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Abstract 
Experiential marketing has become one of the most prevalent strategies in the theme 
park industry, aiming to elicit positive consumer feedback by enhancing their immersive 
experiences. As a well-established topic in marketing research, prior studies have 
indicated that experiential marketing is associated with brand loyalty and emotional 
attachment. However, the relationship between experiential marketing and repurchase 
intention remains underexplored, with limited empirical evidence clarifying their 
connection. A report issued by the China Tourism Academy suggests that one of the key 
success factors of Shanghai Disney Resort is its integration of immersive storytelling 
with elements familiar to visitors. For instance, the representative “Zootopia” land 
brings cinematic scenes to life, making guests feel as though they are part of the story. 
Therefore, this study takes Shanghai Disneyland as a case and investigates consumers’ 
repurchase intention toward its offerings through a mixed-methods approach, 
incorporating qualitative focus group interviews and quantitative questionnaire 
surveys. Structural equation modeling (SEM) and hierarchical regression techniques are 
employed to analyze the collected data, examining the relationships between 
experiential marketing and customer engagement, between experiential marketing and 
brand relationships (brand loyalty and emotional attachment), and between 
experiential marketing and repurchase behavior. Finally, recommendations are 
proposed for Shanghai Disneyland’s experiential marketing model to suggest pathways 
for further development. 
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1. Introduction 

Disney, a prominent representative of substantial U.S. investment in international cultural 
industries and products, captured global attention upon the opening of its Shanghai resort in 
2016 [1]. According to statistics from the Themed Entertainment Association (TEA), a leading 
global authority on theme parks, Shanghai Disneyland ranked among the world’s top 10 theme 
parks from 2019 to 2023. In 2023 alone, it received approximately 14 million visitors, securing 
fifth place globally (see Table 1) [2]. Experience is defined as a cognitive and emotional process 
and activity. The introduction of experiential consumption in 1982 opened up the research field 
of experiential marketing, within which consumer experience has become one of the most 
extensively studied topics. Previous research has advanced a more practice-oriented discussion 
by thematizing experience [3]. 
Within the experience economy framework of theme parks, experiential marketing serves as 
one of the primary strategies for Shanghai Disneyland. It has contributed positively to 
enhancing Disney’s market position and driving economic performance. Experiential 
marketing is an emerging approach aimed at improving consumers’ holistic perception of 
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brand experience. In contrast to traditional marketing, it places greater emphasis on a 
consumer-centered process of engagement and has gained considerable dominance in 
contemporary marketing practice [4, 5, 6]. 
Existing research has demonstrated a direct relationship between customer experience and 
emotional attachment as well as customer loyalty [7, 8]. Studies also indicate that customer 
engagement can actively drive brand attachment and brand loyalty [9]. However, compared 
with other constructs such as consumer attitudes and satisfaction, research on the relationship 
between experiential marketing and brand engagement remains relatively limited [3]. 
Therefore, this study seeks to explore the direct relationship between experiential marketing 
and repurchase behavior. Using focus group interviews and questionnaire surveys targeting 
consumers of Shanghai Disneyland, and employing Structural Equation Modeling (SEM) along 
with hierarchical regression techniques to test the proposed hypotheses, this research 
ultimately finds that experiential marketing exerts a positive influence on repurchase behavior. 
In comparison with prior studies, this work not only addresses an existing research gap but 
also offers practical insights for refining the experiential marketing model of Shanghai 
Disneyland. 
 

Table 1. Visitor numbers of the world's top 10 theme parks in 2023 

 
 
This chart shows the number of visitors received by the top ten theme parks worldwide in 2023, 
with orange bars representing the number of visitors received that year. Data source: 
TEA/AECOM 2023 Theme Index & Museum Index: The Global Attractions Attendance Report. 
(TEA/AECOM) [2]  

2. Literature Review 

2.1. Customer Engagement and Brand Relationships 
2.1.1. Customer Engagement 
Customer engagement refers to a consumer’s personal connection with a brand beyond the 
purchase situation, manifested in cognitive, emotional, and behavioral dimensions. By fostering 
this connection between brand and customer, engagement transforms consumers into brand 
advocates [10]. Consumers, as the focal participants in this process, demonstrate a positive 
willingness toward interaction and focused attention [11, 12]. 
2.1.2. Customer Engagement and Brand Loyalty 
Brand loyalty represents a deeply rooted pattern of consumer behavior toward a specific brand, 
characterized by a consistently positive attitudinal disposition [10, 12, 13]. As one of the central 
concepts in marketing research, brand loyalty serves to assess the relationship between 
consumers and brands within the realm of intangible benefits [14]. 
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As a promising conceptual variable, engagement can enhance customers’ loyalty toward a 
brand [10, 11]. Moreover, the degree of customer engagement is positively correlated with 
brand loyalty: higher engagement leads to stronger loyalty [9]. 
2.1.3. Customer Engagement and Emotional Attachment 
Brand attachment is based on the emotional bond between consumers and a brand, indicating 
that customers feel an affinity for a particular product or brand [10, 15]. According to 
attachment theory, emotional attachment is profoundly reflected in three aspects: sense of 
connection, affection, and passion [16]. When consumers develop enthusiasm for a specific 
brand, they tend to express positive evaluations accordingly [8]. During the engagement 
process, factors influencing brand attachment are activated, thereby fostering customers’ 
emotional attachment to the brand [10]. 
 

 
Figure 1. The relationship between customer engagement, brand loyalty, and emotional 

attachment 
Sourced from the author 

2.2. Repurchase Behavior and Brand Relationships 
2.2.1. Repurchase Behavior 
Repurchase intention refers to the likelihood of choosing a specific brand again in the future, 
reflecting a propensity to repeatedly purchase the same product from a company or to engage 
repeatedly with its offerings [17, 18]. Repurchase behavior describes the act of selecting the 
same brand again after recognizing its quality, value, and emotional appeal, and after having a 
positively perceived experience with its products or services [19]. As consumers' awareness of 
and loyalty toward a brand increase, they tend to prioritize familiar products [13]. 
2.2.2. Repurchase Behavior and Brand Loyalty 
An essential prerequisite for consumers to make actual purchase decisions is customer loyalty 
[10]. Customer loyalty directly determines purchase frequency: when consumers exhibit high 
brand loyalty, they are more inclined to choose familiar brands rather than readily switching 
to alternatives [19]. Over time, consumers demonstrate their relationship with a brand or 
product through brand loyalty, resulting in repeated purchase behavior [12]. Therefore, higher 
customer brand loyalty corresponds to a stronger willingness to repurchase. 
2.2.3. Repurchase Behavior and Emotional Attachment 
A prerequisite for consumer purchasing is the fulfillment of cognitive and emotional needs [14]. 
The greater the emotional satisfaction a brand provides to consumers, the stronger their 
emotional dependence on that brand becomes [8]. Moreover, when influenced by emotional 
attachment, consumers tend to exhibit sustained loyal repurchase behavior toward the brand 
[14, 16]. As a key driver of repeat purchases, emotional attachment enhances consumers’ brand 
preference, which in turn influences their repurchase behavior [16, 19]. 
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2.3. Research Gaps 
In the study of consumer experience, the significance of the consumer perspective is often 
overlooked, resulting in a limited understanding of consumer behavior [3]. However, research 
on the relationship between experiential marketing and consumers has increased in recent 
years, reflecting that a key focus in the current marketing field lies in examining consumers' 
responses to engagement with specific brands [5]. Previous studies have indicated that both 
experiential marketing and customer engagement exert positive effects on brand loyalty and 
emotional attachment, and that brand loyalty and emotional attachment also positively 
influence repurchase behavior. Nevertheless, research remains scarce concerning the 
relationship between experiential marketing and brand engagement, as well as the direct link 
between experiential marketing and repurchase behavior. To address these gaps in the 
literature, this study aims to investigate the role of experiential marketing in influencing 
consumers' repurchase behavior. 

3. Methods 

3.1. Research Hypotheses  
This study empirically examines the extent to which experiential marketing influences 
repurchase behavior, while also exploring its respective relationships with customer 
engagement and brand relationships (comprising brand loyalty and emotional attachment). 
The research is guided by the following questions: 
 To what extent does experiential marketing influence the level of customer engagement? 
 To what extent does experiential marketing influence brand relationships? 
 To what extent does experiential marketing influence customers' repurchase behavior? 
To address these questions, the following hypotheses are proposed based on the literature 
review. The conceptual model and corresponding research hypotheses are illustrated in Figure 
2. 
H1: Experiential marketing has a positive impact on customer engagement. 
H2: Experiential marketing has a positive impact on brand relationships (brand loyalty and 
emotional attachment). 
H3: Experiential marketing has a direct positive impact on repurchase behavior. 
 

 
Figure 2. Conceptual model and related assumptions 

Sourced from the author 

3.2. Data Collection 
3.2.1. Questionnaire Survey 
To test the proposed hypotheses, this study employed a questionnaire survey, with consumers 
of Shanghai Disneyland from various regions in China serving as the sample for data collection. 
In this field of research, the five-point Likert scale is commonly used for statistical analysis [15]. 
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Accordingly, this study adopted the five-point Likert scale as the primary format for 
questionnaire design. Scores for each item ranged from 1 to 5, representing “strongly disagree” 
to “strongly agree,” to gauge consumers’ level of agreement regarding Shanghai Disneyland. 
The questionnaire included demographic questions, followed by sections on experiential 
marketing, customer engagement, brand loyalty and emotional attachment, and repurchase 
behavior (for specific items and sources, see Table 2 and Appendix A). 
 

Table 2. Variable Construction & Source 
Latent Variables Measurement Problem Items Source 

Immersive Marketing 
(IM) 

During my visit to Shanghai Disneyland, I felt like I was in a 
different world. 
The environment of Shanghai Disneyland is truly captivating. 
I felt excited while I was at Shanghai Disneyland. 

[8] 
[8] 
[7] 

Customer Engagement 
(CE) 

I absolutely love Shanghai Disneyland. 
I follow everything about Shanghai Disneyland closely. 
I'm completely immersed in my interactions with Shanghai 
Disneyland. 

[20] 
[20] 
[20] 

Brand Loyalty & Emotional 
Attachment 

(BE) 

I will share positive things about Shanghai Disneyland with 
others. 
I will get annoyed if someone criticizes Shanghai Disneyland. 
I have a lot of enthusiasm for Shanghai Disneyland. 

[10] 
[8] 
[8] 

Repurchase Behavior 
(RB) 

I will definitely buy Shanghai Disneyland merchandise next time. 
If I had to choose again, I would still choose to buy Shanghai 
Disneyland merchandise. 
Even though other new options have emerged, I will not give up 
on buying Shanghai Disneyland merchandise. 

[21] 
[7] 
[7] 

Sourced from the author 
 
The questionnaire was distributed online via Chinese social media platforms. Data collection 
spanned one and a half months. Respondents accessed the questionnaire by scanning a QR code 
or clicking a link, confirmed their informed consent (see Appendix B for details), and proceeded 
to complete the survey. All questions were required to be answered to ensure data 
completeness. A total of 470 questionnaires were collected, of which 398 were valid and 72 
were invalid, yielding a valid response rate of 85%. 
3.2.2. Questionnaire Survey 
The demographic profile of the collected sample is presented in Table 3. The first section covers 
respondents’ gender, age, education level, and annual household income. The subsequent 
sections include questions related to experiential marketing, consumer engagement with 
Shanghai Disneyland, consumer loyalty and emotional attachment toward Shanghai Disneyland, 
and repurchase behavior regarding Shanghai Disneyland. 
As shown in Table 3, the number of female consumers (55.3%) exceeded the number of male 
consumers (41.2%). Research suggests that in material consumption, females tend to favor 
emotionally oriented purchases and place greater emphasis on pleasure [22], which may 
explain why more visitors to Shanghai Disneyland are female. 
A larger proportion of respondents fell within the 18–27 age range (69.8%), while those over 
38 years old were fewer (3.5%). Individuals aged 18–27, often referred to as millennials, are 
generally more open to social diversity, exhibit stronger willingness for experiences, and are 
emerging as a crucial demographic for economic and tourism development; thus, theme park 
visitors are predominantly young [23]. 
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Table 3. Demographics of Main Study Sample 
Characteristic Attribute Frequency Percentage (%) 

Gender 
Male 164 41.20% 

Female 220 55.30% 
Other 14 3.50% 

Age (years old) 

18-22 129 32.40% 
23-27 149 37.40% 
28-32 70 17.60% 
33-37 27 6.80% 

>38 14 3.50% 
Other 9 2.30% 

Education Level 

Elementary school 12 3.00% 
Middle school 26 6.50% 

High school 73 18.30% 
Undergraduate 242 60.90% 

Graduate 31 7.80% 
Doctoral degree and above 14 3.50% 

Annual Household Income (in ten thousand) 

<20 221 55.50% 
20-50 103 25.90% 
50-80 47 11.80% 

>80 11 2.80% 
Other 16 4.00% 

Sourced from the author 
 
Most respondents held a bachelor’s degree (60.9%), with very few having only primary 
education or a doctoral degree or higher (6.5%). In terms of annual household income, the 
majority reported less than ¥200,000 (55.5%), while those with incomes exceeding ¥500,000 
gradually decreased (14.6%). In China, households with annual incomes between ¥100,000 
and ¥500,000 are considered middle-income, and this group generally has higher education 
levels, with the majority holding at least a bachelor’s degree [24]. Therefore, most participants 
had an annual household income below ¥500,000 and held a bachelor’s degree. 

3.3. Data Analysis 
3.3.1. Reliability and Validity Testing of the Measurement Model 
In quantitative research, measurement standards include reliability and validity. Reliability 
examines the consistency of the study, while validity assesses its accuracy, exploring whether 
the collected data covers all aspects of the research [25]. This study tested the reliability and 
validity of the questionnaire data, yielding the following results (Table 4). 
 

Table 4. KMO & Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy 0.954 

Bartlett's Test of Sphericity 
Approximate Chi-Square 2404.023 

Degrees of Freedom 66 
Significance 0.000 

Sourced from the author 
 
The Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy was 0.954, close to 1. The 
approximate Chi-Square was 2404.023, a moderate value, with a significance level <0.001. A 
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KMO value greater than 0.7 is considered suitable for factor analysis, and a significant Bartlett’s 
test of sphericity (p < 0.05) indicates correlations among the variables [26]. Therefore, the data 
collected via the original questionnaire were suitable for factor analysis. 
This study utilized SPSS and AMOS software for data analysis. SPSS was used to compute 
Cronbach's α, while AMOS was employed to construct a structural equation model and calculate 
indicator loadings. The Composite Reliability (CR) and Average Variance Extracted (AVE) were 
then computed using the following formulas, resulting in Table 5. 
Composite Reliability (CR): 
                                 

                                                                CR = 
(∑ ஛౟)మ

(∑ ஛౟)మା∑൫ଵି஛౟
మ൯

                                                                       (1) 

 
Average Variance Extracted (AVE): 
 

 AVE = 
∑ ஛౟

మ

୬
                                                                             (2) 

 
Table 5. Reliability and Validity Testing of the Measurement Model 

Latent Variables Observational Variables Indicator Loading Cronbach’s α CR AVE 

Customer Engagement 
(CE) 

CE1 0.781 
0.740 0.742 0.492 CE2 0.647 

CE3 0.668 
Brand Loyalty & 

Emotional Attachment 
(BE) 

BE1 0.746 
0.723 0.732 0.479 BE2 0.587 

BE3 0.732 

Repurchase Behavior 
(RB) 

RB1 0.788 
0.813 0.813 0.593 RB2 0.757 

RB3 0.764 

Sourced from the author 
 
As shown in Table 5, both Cronbach's α and CR values exceeded 0.7, with those for Repurchase 
Behavior (RB) surpassing 0.8. Most indicator loadings were above 0.7, with only three slightly 
below the threshold but still within an acceptable range. The AVE for RB was greater than 0.5, 
while values for CE and BE were close to the standard. These results indicate good composite 
reliability and acceptable average variance extracted values. 
3.3.2. Correlation Analysis 
This study employed the linear regression function in SPSS, using Pearson correlation 
coefficients to analyze the relationships between experiential marketing and the three 
dependent variables: customer engagement, brand loyalty & emotional attachment, and 
repurchase behavior. The results are shown in Table 6. 
All p-values in the table are <0.05, indicating significant correlations between experiential 
marketing and the three variables (customer engagement, brand loyalty & emotional 
attachment, and repurchase behavior). The Pearson coefficients are all <0.8, suggesting a 
substantially reduced risk of multicollinearity among the variables [27], thereby confirming 
good correlations among them. 
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Table 6. Correlation Analysis of the Measurement Model 
 IM1 IM2 IM3 

CE1 0.538** 0.578** 0.541** 
CE2 0.448** 0.523** 0.388** 
CE3 0.448** 0.445** 0.490** 
BE1 0.474** 0.504** 0.518** 
BE2 0.396** 0.400** 0.363** 
BE3 0.502** 0.477** 0.459** 
RB1 0.518** 0.506** 0.497** 
RB2 0.490** 0.497** 0.489** 
RB3 0.455** 0.514** 0.478** 

Note. N=398 participants. Excepted from the Full Appendix D for Convenience. *p<0.10, 
**p<0.05 ***p<0.01. From the author. 

3.4. Structural Equation Modeling 
Structural Equation Modeling (SEM) allows for the analysis of causal relationships among latent 
variables and can describe the magnitude of causal effects as well as the amount of unexplained 
variance [6]. This study employed SEM to process and analyze the data, further testing 
Hypotheses 1 through 3 to investigate the pathways through which experiential marketing 
influences consumers' repurchase behavior. 
By constructing structural equation models (Figure 3-6), this study examined the 
interrelationships among the four variables: experiential marketing, customer engagement, 
brand loyalty & emotional attachment, and repurchase behavior. 
As shown in Tables 8-10, the models satisfy the criterion of χ²/df < 3. The χ²/df value in Table 
7 slightly exceeds the standard threshold of 3. Across Tables 7-10, all models meet the criteria 
of GFI > 0.9, AGFI > 0.8, and RMSEA < 0.08. For the structural equation model examining the 
relationships between experiential marketing and the three variables-customer engagement, 
brand loyalty & emotional attachment, and repurchase behavior (Figure 6 & Table 10)-the CFI 
is > 0.9, and the χ² value is 114.440. All model fit indices thus meet the standard requirements. 
 

 
Figure 3. A preliminary model and standard path coefficients for the relationship between 

experiential marketing and customer engagement. 
Sourced from the author 
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Table 7. Fit index value of structural equation model 
Fit Indices Recommended Value Actual Value 

χ² The smaller, the better 25.715 
χ²/df <3.0 3.214 
GFI >0.9 0.980 

AGFI >0.8 0.947 
RMSEA <0.08 0.075 

Sourced from the author 
 

 
Figure 4. Preliminary model and standard path coefficients of experiential marketing with 

emotional loyalty and emotional attachment. 
Sourced from the author 

 
Table 8. Fit index value of structural equation model 

Fit Indices Recommended Value Actual Value 
χ² The smaller, the better 10.244 

χ²/df <3.0 1.280 
GFI >0.9 0.992 

AGFI >0.8 0.978 
RMSEA <0.08 0.027 

Sourced from the author 
 

 
Figure 5. A preliminary model and standard path coefficient for the relationship between 

experiential marketing and customer loyalty. 
Sourced from the author 
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Table 9. Fit index value of structural equation model 
Fit Indices Recommended Value Actual Value 

χ² The smaller, the better 9.009 
χ²/df <3.0 1.126 
GFI >0.9 0.992 

AGFI >0.8 0.980 
RMSEA <0.08 0.018 

Sourced from the author 
 

 
Figure 6. Preliminary model and standard path coefficients 

Sourced from the author 
 

Table 10. Fit index value of structural equation model 
Fit Indices Recommended Value Actual Value 

χ² The smaller, the better 114.440 
χ²/df <3.0 2.244 
GFI >0.9 0.952 

AGFI >0.8 0.927 
RMSEA <0.08 0.056 

CFI >0.9 0.973 

Sourced from the author 
 
Table 11. Standardized path coefficients for the relationship between experiential marketing 

and customer engagement, customer loyalty and emotional attachment, and repurchase 
behavior. 

Pathway Estimate P Value 
Immersive Marketing→Customer Engagement 1.018 *** 

Immersive Marketing→Brand Loyalty & Emotional Attachment 0.977 *** 
Immersive Marketing→Repurchase Behavior 0.937 *** 

Sourced from the author 
 
Table 11 presents the standardized path coefficients. The p-values for all three paths are < 0.01, 
indicating significant pathways. This suggests the model possesses explanatory power and 
effectively demonstrates the interrelationships among the four variables: experiential 
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marketing, customer engagement, brand loyalty & emotional attachment, and repurchase 
behavior. 

3.5. Regression Analysis Results 
This study conducted regression analyses with experiential marketing as the independent 
variable and the three dependent variables of customer engagement, brand loyalty & emotional 
attachment, and repurchase behavior. The results are presented in Table 12. 
All ANOVA p-values are < 0.001. The R² values range between 0.4 and 0.6. While these R² values 
are slightly below conventional benchmarks, lower R² is generally acceptable in social science 
research [28]. Furthermore, the proximity between the R² and adjusted R² values indicates the 
reliability of the model. 
 

Table 12. Regression Analysis Results of the Measurement Model 

Dependent Variable ANOVA p-value R² Adjusted R² 
IM Coefficient 

(p-value) 

CE <0.001 0.511 0.510 
0.758 

(<0.001) 

BE <0.001 0.448 0.446 
0.671 

(<0.001) 

RB <0.001 0.475 0.474 
0.797 

(<0.001) 

Sourced from the author 

3.6. Focus Group Interviews 
The focus group interview is a specific method for collecting qualitative research data. It 
involves assembling a small group of participants who respond to questions posed by the 
interviewer while also engaging in discussion with one another [29]. Therefore, this study 
employed focus group interviews, conducting online discussions with 18 Disney consumers. 
Participants were randomly divided into 3 groups of 6 members each, with the aim of 
understanding the extent to which experiential marketing enhances brand engagement. 
Prior to participation, individuals signed an informed consent form (see Appendix C for details). 
Interview times were scheduled based on participants' availability and conducted via online 
video conference. The entire interview process was recorded via screen capture, and the data 
were systematically analyzed. The discussions primarily revolved around the following core 
topics: 
 Discussing participants’ experiential perceptions of Shanghai Disneyland, including their 

feelings during visits and their impressions of the atmosphere and themed environments. 
 Discussing participants’ loyalty and emotional attachment to Shanghai Disneyland, 

including their frequency of visits, perceptions of merchandise, and consumption 
preferences. 

 Discussing participants’ repurchase intentions regarding Shanghai Disneyland products, 
including their past repurchase frequency, willingness to repurchase, and typical 
consumption volume. 

Through the three group discussions, this study found that most interviewees provided positive 
evaluations of Shanghai Disneyland, particularly regarding its architectural style, staff service 
attitude, and interactions with classic character IPs. Most respondents indicated that the park's 
experiential scenes fulfilled their emotional needs, enabling them to maintain a sense of 
enthusiasm and loyalty toward Disneyland and fostering a strong psychological bond with the 
park and its related offerings. Consequently, they expressed a continuous willingness to 
consume. 
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In Focus Group 1, Participant A mentioned that the park's architecture enhances the visitor 
experience. 
"I particularly like the lifelike street scenes in the 'Zootopia' land. The scenic design throughout 
the area shows a high degree of fidelity to the movie, making it perfect for photography. During 
the 'Hot Pursuit' attraction, characters from the film were integrated into the experience. The 
excitement it brought made me feel truly immersed, which makes me more willing to engage 
with it." (Participant, focus group 1, personal communication, June 26, 2025) 
In Focus Group 2, Participant B highlighted the irreplaceable nature of character interactions 
and merchandise. 
"Character interactions during parades increase my affinity for the characters. For example, 
when I waved to Mulan and received a response, the positive feedback enhanced my overall 
park experience. Furthermore, Disney's IPs are largely irreplaceable. After each visit, I want to 
purchase souvenirs, and sometimes I make special trips to buy limited-edition items. For my 
favorite IPs, I will continue to repurchase Disney merchandise." (Participant, focus group 2, 
personal communication, June 26, 2025) 
In Focus Group 3, Participant C emphasized staff service attitude and the variety of 
merchandise. 
"My sustained enthusiasm for Disneyland stems from fulfilling a childhood dream. After 
realizing it, I found the park experience to be excellent, including the staff's service attitude, 
which has left me with many fond memories. Therefore, I will definitely visit again. Additionally, 
Disney merchandise is quite unique, often releasing different types of limited-edition items for 
special occasions. Its exquisite craftsmanship consistently stimulates my desire to purchase." 
(Participant, focus group 3, personal communication, June 26, 2025) 

4. Conclusion 

Within the theme park context, consumers increasingly prioritize their experiential 
engagement to foster positive perceptions, thereby enhancing repurchase behavior. This study 
examined the relationships between experiential marketing and customer engagement, brand 
loyalty & emotional attachment, and repurchase behavior. The findings reveal close 
connections between experiential marketing and all three constructs. 
Demographic analysis indicates that the majority of participants were between 18 and 27 years 
old, suggesting that younger consumers, who generally have more leisure time, are more 
inclined toward such consumption. Reliability and validity analyses show that the relationship 
between experiential marketing and repurchase behavior is particularly significant. In the 
constructed structural equation models, experiential marketing exhibits a stronger positive 
correlation with customer engagement compared to other variables. 
Insights from the focus group interviews reveal that most respondents spoke positively about 
their visit experiences, noting that the park's environment fulfilled their emotional needs and 
provided positive affective feedback. When emotionally satisfied, participants expressed a 
greater willingness to purchase park-related merchandise. Thus, favorable experiences can 
directly or indirectly stimulate consumption desire, leading to actual purchasing behavior. 
Moreover, the unique and non-substitutable nature of Disney merchandise further encourages 
consumers to repeatedly purchase products from the park. 
This study confirms positive correlations between experiential marketing and customer 
engagement, as well as between experiential marketing and emotional attachment & brand 
loyalty. It also demonstrates that experiential marketing positively influences repurchase 
behavior. In summary, experiential marketing exerts a favorable impact on customer 
engagement, emotional attachment & brand loyalty, and repurchase behavior. 
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The research provides an important explanation of how experiential marketing affects 
customers’ repurchase behavior and addresses a gap in the existing literature. Consequently, 
beyond focusing solely on repurchase intention, Disney should place greater emphasis on 
enhancing the customer experience to strengthen repurchase willingness. For example, while 
visitors are in the park, providing emotional value and deepening immersive experiences can 
make guests feel more involved. When visitors’ emotional needs are met, factors related to 
engagement, emotional attachment, and brand loyalty are activated, leading to more positive 
evaluations of Disneyland. Additionally, Shanghai Disneyland could improve its staff 
management systems by paying more attention to employee well-being and morale, thereby 
better delivering satisfactory experiences to consumers. 
Although this study investigates the relationship between experiential marketing and 
repurchase intention at Disney, several limitations should be acknowledged. 
First, the sample size for the focus group interviews was relatively small, comprising only a 
subset of Disney consumers. “Group effects” may have prevented some participants from 
expressing their true opinions, limiting the generalizability of the findings. Future research 
should expand the scope of respondents. Second, the quantitative data were collected solely 
through online surveys, which may be subject to self-report biases and does not fully guarantee 
data authenticity, potentially leading to sample bias. Incorporating offline survey methods 
alongside online ones could improve data reliability. Third, the gender distribution of 
respondents was uneven, with a significantly higher proportion of female participants. Future 
studies should aim for a more balanced sample. Finally, this study focuses specifically on 
experiential marketing in theme parks, which may not be fully generalizable to other industries. 
Future research could broaden the application of experiential marketing to other sectors to 
enhance its wider relevance. 
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