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A study on the preference for theme park using membership

& reward program

Myeong-Hee Yoo*
Abstract

The efficient conduct of the win-win strategic alignment in leisure industry is the one of the
best way to cope with current situation.

The purposes of this study are to identify the change of theme park consumers’ visit intention
when theme park joins with the membership program(reduced price) & Reward program of
Network marketing system. '

From this study, it was found as follows :

First, Membership progeam(reduced price) affects the change of consumer’s preference to theme
park.(before 12.6%, after 49.1%) _

Second, Network Marketing(reduced price + win-win rewards program) affects the change of

consumer’s preference to theme park.(before 12.6%, after 77%)



