gage if the constructed measures had content validity, 1fied the visi vesy pisesant o&r
the initial questionnaire items were assessed by three indus- The visit arouses my interest or enthusiasm. 084
try experts and academics in this arey, with their res Consinuct: Revisit Intension 078, =0T
responses used to caleulate the content validity ratio (CVR), preeTR cnivanii)
Corrections and adjustments based on their recommendations | plan Yo come back some time: 080
were then made to improve clarity and accuracy until the CVR | plan 10 bring Iencs or tamly along next Ime. 081
reached the minimum criterion of 0.56 [43]. The final question The Geciiies e worh & feviei 082
items are shown in Tahle 2.

Because of the reliance of this study on SEM, construct
reliability (CR) was used to assess the internal consistency of
measures. The results shown in Table 2 indicate that the CR
coefficients were greater than 0.7, which were deemed accept-
able [44], In addition to CR, the alpha cocfficient () [45] was
applied to assess reliability [44], which ranged from 0.70 to
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Overall, based on the goodness of fit, composite reliability,
and construct validity present, the model was found to be suit-
able for further testing using SEM, As the maximum hikelihood
estimation method assumes multivariate normality [47), all the
univariate distributions were examined to assess normality, As
no skew index was greater than 0.3 and no kurtosis index was
m&r than 10 [49], there was no departure from normality

Before conducting the mediation analysis, the ]
were checked and met; that is, it was ascertained that the rela-
tionships between experience and revisit intentions were linear
(determined using a matrix scatterplot) and that the error was
normally distributed and uncorrelated with experi {deter-
mined using scatterplots for each regression). The variables had
the correct causal ordering, and as all data were simultaneously
collected, there was no reverse causality.

Table 3 presents a correlation matrix with the variable
means and standard deviations. All zero-order corelations were
significant and ranged from 0.65 (for the two variables: experi-
ences and social value) to 0.88 (fur the two variables: economic
value and emotional value). The lowest mean was 3.65 and the
highest 4,05, and d\esundaddcvhdmsnngd from 0.14 to
134

Table 3. Factor loadings, average vanance extracted and compo-
site reliability.

Measure | M | SO 1 2 3 4 5
1.EX 365 | 14| -
2.8V 405 | D14 | 065 | -
3 EV 306 | 022 | 075 | 0764 -~
4 MV 401 | 101 | 077 | 08T | 085 | -
5.Rl 399 | 103, 071 | 069 | 085 | 081 -

EX « experience; SV « social yalue: BV« MY o
)« pevise stention. ANl coe i wien sgrscant o » < om

Baron and Kenny [50] claimed thata mcdnanngdﬁctexlsb
ed when there was a direct relationship between the
ent variable (IV) and the dependent variable (DY), a direct re-
lationship between the IV and the mediator variable, or a direct
relationship betwreen the mediator variable and the DV, Fall me-
diation exists when the [V is not related to the DV and the me-
diator is controlled for, and partial mediation exists when they
are related and the mediator is controlled for. Table 4 shows the
analytical results for two unmediated models and the one medi-
ated model, The first model was tested to assess the direct effect
of the predictor variable (experience) on outcome variable (re-
visit intention), and the subsequent models assessed the direct
effect on mediators (perceived value), the effect of mediators on
outcome variable, and the combined effect of experience and
perceived value in predicting revisit intentions.

All hypotheses were supported. The predictive effect of ex-
perience on revisit intention was found to be significant (F(1,
182) = 5.75, p = 0.017), with experience explaining 58% of the
variances in revisit intention, A one standard deviation increase
in experience could be expected t increase revisit intentions by
0.95 standard deviations {fi = 0.95, p = 0.011),

The analysis also indicated that experience significantly
predicted the three perceived values, whereas perceived value in
turn was found to affect revisit intentions. Therefore, it was con-
cluded that perceived value exerted full mediating effects on the
relationship between experience and revisit intentions, For ex-
ample, experience indirectly affected revisit intentions through

| value;
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social vatue (f = 0.63, p = 0.012). Figure 2 gives a schematic
representation of the entire path structure for the models along
with their §§ coefficients.

As detailed in Table 4, significant direct relations were war-
ranted, the mediation path was significant, and experience was
reduced in absolute size after controlling for perceived value
but remained not equal to zero, which confirmed that partial
mediation existed. Howevey, if the direct relationship was not
significant upon the addition of a mediator, it could be inferred
that full mediation was warranted [51].

The paths from experience to the mediator and from the
mediator to revisit intentions were mostly consistent with the
proposed hypotheses, In other words, there was evidence that
perceived value significantly served as a mediatar, that is, a bet-
ter experience led to a greater value perception, which in turm
led to a higher level of revisit intentions, From the estimated
indirect effects, it was deduced that perceived value was a le-
gitimate mediator because the 95% confidence interval did not
comiu zero (see Table 4),

Table 3. Factor loadings, average variance extracted and compo-
lhenhabﬂuy.

B8 | SEB| 95%Cl | B p | R
Bt-.m 076 | 020 | [0.32,199) | 055 | 0011 | 058
EX SV 066 | 025 | [0.02,094) | 0.76 | 0.004 | 045
SV —RI 072 | 018 | [0.01,088) [ 083 | 0.028 | 0.53
EX -+ SV -+RI | 045 | 016 | [003.1.98) | 063 | 0012 | 075
YEX R 047 | 056 | 019,033 | 045 | 0011 | 061
EX -EV 053 | 015 | [0.16,1.07) | 0.74 | 0.001 | 0.63
EV -« RI 061 | 012 | [1.02,194) | 080 | 0.003 | 0.7
EX-—EV-+Rl | 074 | 013 | [101.193]| 059 | 0.002 | 0.83
“£X Rl 043 | 031 | [011,1.08] | 055 | 0.012 | 0.5
X MY 077 | 009 | [0.37,154) | 073 | 0.001 | 068
MV — RI 067 | 018 | [061,223 | 071 | 0.021 | 061
EX—MV—RI | 060 | 015 | 044,194 | 051 | 0010 | 070
EX—RI 065 | 009 | [0.01,122)| 032 | 0.017 | 052

* ~indicates the medSatod disect effict.

I'V

Stackticsane dardioned regr fhicie

Al coeficents sre sigmificant at p < o5,
Figure 2. Path analysis predicting revisit intentions
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Overall, the findings were consistent with previous service
marketing research [39, 40] that established that customer ex-
perience significantly influenced customer revisit intentions.
Experience was also found to positively influence perceived val-
we, as also concluded in Cronin et al, [21], However, the current
study proposed a perspective for the role of the mediator (per-
ceived value) different from the traditional experience-revisit
models in explaining how experience influenced revisit inten-
tion as it was expected that the mechanism between experience
and revisit intention would be revealed.,

As the aim was to provide evidence on whether perceived
value exerted a mediation effect on the relationship between
visit experience and revisit intention, the aforementioned in-
formation enhanced the undemwm be-
tween experience and revisit plans, . these fin
contribute to previous marketing studies on customer experi-
ence, repurchase and satisfaction as they were able to demon-
strate the contribution of perceivied value as o mediating varia-
ble in triggering the mechanisr in this association,

This study was grounded in sports rourism services as the
analysis was focused on how experience influenced tourist loy-
alty and how perceived value mediated this mhﬁmshp.'l‘hese

terrelationships between the facility factors affecting revisit
intentions, The effects of em on revisit intentions have
long been investigated [50); the role of perceived value
as an intervening variable between visit expericnce and revis-
it intentions was the sole focus of this inquiry and particularly
the way visit experiences affected value perception. It was ob-
served that there ways an increase in the sense of loyalty when
peme:wd value was positive, which was in line with the findings
in Hutchinson et al. |33} and He and Song [22].

However, there were same fimitations in the research de-
sign. To test the relationship, aone‘slwtstudymlnrdun alon-
gitudinal study was used, which made determining long-term
effects difficult. A larger sample would also have test-
ing to increase the power of the test, The study only included
recreational golfers, who had possibly been lured to the clubs
by different incentives, such as specific marketing promotional
programs, which means their responses might not have fully re-
flected their prior service experiences,

The large effects observed in the study indicated that en-
hancing first visit experiences using value strategies could
heighten the chance of subsequent visits. Management could
also consider providing experiential offerings, such as travel-re-
lated convenience and accommodation to improve customer

patronage,

The findings of this study shed light on the importance of
the affective dimension when designing marketing strategies to
improve customer revisit intentions, as described i Mazodier
and Merunka [33]. As consumers differently perceive value in
different cultures [11], future research could consider exploring
the perceptions of customers for the same offered expenience in
different countries.

In addition to offering an insight into the impact of per-
ceived value on the relationship between visit experience and
revisit intention, the study findings also raised several manage-
rial implications for the promotion of sports tourism industry
products. This study gives a novel perspective on the behavior of
sports consumers, which could contribute to targeted market-
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ing strategies for building customer loyalty, gaining competitive
advantage and revitalizing sports industries.

As the results of this study provide insight into the associa-
tion between experience and revisit intentions and highlight the
effect of perceived value, it opens a new path for further inquiry,
to examine the other phases of product loyalty, as proposed by
Oliver [13]. Most previous work has concermed perceived val-
ve constructs without conceptualizing the dimensions. As this
study drew from a sample of previous visitors, future researchers
could target participants from different sports settings offering
similar services. Alternatively, researchers could explore differ-
ent value dimensions not studied in the current research,

Studies on sports experiences, perceived value and revisit
intentions suggest that visit experiences significantly affect re-
visit intentions; therefore, a model was proposed to test and
validate the likely mediator in this relationship, The conceptual
framework was then proven using a mediation analysis on the
data collected from sports players, with the results revealing the
association between golfing experience and revisit intentions

thiough perceived value.
Conclusions

Sports businesses seck to attract long-term visitors and spe-
cifically repeat visits; therefore, understanding the mechanism
thlmd\ which expcﬂcncc affects revisit intentions can greatly
assist sports business managers. This study sought to determine
the extent to which experience predicted revisit intention for
a sports venue under the assumption that perceived value
was the intervening construct. It was found that all proposed
mediators partially mediated the relationship. Therefore, it is
important that the social, economic and emotional perceived
values that attract visitors and influence their future intentions
be identified to improve the prospect of repeat visits.
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