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Abstract The purpose of this study is to clarify the relationship between servicescape experience of visitors to
professional baseball stadium, control perception on the spot, consumption emotion, and revisit intention. A total of
273 questionnaires were analyzed using SPSS 20.0 and AMOS 20.0. The validity of the data was verified through
frequency analysis, reliability analysis, confirmatory factor analysis, and correlation analysis. The hypothesis was
verified by structural equation model analysis. First, servicescape has a statistically significant effect on control
perception. Second, the control perception in the servicescape has a significant effect on the consumption emotion.
Third, servicescape effected consumption emotion. Fourth, consumption emotion had a significant influence on the
revisit intention. The results of this study suggest that visitors to baseball stadiums can induce revisit intention
through positive experience of servicescape. The specific discussions and implications are described in the text.
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Fig. 1. Research model
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Table 1. Demographic characteristics of the participants

Devision Characteristic n %

Male 194 711

Gender Female 79 289

20's 102 374

Age 30's 85 31.1

40's 66 242

Above 50's 20 7.3

Subway 127 465

Bus 49 17.9

Transportation Taxi 13 48

On foot 6 22

Self-driving 78 286

Friends 107 39.2

Couple 50 18.3

Companion Family 83 304

Colleague 24 8.8

Alone 9 3.3

172 108 36.6

Average quber 35 125 58
of Revisits

Above 6 40 147

Total 273 100

Table 2. Summary of scales used

Variable ltems Question
Senvice Scape Players, Seats, Stadium, Facilities, 18
Cheering Culture, Convenient Facilities
Control 3
Perception
Consumptlon Positive Response 4
Emotions
Revisit Intention . 3
Gener'al' Gender, Age, Transportation, Companion,
Characteristics e 5
- Average Number of Revisits
of Participants
Total 36

T A B gl (4919 13, 48] S AH6
bR Aol 9 Fstel Abgalin B
FAX 7o) e Ulgole). o]tz Al szdo] ol ot
B FFYEE SASA. 5014 1] 5] AT
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ZAbol] ARRE AR B 367090, Likert 57

Auz 24,

2.3 AuA
B dAFlA = F 2735F-9 AEAE SPSS 2007
AMOS 200& AHE38le] 248 AAlsioch =y
(frequency analysis)& AAgte] AFHAAEY] Q15
At 5A4& glstdn) Ao eddAd S A4S
7] 98l A= B4 (reliability analysis)S A8
], 3Ho1A Qo1 ¥4 (confirmatory factor analysis: CFA)
Aed=s AFesith sl
(multicollinearity) o155 <1871 $13) AaadAEA
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o b
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Table 3. Confirmatory Factor Analysis

Variable X af TU CFl RMSEA
Players
Seats
Service Scape Stadium Facilities 167.190 67 .920 941 074
Cheering Culture
Convenient Facilities
Control Perception a - - - - -
Consumption Emotions Positive Response? - - - - -
Reuvisit Intention e - - - -
Total 385.999 202 .929 943 058

2= Saturated model

S, wale] e T BEE A4 75 A
& Ae AR wheby B Ao g AFEA

4+ TLI(Tucker-Lewis index)$} CLI(comparative fit
A ek om, A3
RMSEA(root mean square error of approximation)S A

A3k

= N
HPE A5

index) & T

AAE
o A% 24
435 A

Q‘L
_u

—r% Table 3ol A|A| %t

A8 TLIZ}F 929,

CFI7} 943, RMSEAZ} 082 ueht Z7+e] 7154

el aQlEAe AhAgel A gslER ANE (T, cm%swquMﬁAoww+g stk
T AA A4S SME AAEATE F914 a9 58] CR¥ AVES 13 Ax} 742ke] 7|49 73 5
S B3 AHA 89l sk 7ldAlE] = (construct ol oz el % %*E}%EE kR slgde) wak Eak:
reliability: CR)E E918}513L, JFET s BA5E4  EAFAVE)Y gh(646~.781)0] 24 W2l 7+ A9
Table 4. Convergent Validity and Discriminant Validity
Variable Measures Estimate SE C.R AVE a
The players look good at doing the best to watch. 691 209
It shows the performances of the professionals. 701 297
Pl . .67 82
ayers Player's uniform is very attractive. 744 294 893 676 823
Players are impressive. .804 238
Seating space is convenient .899 467
Seats The space between the seating magnet is sufficient. .802 347 847 653 816
Distance is suitable for watching from the seats. 634 169
) Audiovisual facilities in the stadium makes the game communicate effectivel
E;iﬁ:ﬁe”; information. /84 20 w5 | g | 72
Font size of the scoreboard is easy to identify. 718 208
Cheerleader's splendid dress is good. 749 237
Cheering Culturef Cheerleader’s slick rhythm is good. 926 102 902 755 859
Cheerleader makes fun atmosphere. .804 332
Convenient It is convenient to use store in the stadium. .634 235
- - — - .783 .646 661
Facilities It is convenient to use toilets in the stadium. 778 318
Posit Overall, | enjoyed while using the stadium. .801 147
Reg;'o'z:e | felt good while using the stadium. 762 186 &8 | 709 | 809
| got a passion while using the stadium. 618 325
How much influence do you think has had on the quality of the services thal 839 143
Control you received? ) ) 901 754 767
Perception Are you free to choose how the service delivery? 785 157 : : :
How much did you think have affected the behavior of service staff? .696 .289
| want to visit this stadium to watch the game of the team | cheer for nex{ 888 121
time. ) )
Reuvisit Intention|l will visit again this stadium in the future if | have a chance to watch the 872 139 914 781 860
game of the team | support. : :
| will definitely visit this stadium for the team | support. 714 318
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Table 5. Correlation Analysis

Service Scape Consumptlon Contrql Revisit Intention
Emotions Perception
1 1
2 599+ 1
3 575+ AB3++ 1
4 545+ 706++ 363+ 1
#p<.01
3. ATA¥
3.1 AR 24

=
2L
N
N

[} i
o) BAE e xd_oﬂ 7} welke] Al

=

) B

ol& 93l Pearson®] A EGAATE =3}
1}

A

Astgith
Atk 7} el ko) ARPAE FAH O folaA
Bhetth BASE 463 3} 706 Aol 2 Vet BHEEA

3 B 71220 g0ueh ol ek, FA4 e
Al AIZE Table 59 7|=3sFA Tt

B sl U AT

A A5 (maximum likelihood: ML)-& 4-&-3o] 3
sk Aol 7Fs A7) $laiAoltHbl]. iAo = H]
WA AL gRFRA AR duke] A A
FE SRl £ Fee AABIATHED, 63]. o)del wiA
S npgo R B oM Au|asT| o] 91X 9} ¥
oA 7HA Skl 23 S, A A4, *EM% 14,

2 o) 2R o 259 24 AUE
WS ATk A YRS 44 AT -135088
ojglem, df =72, TLI=957, CFI=.966, RMESA= (057%
vheht PR el va (5812 (6417} AN E 7]
Fol sk AT A2 Table 6 I 3hsick

Table 6. Model Fit

X of TU CFI RMSEA

Research

Model 135.038 72 957 966 057

3.3 7H A A
2 7oA g 7hl 4% At
SR EERE B R EESS DELES
Azl HAE AR Felatd o, ARATE
73002 YERY sjd 7o) A=E] ) gaﬂ IS
270z of A} el T3t 7S A RAG 8T8
AR Felgto] WEslol AL A, FAA
23k oW AE 3H ko] WA= - 20322 ol oA L
w 7hd o] A ik diA, Anlak 24 5 A o=
of tigk 7Hde A2 AG 3BBE UEpon FAHoR
Fela veht Aol

= Table 73} 2t}

e e

Table 7. Hypothesis Testing

H b SE. t p

Service Scape—

Control Perception 130 054 8122 000

Control Perception—

2| Cono Peroepton ~230 | 110 | -1898 | 048

3|  Sewice Scape 878 | 0%4 | 7164 | 000
Positive Emotions

4|  Posiive Emotions 858 | 094 | 11565 | .000

—Revisit Intention
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