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A Study on the Effect of Satisfaction and Re-watch Intention of
Visitor in On-line Price Discounts and Musical Fame in the
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Abstract This study seeks to investigate the effect of a musical’s reputation and online discounts on the
consumer’s willingness to re-watch a musical in the convergence industry. of service management As a resut,
First, this study verified the moderating effect of on-line price discount. Second, on-line price discount was
found to have an impact on reputation of a musical and consumer satisfaction. Third, consumer satisfaction was
found to have a positive impact on word-of-mouth intention. Accordingly, it would also be imperative to
provide information via on-line communities on a consistent basis so that viewers could create viral marketing.
Also, those customers having received differentiated benefits would have a higher degree of satisfaction.
Eventually, these customers will create positive viral marketing effect.
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[Fig. 1] Research Model
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(Table 2) Result of confirmatory factor analysis
of measured items

Component
classsification 1 2 3 4
reputationl 0.82 0.14 0181 | 0.144
reputation2 0.807 | 0.122 0.035 0.054
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factor name

musical
reputation

price discountl | 0.198 | 0.758 0.145 0.169
on-line price | price discount2 | 0.17 | 0.748 0.11 0.187

discount price discount3 | 0.153 | 0.741 0.168 0.098
price discount4d | 0.15 | 0.73 0054 | 0.139

satisfactionl | 0.082 | 0.23 0.705 | -0.081
satisfaction2 | 0174 | 007 | 0702 | 0.032
satisfaction3 | 0.047 | 0.067 | 0695 | 0.092

satisfaction

repurchase | 150 | 0319 | 0173 | 0746
intentionl
repurchase | repurchase 1 126 | 0133 | 0166 | 0722
intention intention2
repurchase | 150 | 0307 | 0087 | 0696
intention3
factor loading 9.248 | 8765 7702 6.295

accumulation variance ratio |30.753| 43.318 | 47.01 | 54.326
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(Table 3) Relation between spectator reputation
and satisfaction
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(Table 4) Relation between price discount and
satisfaction

modified regression | significant | Accept or
sl | P e | e eren
constant 9.722 .000
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record
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(Table 5) Relation between price discount and
satisfaction

Accept
or
reject

significant
probability

modified regression

model R? coefficient

t-value

constant 12.419 000

price 0.202 | 55.295

0.454 7436 000 accept

discount

(Table 6) Relation between satisfaction and
repurchase intention

.. Accept
modified significant &

model ) F t-value | t-3t . or

R probability | .

reject
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NS | o533 | 45049 2 D
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