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Titleof Thesis A Study On The Determinants Of Theme Park Brand Equity
GRADUATE STUDENT: LO, HSU-HUNG ADVISOR: PH.D. SHEN, CHING-CHENG

Abstract

Theme parks provide consumers different attribute values. Whether
the brand equity determinants of theme park would be different product
brand equity, for those theme parks that provide different entertainment
experience and services at the same time. The research objects are the
consumers of five theme parks in Taiwan. The purpose is to explore the
essences of theme park brand equity.

The results indicate that 1.“ Awareness’,“ Royalty”,“ Service Quality”,
“ Entertainment- Equipments Quality”, “Unique’ five determinants have
significant impact on building brand equity 2. “ Service Quality” is more
important than “Entertainment-Equipments Quality” for building brand
equity 3. Each theme park has its brand equity essences. “Awareness’,
“Roydty”, “Organizational Association’, “Brand Characters”, “ Service
Quality”, “Environment Quality”, “Entertainment-Equipments Quality”
and “Unique’ have different influence level to brand equity components.

[Keywords] brand equity theme park determinants
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Bet a T R
) 17 L 4R 2 2.650.000
. 6p8 . 058 7Pp37.839 .00p0O0. 494
) . 4D2 . 405 . 9Pp4 . 3pR4
.44 . 0P3 446 4.550.0pO0
. 3B0 . 0B 6 4832 4. 409 .0p0O0. g15
) . 2p8 . 4pb1 -.5Pp3 .555
. 3D7 . 0B9 418 4. 470 .0pO0
. 314 . 0B5 b7 3.6/94 .0p00
. 248 . 0B 8 2812.826 .0p6 0. 59
) . 476 . 446 -1. 067 .2P0
. 3012 . 0p4 .38 3. 327 .0p2
. 2b1 . 0B 7 . 2B52.880 .0p6
. 246 . 0B5 . 2R9 2. 895 .0p5
. 1B8 . 0B 3 . 2192.262 .0R7 0. 686
T R
Bet a
) . 066 308 3.460 .0p0p1
. 6pb6 0b9 7p511.[152.0000. 497




) . 5p8 . 282 2.011 .046
. 4b7 0p1 .4P17.512 .0p00
. 3R7 0b 3 .4D56. 199 . 0p0 0.
) . 314 . 286 1. 1471 .244
. 288 . 0B 7 .3p94. 265 .0pO0
271 . 0pO .3B6 5. 367 .0pO0
. 280 . 0p1 .3p6 4.569 .0p0 0.
) . 007 . 2b8 .0p8 .9p14
. 2D9 . 0B5 . 2R5 3. 227 .0p2
. 1B8 . 0pO . 2B4 3. 756 .000
. 2B5 . 0p7 .3B35.019 .0pO0
. 218 . 048 . 271 4. 583 0po0 0.
T R
B Bet a
) 1.088 .6880 1. 727 .0pP8
. 6B6 . 1B7 . 7R25.005 .0p0 0.
) . 68 . 5B5 1.073 .295
. 4PR9 . 1H5 .4p2 2. 771 .01
. 3B8 . 1R6 .4B7 2.680 .004 0.
T R
B Bet a
) . 5p7 .47 8 1.1286 .2p1
.71 .1pn1 .9Pp26.944 . 000 0.
) -. 801 . 5B1 -1. 508 . 63
. 6B5 . 0B9 . 744 7. 1423 .0pO0
. 448 . 1B 3 .3p2 3. 375 .0p7 0.
T
B Bet a
) 1.139 .249 4.569 .000
.694 .049 581  14.097 .000

15

71

19

12

39

14

13



) .386 251 1.535 126
479 .053 400 8.964 .000
.380 .048 351 7.853 .000
) 130 .248 525 .600
.289 .063 242 4.583 .000
.360 .047 333 7.669 .000
.265 051 257 5.225 .000
) -.159 272 -.586 .558
.267) .063 224 4.226 .000
.354 .047 327 7.586 .000
209 .055 .203 3.805 .000
153 .061 116 2.518 012
T
Bet a
) 1.384 219 6.327 .000
674 .043 619 15.602 .000
) .664 217 3.059 .002
468 .046 430  10.143 .000
.363 .042 .368 8.681 .000
) 445 214 2.074 .039
.305 .055 281 5.597 .000
.346 .041 351 8.521 .000
228 .044 242 5.191 .000
) 274 215 1.275 .203
243 .056 223 4.343 .000
267 .045 271 5.990 .000
.208 .043 222 4.808 .000
192 .048 192 3.979 .000
)| 8.810E-02 234 377 707
231 .056 212 4.124 .000
267 .044 270 6.004 .000
172 .047 .183 3.664 .000
183 .048 .183 3.798 .000
102 .052 .085 1.967 .050




Bet a

) 1.879 .2B3 8.076.0p0O0
. 575 .047 .5R912.B839.0pO

) .6B4 .2p1 2.619.008
.48 .047 .3P49. 1139.0pDO
. 3P8 .049 .3498. 1105. 0pO

) 394 .270 1.461 145
373 .049 344 7.687 .000
.289 .057 254 5.062 .000
215 .060 .186 3.560 .000

) 134 .299 447 .655
319 .055 294 5.758 .000
.286 .057 252 5.029 .000
.200 .061 173 3.296 .001
134 .067 .097 1.990 .047

) 1.356E-02 303 .045 .964
.289 .057 .266 5.053 .000
.258 .058 227 4.424 .000
160 .063 138 2518 012
141 .067 102 2.104 .036
123 .059 106 2.071 .039

T
Bet a

) 1.614 .2p4 7.901.0pO0
.6B3 .042 .61115.pP62. 0PO

) . 664 . 2pR2 2.999.0p3
.5p1 .042 .48312.0D36.0pO
.36 .04#40 . 3R98. 203.0pDO

) . 362 .24 1.6/16. 107
.400 .045 .3Pp59.204.0pDO0
.2hb4 .041 .2b76. 167 .0pDO0
. 2B3 .0xn8 . 2R14.901.0DO




) .1p1 . 2pP9 . 8B2 .4D6
.35 .0p3 .3136.1332.0pDO0
. 2R5 .042 . 2R85 3p2 .0pDO
. 208 .048 .1P84.349.0pDO
. 170 . 0pH8 .1p42.916.0D4

)| 8.556E-02 234 .366 715
319 .053 307 6.040 .000
180 .047 182 3.824 .000
185 .049 75 3.762 .000
132 .061 119 2.168 .031
131 .063 114 2.073 .039

T
Bet a

) 1.246 .289 5.223.0p0
. 670 .0pO .5p213.430.0pDO

) . 2P5 .2p5 1.1455.249
.41 .0p5 . 3788.249.0pDO0
. 4010 .0p4 .3p07.624.0pDO

) -.174 .285 -.610 542
.350 .061 294 5.730 .000
354 .055 302 6.398 .000
.256 073 179 3.515 .000

T
Bet a

) . 408 .345 1. 182.28B8
.544 .0[FO .3p57.761.0pDO0

) -0.505f79 . 3B8 -.144 . 8B6
.4B5 .0B2 . 2P25.320.0pDO
. 202 .0B3 .1402.549.01011




