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Abstract: The purpose of this study is to verify the willingness of customers of luxury cruises to pay
for the perception of a well-being component and to pay a price premium based on the experiential
value of luxury cruises. The following research objectives are presented and their resolution is
subsequently pursued: first, the study distinguishes the various subordinate factors contributing
to the experiential value of luxury cruises. Second, it aims to understand these subordinate factors’
impact on customers’ well-being perception. Third, the study aims to understand whether the
customer is willing to pay a price premium based on his or her well-being perception. Fourth, it aims
to verify the role of gender in the relationship between the perceived experiential value of luxury
cruises and the proposed variables. Seven hypotheses were established to achieve these research
objectives. Data collected from 273 luxury cruise customers were used. As a result, five hypotheses
were accepted and two were rejected. In conclusion, the theoretical/practical implications that were
proposed based on the results of the study are discussed in detail.

Keywords: experiential value; efficiency; service excellence; aesthetic value; playfulness; well-being
perception; price premium

1. Introduction

As personal income increases and quality of life improves for society overall, the luxury cruise
industry has been growing at a rapid pace [1]. Over the last 20 years, the number of people using
luxury cruises has been increasing. As of 2011, 19 million people went on luxury cruises [2], and in
2016, 24 million people purchased luxury cruise tickets [3]. Additionally, the number of people using
luxury cruises has increased by 5% each year since 2011 [4]. As shown, the demand for luxury cruises
continues to increase and the potential for future growth is significant.

In line with the continued growth of the luxury cruise market, some studies have examined the
decision-making and related factors of luxury cruise tourists. These studies provide insight into the
decision-making of cruise passengers; however, more specific information focusing on luxury cruise
tourism could provide a better understanding of luxury cruise tourism [3]. The main purpose of using
luxury cruises is to obtain social value [5]. In particular, a tourist’s aim is to create an authoritative
image of himself or herself based on the luxury cruise experience and to elevate his or her social status
through the experience of high-class consumption [6]. Once these objectives are achieved, tourists
experience positive effects in terms of their satisfaction with the luxury cruise experience and quality
of life [7,8]. They will also be more willing to accept the high prices and the price premium paid for
luxury cruises [9]. Therefore, improving users’ quality of life is an important factor for the success of
the luxury cruise industry.

Through structural analysis of social classes, De La Vina and Ford [10] and Hobson [11] classified
the cruise trip market into (1) mass market, (2) middle market, (3) luxury market, and (4) specialty
market. He defined the mass market as having a tendency to attract lower-middle class customers,
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and the cruise trip price is in the range of $125–$200 per day. Furthermore, he argued that the middle
market targets middle class customers with a price tag of $200–$350 per day, whereas the luxury market
provides services to upper class customers at a price of $350 or more per day. Moreover, cruises can be
categorized by various criteria, including ship size, number of passengers, whether they travel to a
single country or around many countries, and how diverse the programs and facilities are that the
ship provides to its passengers. In addition, Georgsdottir and Oskarsson [12] argued that the cruise
market may be segmented; more specifically, the segments include (1) first cruise lines, which are
family-oriented cruise ships, typically involving large vessels, undertaking trips of less than a week;
(2) premium cruise lines, which are medium-sized vessels that undertake trips that are usually longer
than a week and centered around leisure; and (3) luxury cruise lines, which have very large rooms,
travel for more than 10 days, and focus on relaxation. As such, cruises can be segmented based on
the size of the ship, number of passengers, number of countries being toured, programs offered, and
vessel amenities. The concept of a luxury cruise refers to high-end tour packages that start at $350
per day [10]. For this reason, it is very difficult for high-end tour packages, such as luxury cruises, to
satisfy customers. To overcome these difficulties, we must be more specific about the luxury cruise
experience. However, few studies have divided the empirical value of a luxury cruise into specific
subcategories. Most research on empirical value in the context of the hospitality industry focuses on
hotels [13,14] and restaurants [15,16]. These limited studies suggest the need to distinguish between
the factors leading to the experiential value of the luxury cruise. There are also personal differences in
assessing the products/services offered during a luxury cruise. For example, products or services may
be assessed differently according to gender, the most basic demographic characteristic.

Therefore, at a time when the luxury cruise market continues to grow, the purpose of this study is
to accomplish the following: (1) Divide the empirical value of a luxury cruise into efficiency, service
excellence, aesthetic value, and playfulness; (2) Verify the impact of these subcategories comprising the
experiential value of the luxury cruise on the customer’s well-being perception and willingness to
pay a price premium; and (3) Verify differences in the assessment of the luxury cruise experience by
ascertaining the moderating role of gender in relation to the proposed variables. After the Introduction,
the study discusses the conceptual definition of the proposed variables. Next, the research method,
which includes the characteristics of the individual variables, is introduced. Finally, significant
implications are discussed based on the empirical analysis, and future directions for the luxury cruise
industry are suggested.

2. Literature Review

2.1. Experiential Value

Experiential value can be defined as the customer’s perception, which stems directly or indirectly
from his or her experience of the product/service [17,18]. The experiential value is also a cognitive
assessment of and preference for the value directly experienced by the customer when the service is
provided [17]. In other words, the experiential value focuses on the value the customer gains from his
or her experience. In particular, the concept of one’s consumption experience in the service industry
plays a very important role in recognizing the value of customers. Thus, the experiential value is
distinct from the product/service value because it is a result of the customer experience. It focuses on
customers’ subjective emotions and reactions because it varies according to the type of experience [19].

As the awareness of the importance of experiential value has increased, a variety of studies
have been conducted on the conceptual clarification of such value. Babin and Darden [20] divided
experiential value into practical and pleasure value. The practical value refers to the perception of
functional benefits through external experience. The pleasure value refers to the benefits that can be
gained from the internal experience. Holbrook [21] divided the dimensions of experiential value into
intrinsic, extrinsic, self-oriented, and other-oriented. These were classified as economic value, pleasure
value, altruistic value, and social value. In addition, Mathwick et al. [17] divided the components
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of experiential value into customer return on investment (CROI), service excellence, aesthetic value,
and playfulness based on the value typology provided by Holbrook [21]. The experiential value scale
(EVS) was then developed through empirical analysis [16]. Mathwick et al. [15] and Ahn et al. [22]
defined (1) efficiency/CROI as the value that customers derive from perceiving the best quality for the
price through their consumption experience; (2) service excellence was defined as the value associated
with one’s awareness of the expertise of the service provider and the overall excellence of the service;
(3) aesthetic value was described as visual attractiveness and entertainment value when the elements
of the physical environment perceived by customers are aesthetically interesting; and (4) playfulness
is the value associated with the customer’s ability to derive fun and pleasure from experiencing the
products/services; it is a very subjective emotion and a self-centered experience.

Experiential value provides important criteria for understanding customer behavior. Therefore,
many studies have been conducted to understand customer behavior through analyses of experiential
value in various tourism and service sectors. Jin, Line, and Goh [23] verified the effect of restaurant
experience value on the customer relationship with full-service restaurants. Wu and Liang [14]
identified the relationship between experiential value and customer satisfaction for high-end restaurants.
Therefore, based on prior research, the components of experiential value for luxury cruises are divided
into efficiency, service excellence, aesthetic value, and playfulness. We tried to verify the consumption
behavior arising from the experiential value of customers who had experienced luxury cruises. Based
on the results of previous studies, this study intends to classify components of luxury cruise trip
experiential values into efficiency, service excellence, aesthetic value, and playfulness, while validating
consumption behavior that occurs because of the experiential value of luxury cruise trip customers.

2.2. Well-Being Perception

Well-being perception refers to customers’ perception of the extent to which brands positively
contribute to improving their quality of life [24]. In addition, well-being perception is considered an
assessment of the quality of life associated with psychological and physiological aspects. Specifically,
this type of perception entails cognitive/orthodox assessments in various subdomains of life, such
as health, leisure, and happiness [25]. The assessment of well-being perception is based on one’s
level of satisfaction with various consumption experiences that arise from his or her purchase of
products/services [26]. Satisfactory well-being perception is indicated by one’s overall happiness and
high level of satisfaction in life. In other words, a well-being perception can result in an overall high
quality of life, as evinced by the diversity in customers that is facilitated by the products/services they
purchase [27].

Customers are increasingly committed to improving their quality of life when making purchase
decisions [28,29]. They also demonstrate a willingness to pay more to improve their quality of life.
In particular, since the production and consumption of a service product occurs simultaneously in
the tourism context, the purchase experience can lead to product satisfaction in itself. In tourism,
products related to experience are a major factor in improving a customer’s overall quality of life,
as they have a significant impact on his or her well-being [30]. In other words, customers consider
well-being perception as the essential factor in their purchase of products/services in the tourism and
service industries [31]. Therefore, customers are highly interested in improving their quality of life
when making their product/service purchasing decisions and prefer to purchase products/services that
can satisfy their needs as they relate to well-being [1,27].

Given that well-being perception plays an important role in customer decision-making, it has
been studied in various hospitality industries, including hotels, cruises, and airlines [1,32,33]. Studies
found that customers’ awareness of well-being perception has a positive impact on their purchasing
preferences [30,34,35]. Well-being perception is on the rise as positive emotions are generated when
customers have satisfactory purchasing experiences with products/services [26,27]. Therefore, this
study aims to verify the impact of customers’ purchase experience value, particularly the experiential
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value of luxury cruises, on well-being perception. Furthermore, we want to study customers’ spending
behavior following the investigation of well-being perception.

2.3. Price Premium

A price premium can be defined as the amount one wishes to pay for the same package size or
quantity of a certain product/service from the same brand [36]. In addition, price premium refers to
the excess amount paid compared to the fair price. The main force driving the price premium is the
customer’s desire for a specific level of quality in a given product/service [37]. That is, customers pay a
higher price for a product or service of a particular brand than they would pay for that of other brands
when they feel that the former has relatively high quality [9]. Thus, the price premium is a reward for
reputable products/services that give buyers an impression of high quality [38].

Products/services in the luxury market have an intimate psychological link to price premiums [39].
The price premium is not solely determined by creating luxury goods but the latter is a major factor
in the formation of the price premium [40]. Particularly in high-end tourism markets, such as the
cruise market, significant effort is made to build brand awareness that represents the potential to be
competitive and successful through efficient marketing strategies [1].

A pricing decision is made only when the suitability of the quality established through the direct
and indirect experience of the product/service is recognized, in return for the realization of profit or
benefits. Reasonable consumption, such as buying products/services of good quality at low prices, is
not the only form of consumption. People are happy to make an effort to find products of high value
and pay for them accordingly. Therefore, it is essential to create a value that is sufficiently higher than
that of other products/services when acknowledging a price premium. This means that in the luxury
tourism market, such as luxury cruises, marketing strategies must be expanded to set price premiums
for products/services through consumer behavior research [3,39].

2.4. Relationships among Study Variables

When purchasing products/services, customers are significantly interested in various aspects of
well-being, such as life satisfaction, overall happiness, greater enjoyment, and welfare. Hwang and
Han [31] argued that if a traveler feels that his or her quality of life has improved through a luxury
cruise, his or her desire for well-being has been satisfied. Yeh et al. [41] argue that it is possible to satisfy
customers through experiential marketing and service innovation. In addition, Chen and Quester [42]
also argued that high-quality services improve the perceived social value of customers. Park, Chung,
and Rutherford [43] argued that if customers receive high-quality service, they can enhance the social
perception because they feel they are being treated with respect. This is very closely related to the
argument that the most important motivation for experiencing a cruise is to achieve the associated
social value [44]. In other words, luxury cruise travelers can improve their well-being perception
through aspects of their experience such as price, product/service quality, high level of service, various
entertainment elements, and enjoyment. Therefore, based on prior studies, the following hypotheses
were established.

H1: Among the cruise’s experiential value factors, efficiency will have a positive impact on well-being perception.

H2: Among the cruise’s experiential value factors, service experience will have a positive impact on
well-being perception.

H3: Among the cruise’s experiential value factors, aesthetic value will have a positive impact on
well-being perception.

H4: Among the cruise’s experiential value factors, playfulness will have a positive impact on well-being perception.

Belen del Río, Vázquez, and Iglesias [7] argued that social value is an important predictor
of a customer’s willingness to pay a price premium. Specifically, luxury cruise travelers try to
improve their social value through the cruise experience [44] and are willing to pay price premiums
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accordingly. Customers purchasing high-end tour packages, such as a luxury cruise, develop their
well-being perception through the purchase of goods. Such a perception creates strong brand loyalty
in customers [33,45]. Purchasing products/services with a high brand reputation can also create an
attachment to the brand, which increases their willingness to pay price premiums for each brand
product/service purchase [46,47]. Thus, the brand reputation perceived by customers has various
implications for their decisions and behavior [1,48]. Based on such prior studies, this study establishes
the following hypotheses:

H5: Well-being perception will play a positive role in causing customers to pay price premiums willingly.

2.5. Gender Difference

Gender difference is a very important variable in studies on the service industry [49–51]. Among
demographic characteristics, gender can be easily identified in most situations. One can achieve higher
performance by providing better service or establishing strategies [52]. For this reason, many studies
analyze customer behavior based on gender differences. Many studies use social role theory to account
for gender differences. According to social role theory, men and women socialize in different ways,
which is why the roles of men and women in society contrast and are demonstrated by different
behaviors [53]. That is, men tend to be more aggressive and self-directed than women. In particular,
they take more risks [54]. In contrast, women tend to be more evasive than men [55]. This difference
in tendency can signify different reactions to the cruise’s environment. Therefore, the following
hypotheses are established based on the theoretical reasoning discussed in this study.

H6a-d: Gender will have a moderating role in the relationship between cruise’s experiential value (a = efficiency,
b = service excellence, c = aesthetic value, d = playfulness) and well-being perception.

H7: Gender will have a moderating role in the relationship between well-being perception and price premium.

2.6. Proposed Model

The proposed model of this study is shown in Figure 1. The model divides the subcategories
of a cruise’s experiential value into efficiency, service excellence, aesthetic value, and playfulness.
This includes well-being perception, brand reputation, and price premium. Among the structures of
this study, a total of ten hypotheses linking the proposed variables are included within the proposed
theoretical framework.
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Figure 1. The proposed model.

3. Methods

3.1. Measurement and Questionnaire Development

The questionnaires in this study are largely divided into three main categories: explanation
of the study, questions relating to the variables, and information on demographic characteristics.
Measurements of the study variables have been modified to fit this study according to relevant
literature focused on cruises and customer behavior [17,24,40,48,56,57]. Specifically, measurement was
conducted using three efficiency items (e.g., “This cruise trip is an efficient way to take my vacation”),
three service excellence items (e.g., “When I think of this cruise trip, I think of service excellence”), four
aesthetic value items (e.g., “The ship was an attractive setting for my vacation”), three playfulness
items (e.g., “A cruise trip with this brand makes me feel cheerful”), four well-being perception items
(e.g., “This cruise trip satisfies my overall travel needs”), and three price premium items (e.g., “I am
willing to pay a higher price for this cruise brand than for other cruise brands”). All variables used a
five-point Likert-type scale ranging from not at all (1) to very much so (5). Multiple-item scales were
used, as is common practice when measuring variables. More specifically, the questionnaire contained
three questions for efficiency, three for service excellence, four for aesthetic value, three for playfulness,
four for well-being perception, and three for price premium. In addition, the first questionnaire, which
includes individual participant characteristics and the contents of the study, was pretested by scholars
and practitioners in the field of tourism. The contents of the survey were modified and improved
based on the results of the pretest, further improving the overall content. The detailed measurement
items are shown in Appendix A.

3.2. Data Collection and Sample Profile

In this study, a web-based survey was used to collect data for empirical analysis using the system of
an online research organization with an online cruise passenger panel. Using the systems and databases
of online research organizations, a total of 833 luxury cruise passengers were randomly selected and
given the questionnaires. Customers who used a luxury cruise in the past three months were eligible to
participate in the survey. This study aims to validate the influencing relationship between luxury cruise
experiential value and a price premium for luxury cruise trip customers. Therefore, this study applied
the luxury cruise characteristics (e.g., a price tag of $350 or more per day, provision of services to upper
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class customers) as defined by Hobson [11]. To determine their eligibility, the screening question was,
"Have you used a cruise in the last three months which cost more than $350 a day?" Through this
screening question, participants eligible for the survey accessed the questionnaire through a URL in
an email sent to them. Of the 833 potential survey participants, 739 were willing to participate. Of
these, 447 participants could not take part in the survey because they had not used a cruise that cost
more than $350 a day in the past three months. In addition, 19 of the 292 responses were found to
be insincere or inappropriate. Therefore, the empirical analysis was performed based on data from
273 respondents.

Of the total 273 respondents, 135 were male (49.5%) and 138 female (50.5%). The participants’ ages
ranged from 23 to 80 years, with an average age of 44. The ratio of participants’ income range was as
follows: $25,000–$39,999 (18.7%), $70,000–$84,999 (18.3%), $55,000–$69,999 (15.4%), $100,000–$149,999
(13.6%), $85,000–$99,999 (12.1%), over $150,000 (7%), and under $25,000 (5.5%). Out of the total 273
respondents, 192 (70.4%) had a college degree or higher, 81 (29.6%) had a high school diploma or lower,
102 respondents (37.4%) had made one trip in the previous three months, and 203 respondents (74.4%)
traveled with their families. Finally, when asked about their race, 168 respondents (61.5%) answered
white, while 49 respondents (17.9%) answered black.

4. Results

4.1. Data Quality Testing

In this study, a confirmatory factor analysis (CFA) was conducted to assess the fitness of the
measurement model and to verify the fitness indicator of the construct, reliability, convergent validity,
and discriminant validity [58]. The results of the analysis showed that the model’s suitability was
acceptable (Goodness-of-fit statistics: χ2 = 339.309, df = 155, p < 0.001, χ2/df = 2.189, RMSEA = 0.066,
CFI = 0.946, IFI = 0.947, TLI = 0.934). The factor loading values for each measurement item were
shown to be 0.5 or higher and these questions were found to be significantly related to the established
concept. As shown in Table 1, the composite reliability value for each factor was 0.857–0.883, which was
found to be internally consistent [59]. Moreover, the AVE value was verified to check convergent and
discriminant validity and showed 0.5 or higher. Thus, the value was considered to have convergent
validity [60]. Fornell and Larker [61] argued that the AVE value has determinant validity when it is
greater than the square of the correlation coefficient between potential variables. According to this
calculation method, this study has determinant validity because the

√
AVE values presented in this

study exceeds the correlation coefficient.

Table 1. Confirmatory factor analysis results and between-construct correlations.

CR Cronbach’s Alpha EF SE AV PF WP PP

EF 0.862 0.809 0.822
SE 0.867 0.827 0.647 a 0.828
AV 0.883 0.823 0.725 0.658 0.808
PF 0.868 0.808 0.711 0.717 0.700 0.828
WP 0.875 0.831 0.747 0.768 0.721 0.797 0.799
PP 0.857 0.853 0.525 0.657 0.552 0.590 0.611 0.816

Mean 4.181 4.170 4.206 4.227 4.161 3.935
SD 0.709 0.741 0.662 0.689 0.673 0.878

Note1. EF = Efficiency, SE = Service excellence, AV = Aesthetic value, PF = Playfulness, WP = Well-being perception,
PP = Price premium; Note2.

√
AVE values are along the diagonal; Note3. CR > 0.7, AVE > 0.5; Note2. Goodness-of-fit

statistics: χ2 = 339.309, df = 155, p < 0.001, χ2/df = 2.189, RMSEA = 0.066, CFI = 0.946, IFI = 0.947, TLI = 0.934;
a Correlations between variables are below the diagonal.

4.2. Hypotheses Testing

In this study, multiple regression analyses were performed using SPSS to determine the effect of the
experiential value of cruises on well-being perception and price premium. In addition, the moderating
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role of gender was verified in the relationship between each of the variables presented. The moderating
role and verification were performed based on the analysis method of Baron and Kenny [62]. Baron
and Kenny [62] proposed three steps to validate the moderation effect: verify the effect of the predictor
on the outcome variable (condition 1); verify the effect of the predictor and moderator on the outcome
variable (condition 2); apart from the predictor and moderator, if the predictor*moderator differs from
(condition 2), then the moderating effect can be verified (condition 3). However, Baron and Kenny [62]
were not interested in the effect of independent and controlled variables on dependent variables. They
focused on the significance of the interactive variables. Therefore, the significance of the independent
and controlled variables’ effects on the dependent variables is irrelevant.

A total of seven hypotheses were established in this study. An examination of the impact of the
cruise’s experiential value on customers’ well-being perception, efficiency (H1:β = 0.221, p < 0.01),
service excellence (H2:β = 0.330, p < 0.01), aesthetic value (H3:β = 0.131, p < 0.01), playfulness
(H4:β = 0.333, p < 0.01) revealed that all had positive effects on customers’ well-being perception. Thus,
hypotheses 1, 2, 3, and 4 were accepted. An analysis of the effect of customers’ well-being perception
on price premium showed that well-being perception (H5:β = 0.611, p < 0.01) had a positive effect on
price premium. Thus, hypothesis 5 was accepted. The detailed results are shown in Table 2.

Table 2. Results of the hypotheses (standardized regression weights).

Hypothesis Paths Statement of Hypothesis Coefficient Results(standardized)

H1 EF→WP EF will have a positive impact on WP 0.221 ** Supported
H2 SE→WP SE will have a positive impact on WP 0.330 ** Supported
H3 AV→WP AV will have a positive impact on WP 0.131 * Supported
H4 PP→WP PP will have a positive impact on WP 0.333 ** Supported
H5 WP→ PP WP will have a positive impact on PP 0.611 ** Supported

Note: EF = Efficiency, SE = Service excellence, AV = Aesthetic value, PF = Playfulness, WP = Well-being perception,
PP = Price premium. * p < 0.05, ** p < 0.01.

We validated the mediating role of well-being perception in the relationship between cruise trip
experiential value and price premium presented in this study. The hierarchical multiple regression
analysis presented by Baron and Kenny [62] was used, and the analysis results are as follows: In Step 1,
all the relationships between experiential value subfactors were observed as significant, including
efficiency, service excellence, aesthetic value, playfulness, and the mediating variable of well-being
perception. In Step 2, the relationships between experiential value subfactors, including efficiency,
service excellence, aesthetic value, and playfulness, and price premium were validated, and the result
showed that service excellence and playfulness had a significant influence on price premium, whereas
efficiency and aesthetic value did not have any significant influence. Lastly, in Step 3, it was observed
that the regression value of service excellence decreased when well-being perception was controlled,
indicating that it played a partial mediating role, whereas playfulness was not significant and played a
full mediating role. In both Steps 2 and 3, no significant influencing relationship was identified for
efficiency or aesthetic value, displaying that they did not have any mediating effect. More details are
presented in Table 3.
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Table 3. Hierarchical regression analysis for mediating effect (standardized regression weights).

Paths t-Value Coefficient Results(standardized)

(Step 1)
EF→WP 4.520 ** 0.221 ** Supported
SE→WP 6.491 ** 0.300 ** Supported
AV→WP 2.687 ** 0.131 ** Supported
PF→WP 6.575 ** 0.333 ** Supported

(Step 2)
EF→ PP 0.506 0.036 Not supported
SE→ PP 6.357 ** 0.433 ** Supported
AV→ PP 1.749 0.125 Not supported
PF→ PP 2.227 * 0.166 * Supported

(Step 3)
EF→ PP 0.134 0.010 Not supported
SE→ PP 5.428 ** 0.397 ** Supported
AV→ PP 1.513 0.109 Not supported
PF→ PP 1.574 0.126 Not supported
WP→ PP 1.329 0.119 Not supported

Note: EF = Efficiency, SE = Service excellence, AV = Aesthetic value, PF = Playfulness, WP = Well-being perception,
PP = Price premium, * p < 0.05, ** p < 0.01.

To verify the moderating role of gender in the relationship between each variable presented in
this study, hierarchical multiple regression analysis proposed by Baron and Kenny [62] was used.
The analysis showed that in the relationship between the experiential value of cruise and well-being
perception, efficiency’s (H6a: predictor*moderato r = −0.399, ∆R2 = 0.004, p < 0.05) interactive variables
were statistically significant and the R2 values differed. However, hypothesis 6a was not accepted
because it had negative effects. Service excellence (H6b: predictor*moderator = −0.220, ∆R2 = 0.001,
p > 0.05), aesthetic value (H6c: predictor*moderator = −0.330, ∆R2 = 0.002, p > 0.05), and playfulness
(H6d: predictor*moderator = −0.262, ∆R2 = 0.002, p > 0.05) showed no statistically significant
moderating role. Thus, hypotheses 6b, 6c, and 6d were not accepted. Further, the results between
well-being perception and price premium showed well-being perception as (H7: predictor*moderator
= 0.457, ∆R2 = 0.008, p > 0.05). Thus, hypothesis 7 was not accepted. In sum, the relationship between
a cruise’s experiential value and well-being perception, and that between well-being perception and
price premium were found to have no gender-specific moderating roles. The detailed results are shown
in Tables 4 and 5.

Table 4. Hierarchical regression analysis for moderating role of gender.

WP

Step 1 Step 2 Step 3.1 Step 3.2 Step 3.3 Step 3.4

Independent Variable
EF 0.221 ** 0.222 ** 0.272 ** 0.221 ** 0.228 ** 0.224 **
SE 0.330 ** 0.287 ** 0.292 ** 0.330 ** 0.292 ** 0.293 **
AV 0.131 ** 0.134 * 0.144 * 0.135 * 0.178 ** 0.135 *
PP 0.333 ** 0.347 ** 0.351 ** 0.347 ** 0.346 ** 0.383 **

Gender −0.059 0.324 0.153 0.262 ** 0.192
EF * Gender −0.399 * - - -
SE * Gender −0.220 - -
AV * Gender −0.333 -
PP * Gender −0.262

R2 0.755 0.759 0.763 0.760 0.761 0.760
∆R2 - 0.003 0.004 0.001 0.002 0.002

Note: EF = Efficiency, SE = Service excellence, AV = Aesthetic value, PF = Playfulness, WP = Well-being perception,
PP = Price premium; * p < 0.05, ** p < 0.01.
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Table 5. Hierarchical regression analysis for moderating role of gender.

PP

Step 1 Step 2 Step 3

Independent Variable
WP 0.611 ** 0.614 * 0.561 **

Gender −0.115 −0.559
WP * Gender 0.457

R2 0.373 0.387 0.394
∆R2 - 0.013 0.008

Note: WP = Well-being perception; * p < 0.05, ** p < 0.01.

5. Discussion and Implications

The purpose of this study was to investigate customers’ sense of well-being perception and
whether they are willing to pay a price premium for a cruise’s experiential value. In previous research,
the study of the relationship between experiential value, customer perception, and behavior in the
hospitality industry is mostly focused on hotels [13,14] and restaurants [15,16]. Only limited studies
on the hospitality industry exist. In particular, few studies have been conducted on the topic of luxury
cruises. Thus, we established hypotheses regarding the relationship between the experiential value of
the luxury cruise and the outcome variables based on a thorough literature review. We also established
a hypothesis for the gender-specific moderating roles in relationships between the variables. To analyze
the proposed theoretical relationship, a conceptual model was created and an empirical analysis was
conducted using empirical data collected from 273 luxury cruise passengers. The analysis results
provide key theoretical/practical implications.

The results of this study showed that the subcategories of experiential value, that is, efficiency
(H1:β = 0.221, p < 0.01), service excellence (H2:β = 0.330, p < 0.01), aesthetic value (H3:β = 0.131,
p < 0.01), and playfulness (H4:β = 0.333, p < 0.01) all have a positive effect on the well-being perception
recognized by customers. In addition, well-being perception (H5:β = 0.611, p < 0.01) was found to
play a positive role in their willingness to pay a price premium. These results reveal the priorities
of customers who buy luxury tour packages, such as luxury cruises. First, luxury cruise customers
are more likely to consider aspects such as convenience or efficiency than whether the price is high
or low, in terms of economic matters. In other words, they are significantly interested in the value
of the products/services offered by luxury tour packages, such as the luxury cruise, as it relates to
their own lives. Second, luxury cruise users clearly consider the professionalism and distinction
of the services offered by the cruise to be very important. Specifically, the services offered by the
luxury cruise require employees’ services, convenient and simple reservation systems, and quick and
accurate services. Third, the importance of the physical environment of the luxury cruise should be
emphasized. High-end tour packages, such as the luxury cruise, should be differentiated from other
tourism products based on their physical environment. The luxury cruise provides all services in a
limited location. Therefore, customers should be provided with a variety of facilities, reduced distances
between each facility, comfortable beds, and private spaces for relaxation.

No differences were found between men and women in terms of well-being perception after
experiencing the products/services provided by the luxury cruise. That is, the analysis, which
was conducted in the manner proposed by Baron and Kenny [62], showed a change in R2 but the
interactive variables were not statistically significant. These results reveal significant implications.
Customers who use luxury tour packages, such as the luxury cruise, gave a consistent assessment of
the products/services of the luxury cruise without showing any differences between men and women.
Many studies show that women are more emotional and delicate than men. However, when customers
who have experienced a luxury cruise assess well-being perception based on their own experiences,
they make a more specific and detailed assessment without demonstrating differences between men
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and women. This means that customers’ evaluation standards are higher for more high-end tour
packages. We employed hierarchical regression analysis to validate the mediating role of well-being
perception in the relationship among the presented variables. Well-being perception was seen to play a
partial mediating role in the relationship between service excellence and price premium, whereas it
played a full mediating role in the relationship between playfulness and price premium. These results
suggest that it is necessary to maximize customers’ well-being perception to induce them to pay a
price premium. In particular, among the experiential value subfactors perceived by customers, service
excellence is the best option to increase customers’ well-being perception.

In this study, the most important subcategories comprising the experiential value of the luxury
cruise were divided into efficiency, service excellence, aesthetic value, and playfulness. We then
analyzed well-being perception, a concept that is more than the simple feeling of satisfaction perceived
by cruise users. This constitutes one part of the luxury cruise industry that has rarely been studied
and has allowed research into the experiential value of the hospitality industry to be extended to
the luxury cruise sector. Thus, the theoretical expansion of consumption behavior by purchasers of
high-end tour packages is a significant implication. This study also provides meaningful implications
for many practitioners. For a given customer to be willing to pay the price premium, he or she must
have well-being perception as well as customer satisfaction. Therefore, luxury cruise practitioners
should provide special services (e.g., exclusive service personnel, birthday/anniversary celebrations,
mileage programs, food based on customer preferences), and convenient services (e.g., a convenient
reservation system). In addition, as cruise trip users are becoming progressively more interested in
environment-friendly policies and environmental pollution, cruise trip business operators need to
adopt environment-friendly management styles as well as environmentally responsible management
to make a positive contribution to environmental protection [63].

Despite the meaningful implications proposed in this study, this study has several limitations.
First, the sample of this study comprised people living in the United States and cannot be generalized
to customers in other countries and cultures. While the United States has a wide variety of luxury
cruise products, customers in different countries and cultures do not have access to the same luxury
cruise environment as those in the United States. Second, the classification of luxury cruise users was
limited to those who paid at least $350. However, the price range must be further distinguished, as the
prices of luxury cruise products vary widely. For example, we need samples of customers who paid
different prices for luxury cruises, such as less than $1000 or $1000–$2000. It would then be possible
to verify the differences in customers’ satisfaction based on price and their expectations for a luxury
cruise. Therefore, the results might be more significant if the study was expanded to address the
limitations suggested herein.

6. Conclusions

This study aimed at understanding customers’ well-being perception gained through the
experiential value of cruise trips and their willingness to pay a price premium while pursuing
answers to these issues. Through the literature review, this study classified cruise trip experiential
value into four subfactors, thereby identifying their accurate effect on price premium as perceived
by customers, and successfully validated the mediating role of well-being perception. By doing
so, this study successfully expanded theory and enhanced the understanding of the experiential
value subfactors of luxury cruise trips. Furthermore, it validated the significant fact that well-being
perception plays an important role in inducing the customer’s intention to pay a price premium. In
addition, this study validated the moderating effect of gender in the relationship among variables
presented in the study, and as a result, it confirmed that gender did not have any moderating effect on
well-being perception and price premiums through the experiential value of cruise trips. Such results
prove that everyone places importance on the experiential value of luxury cruise trips regardless
of their gender. Overall, this study makes a significant contribution to understanding customers’
responses and behaviors through luxury cruise trips.
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Appendix A

Efficiency

- This cruise trip is an efficient way to take my vacation.
- This cruise trip makes my leisure life easier.

- This cruise trip fits with my vacation schedule.

Service Excellence

- When I think of this cruise trip, I think of service excellence.
- I think of this cruise brand as an expert in the cruise industry.

- The cruise brand has my best interests at heart.

Aesthetic Value

- The ship was an attractive setting for my vacation.
- The environment of the ship showed close attention to design details.

- It was pleasant just being in the attractive cruise facilities.
- I felt a real sense of harmony on the cruise ship.

Playfulness

- A cruise trip with this brand makes me feel cheerful.
- I feel happy when I take a cruise trip with this brand.

- A cruise trip with this brand makes me forget my troubles.

Well-Being Perception

- This cruise trip satisfies my overall travel needs.
- This cruise trip plays a very important role in my social well-being.

- This cruise trip plays an important role in my travel well-being.

Price Premium

- I am willing to pay a higher price for this cruise brand than for other cruise brands.
- Even if other cruise brands are priced lower, I will still buy this cruise brand.

- Even though this cruise brand seems comparable to other brands, I am willing to pay more to travel with
this cruise brand.

References

1. Hwang, J.; Han, H. Examining strategies for maximizing and utilizing brand prestige in the luxury cruise
industry. Tour. Manag. 2014, 40, 244–259. [CrossRef]

2. Cruise Market Watch. Cruise Market Watch Announces 2011 Cruise Line Market Share and Revenue
Projections. Available online: http://www.cruisemarketwatch.com/articles/cruise-marketwatch-announces-
2011-cruise-line-market-share-and-revenueprojections (accessed on 11 December 2011).

3. Ioana-Daniela, S.; Hyun, S.S.; Lee, K.H.; Kim, I.; Kang, S. Attitude toward luxury cruise, fantasy, and
willingness to pay a price premium. Asia Pac. J. Tour. Res. 2018, 23, 325–343. [CrossRef]

4. Hyun, S.H. Predictor of luxury cruise travelers’ well-being perception and perceived price fairness–A
moderating role of other customer perception. Korea Acad. Soc. Tour. Manag. 2014, 29, 123–143.

5. Sweeney, J.C.; Soutar, G.N. Consumer perceived value: The development of a multiple item scale. J. Retail.
2001, 77, 203–220. [CrossRef]

6. Vigneron, F.; Johnson, L.W. A review and a conceptual framework of prestige-seeking consumer behavior.
Acad. Mark. Sci. Rev. 1999, 1, 1–15.

7. Belen del Rio, A.; Vazquez, R.; Iglesias, V. The effects of brand associations on consumer response. J. Consum.
Mark. 2001, 18, 410–425. [CrossRef]

http://dx.doi.org/10.1016/j.tourman.2013.06.007
http://www.cruisemarketwatch.com/articles/cruise-marketwatch-announces-2011-cruise-line-market-share-and-revenueprojections
http://www.cruisemarketwatch.com/articles/cruise-marketwatch-announces-2011-cruise-line-market-share-and-revenueprojections
http://dx.doi.org/10.1080/10941665.2018.1433699
http://dx.doi.org/10.1016/S0022-4359(01)00041-0
http://dx.doi.org/10.1108/07363760110398808


Sustainability 2019, 11, 3219 13 of 15

8. Park, C.W.; Maclnnis, D.J.; Priester, J.; Eisingerich, A.B.; Iacobucci, D. Brand attachment and brand attitude
strength: Conceptual and empirical differentiation of two critical brand equity drivers. J. Mark. 2010, 74,
1–17. [CrossRef]

9. Hyun, S.S.; Han, H. Luxury Cruise Travelers: Other Customer Perception. J. Travel Res. 2015, 54, 107–121.
[CrossRef]

10. Hobsin, J.S.P. Analysis of the US cruise line industry. Tour. Manag. 1993, 14, 453–462. [CrossRef]
11. De la Vina, L.; Ford, J. Logistic regression analysis of cruise vacation market potential: Demographic and trip

attribute perception factors. J. Travel Res. 2001, 39, 406–416. [CrossRef]
12. Georgsdottir, I.; Oskarsson, G. Segmentation and targeting in the cruise industry: An insight from practitioners

serving passengers at the point of destination. Bus. Manag. Rev. 2017, 8, 350–364.
13. Pham, T.H.; Huang, Y.Y. The impact of experiential marketing on customers experiential value and satisfaction:

An empirical study in Vietnam hotel sector. J. Bus. Manag. Soc. Sci. Res. 2015, 4, 1–19.
14. Wu, C.H.; Liang, R.D. Effect of experiential value on customer satisfaction with service encounters in

luxury-hotel restaurants. Int. J. Hosp. Manag. 2009, 28, 586–593. [CrossRef]
15. Chen, H.B.; Yeh, S.S.; Huan, T.C. Nostalgic emotion, experiential value, brand image, and consumption

intentions of customers of nostalgic-themed restaurants. J. Bus. Res. 2014, 67, 354–360. [CrossRef]
16. Taylor, S.; Dipietro, R.B.; So, K.K.F. Increasing experiential value and relationship quality: An investigation

of pop-up dining experiences. Int. J. Hosp. Manag. 2018, 74, 45–56. [CrossRef]
17. Mathwick, C.; Malhotra, N.; Rigdon, E. Experiential value: Conceptualization, measurement and application

in the catalog and internet shopping environment. J. Retail. 2001, 77, 39–56. [CrossRef]
18. Wu, H.C.; Cheng, C.C.; Ai, C.H. A study of experiential quality, experiential value, trust, corporate reputation,

experiential satisfaction and behavioral intentions for cruise tourists: The case of Hong Kong. Tour. Manag.
2018, 66, 200–220. [CrossRef]

19. Yuan, Y.H.; Wu, C.K. Relationships among experiential marketing, experiential value, and customer
satisfaction. J. Hosp. Tour. Res. 2008, 32, 387–410. [CrossRef]

20. Babin, B.J.; Darden, W.R. Consumer self-regulation in a retail environment. J. Retail. 1995, 71, 7–70. [CrossRef]
21. Holbrook, M.B. The Nature of Customer Value: An Axiology of Services in the Consumption Experience. In

Service Quality: New Directions in Theory and Practice; Roland, T.R., Richard, L.O., Eds.; Sage: Newbury Park,
CA, USA, 1994.

22. Ahn, Y.J.; Hyun, S.S.; Kim, I. Vivid-memory formation through experiential value in the context of the
international industrial exhibition. J. Travel Tour. Mark. 2017, 34, 291–311. [CrossRef]

23. Jin, N.; Line, N.D.; Goh, B. Experiential value, relationship quality, and customer loyalty in full-service
restaurants: The moderating role of gender. J. Hosp. Mark. Manag. 2013, 22, 679–700. [CrossRef]

24. Grzeskowiak, S.; Sirgy, M.J. Consumer well-being (CWB): The effects of self-image congruence,
brand-community belongingness, brand loyalty, and consumption regency. Appl. Res. Qual. Life 2007, 2,
298–304. [CrossRef]

25. Chua, B.L.; Lee, S.; Kim, H.C.; Han, H. Investigating the key drivers of traveler loyalty in the airport lounge
setting. Asia Pac. J. Tour. Res. 2017, 22, 651–665. [CrossRef]

26. Lee, D.J.; Sirgy, M.J.; Larsen, V.; Wright, N.D. Developing a subjective measure of consumer well-being.
J. Macromark. 2002, 22, 158–169. [CrossRef]

27. Sirgy, M.J.; Lee, D.J.; Rahtz, D. Research in consumer well-being (CWB): Overview of the field and introduction
to the special issue. J. Macromark. 2007, 27, 341–349. [CrossRef]

28. Füller, J.; Matzler, K. Customer delight and market segmentation: An application of the three-factor theory
of customer satisfaction on life style groups. Tour. Manag. 2008, 29, 116–126. [CrossRef]

29. Gilbert, D.; Abdullah, J. Holiday taking and the sense of well-being. Ann. Tour. Res. 2004, 31, 103–121.
[CrossRef]

30. Han, H.; Hyun, S. Green indoor and outdoor environment as nature-based solution and its role in increasing
customer/employee mental health, well-being, and loyalty. Bus. Strategy Environ. 2019, 28, 629–641.
[CrossRef]

31. Lee, D.J.; Sirgy, M.J. Quality-of-life (QOL) marketing: Proposed antecedents and consequences. J. Macromark.
2004, 24, 44–58. [CrossRef]

http://dx.doi.org/10.1509/jmkg.74.6.1
http://dx.doi.org/10.1177/0047287513513165
http://dx.doi.org/10.1016/0261-5177(93)90098-6
http://dx.doi.org/10.1177/004728750103900407
http://dx.doi.org/10.1016/j.ijhm.2009.03.008
http://dx.doi.org/10.1016/j.jbusres.2013.01.003
http://dx.doi.org/10.1016/j.ijhm.2018.02.013
http://dx.doi.org/10.1016/S0022-4359(00)00045-2
http://dx.doi.org/10.1016/j.tourman.2017.12.011
http://dx.doi.org/10.1177/1096348008317392
http://dx.doi.org/10.1016/0022-4359(95)90012-8
http://dx.doi.org/10.1080/10548408.2016.1156617
http://dx.doi.org/10.1080/19368623.2013.723799
http://dx.doi.org/10.1007/s11482-008-9043-9
http://dx.doi.org/10.1080/10941665.2017.1308392
http://dx.doi.org/10.1177/0276146702238219
http://dx.doi.org/10.1177/0276146707307212
http://dx.doi.org/10.1016/j.tourman.2007.03.021
http://dx.doi.org/10.1016/j.annals.2003.06.001
http://dx.doi.org/10.1002/bse.2269
http://dx.doi.org/10.1177/0276146704263922


Sustainability 2019, 11, 3219 14 of 15

32. Kim, H.C.; Chua, B.L.; Lee, S.; Boo, H.C.; Han, H. Understanding airline travelers’ perceptions of well-being:
The role of cognition, emotion, and sensory experiences in airline lounges. J. Travel Tour. Mark. 2016, 33,
1213–1234. [CrossRef]

33. Kim, I.; Jeon, S.M.; Hyun, S.S. Chain restaurant patrons’ well-being perception and dining intentions: The
moderating role of involvement. Int. J. Contemp. Hosp. Manag. 2012, 24, 402–429. [CrossRef]

34. Csikszentmihalyi, M. If we are so rich, why aren’t we happy? Am. Psychol. 1999, 54, 821–927. [CrossRef]
35. Lyubomirsky, S.; King, L.; Diener, E. The benefits of frequent positive affect: Does happiness lead to success?

Psychol. Bull. 2005, 131, 803–855. [CrossRef] [PubMed]
36. Netemeyer, R.G.; Krishnan, B.; Pullig, C.; Wang, G.; Yagci, M.; Dean, D.; Wirth, F. Developing and validating

measures of facets of customer-based brand equity. J. Bus. Res. 2004, 57, 209–224. [CrossRef]
37. Jeong, E.; Jang, S.S. Price premiums for organic menus at restaurants: What is an acceptable level? Int. J.

Hosp. Manag. 2019, 77, 117–127. [CrossRef]
38. Ba, S.; Pavlou, P.A. Evidence of the effect of trust building technology in electronic markets: Price premiums

and buyer behavior. MIS Q. 2002, 26, 243–268. [CrossRef]
39. Yeoman, I.; McMahon-Beattie, U. Luxury markets and premium pricing. J. Revenue Pricing Manag. 2006, 4,

319–328. [CrossRef]
40. Miller, K.W.; Mills, M.K. Contributing clarity by examining brand luxury in the fashion market. J. Bus. Res.

2012, 65, 1471–1479. [CrossRef]
41. Yeh, T.M.; Chen, S.H.; Chen, T.F. The relationships among experiential marketing, service innovation, and

customer satisfaction-A case study of tourism factories in Taiwan. Sustainability 2019, 11, 1041. [CrossRef]
42. Chen, S.H.; Quester, P.G. Modeling store loyalty: Perceived value in market orientation practice. J. Serv.

Mark. 2006, 20, 188–198. [CrossRef]
43. Park, J.; Chung, H.; Rutherford, B. Social perspectives of e-contact center for loyalty building. J. Bus. Res.

2016, 64, 34–38. [CrossRef]
44. Douglas, N.; Douglas, N. Cruise Consumer Behavior: A Comparative Study. In Consumer Behavior in Travel

and Tourism Industry; Pizam, A., Mansfeld, Y., Eds.; Haworth Press: New York, NY, USA, 1999.
45. Dagger, T.S.; Sweeney, J.C. The effect of service evaluations on behavioral intentions and quality of life.

J. Serv. Res. 2006, 9, 3–18. [CrossRef]
46. Thomson, M.; Maclnnis, D.J.; Park, C.W. The ties that bind: Measuring the strength of consumers’ emotional

attachments to brands. J. Consum. Psychol. 2005, 15, 77–91. [CrossRef]
47. Han, H.; Lee, K.-S.; Chua, B.; Lee, S.; Kim, W. Role of airline food quality, price reasonableness, image,

satisfaction, and attachment in building re-flying intention. Int. J. Hosp. Manag. 2019, 91–100. [CrossRef]
48. Baek, T.H.; Kim, J.; Yu, J.H. The differential roles of brand credibility and brand prestige in consumer brand

choice. Psychol. Mark. 2010, 27, 662–678. [CrossRef]
49. Figueroa-Domecq, C.; Pritchard, A.; Segovia-Perez, M.; Morgan, N.; Villace-Molinero, T. Tourism gender

research: A critical accounting. Ann. Tour. Res. 2015, 52, 87–103. [CrossRef]
50. Hwang, J.; Han, H.; Kim, S. How can employees engage customers? Application of social penetration

theory to the full-service restaurant industry by gender. Int. J. Contemp. Hosp. Manag. 2015, 27, 1117–1134.
[CrossRef]

51. Han, H.; Yu, J.; Kim, W. Investigating airline customers’ decision-making process for emerging
environmentally-responsible airplanes: Influence of gender and age. Tour. Manag. Perspect. 2019, 31,
85–94. [CrossRef]

52. Han, H.; Lee, J.J.; Hwang, J. A study of brand prestige in the casino industry: The moderating role of
customer involvement. Tour. Hosp. Res. 2018, 18, 96–106. [CrossRef]

53. Saad, G.; Gill, T. Application of evolutionary psychology in marketing. Psychol. Mark. 2000, 17, 1005–1034.
[CrossRef]

54. Powell, M.; Ansic, D. Gender differences in risk behavior in financial decision-making: An experimental
analysis. J. Econ. Psychol. 1997, 18, 605–629. [CrossRef]

55. Charness, G.; Gneezy, U. Strong Evidence for Gender Differences in Risk Taking. J. Econ. Behav. Organ. 2012,
83, 50–58. [CrossRef]

56. Hyun, S.S. Creating a model of customer equity for chain restaurant brand formation. Int. J. Hosp. Manag.
2009, 28, 529–539. [CrossRef]

http://dx.doi.org/10.1080/10548408.2015.1094003
http://dx.doi.org/10.1108/09596111211217888
http://dx.doi.org/10.1037/0003-066X.54.10.821
http://dx.doi.org/10.1037/0033-2909.131.6.803
http://www.ncbi.nlm.nih.gov/pubmed/16351326
http://dx.doi.org/10.1016/S0148-2963(01)00303-4
http://dx.doi.org/10.1016/j.ijhm.2018.06.020
http://dx.doi.org/10.2307/4132332
http://dx.doi.org/10.1057/palgrave.rpm.5170155
http://dx.doi.org/10.1016/j.jbusres.2011.10.013
http://dx.doi.org/10.3390/su11041041
http://dx.doi.org/10.1108/08876040610665643
http://dx.doi.org/10.1016/j.jbusres.2009.09.017
http://dx.doi.org/10.1177/1094670506289528
http://dx.doi.org/10.1207/s15327663jcp1501_10
http://dx.doi.org/10.1016/j.ijhm.2019.01.013
http://dx.doi.org/10.1002/mar.20350
http://dx.doi.org/10.1016/j.annals.2015.02.001
http://dx.doi.org/10.1108/IJCHM-03-2014-0154
http://dx.doi.org/10.1016/j.tmp.2019.03.013
http://dx.doi.org/10.1177/1467358415627302
http://dx.doi.org/10.1002/1520-6793(200012)17:12&lt;1005::AID-MAR1&gt;3.0.CO;2-H
http://dx.doi.org/10.1016/S0167-4870(97)00026-3
http://dx.doi.org/10.1016/j.jebo.2011.06.007
http://dx.doi.org/10.1016/j.ijhm.2009.02.006


Sustainability 2019, 11, 3219 15 of 15

57. Keng, C.J.; Huang, T.L.; Zheng, L.J.; Hsu, M.K. Modeling service encounters and customer experiential value
in retailing: An empirical investigation of shopping mall customers in Taiwan. Int. J. Serv. Ind. Manag. 2007,
18, 349–367. [CrossRef]

58. Gerbing, D.W.; Anderson, J.C. An updated paradigm for scale development incorporating unidimensionality
and its assessment. J. Mark. Res. 1988, 25, 186–192. [CrossRef]

59. Bagozzi, R.P.; Yi, Y. On the evaluation of structural equation models. J. Acad. Mark. Sci. 1988, 16, 74–94.
[CrossRef]

60. Hair, J.F.; Anderson, R.E.; Tatham, R.L.; Black, W.C. Multivariate Data Analysis, 8th ed.; Prentice-Hall: Upper
Saddle River, NJ, USA, 1988.

61. Fornell, C.; Larcker, D.F. Evaluating structural equation models with unobservable variables and measurement
error. J. Mark. Res. 1981, 18, 39–50. [CrossRef]

62. Baron, R.M.; Kenny, D.A. The moderator-mediator variable distinction in social psychological research:
Conceptual, strategic, and statistical considerations. J. Personal. Soc. Psychol. 1986, 51, 1173–1182. [CrossRef]

63. Han, H.; Eom, T.; Chung, H.; Lee, S.; Ryu, H.B.; Kim, W. Passenger repurchase behaviours in the green cruise
line context: Exploring the role of quality, image, and physical environment. Sustainability 2019, 11, 1985.
[CrossRef]

© 2019 by the author. Licensee MDPI, Basel, Switzerland. This article is an open access
article distributed under the terms and conditions of the Creative Commons Attribution
(CC BY) license (http://creativecommons.org/licenses/by/4.0/).

http://dx.doi.org/10.1108/09564230710778137
http://dx.doi.org/10.1177/002224378802500207
http://dx.doi.org/10.1007/BF02723327
http://dx.doi.org/10.1177/002224378101800104
http://dx.doi.org/10.1037/0022-3514.51.6.1173
http://dx.doi.org/10.3390/su11071985
http://creativecommons.org/
http://creativecommons.org/licenses/by/4.0/.

	Introduction 
	Literature Review 
	Experiential Value 
	Well-Being Perception 
	Price Premium 
	Relationships among Study Variables 
	Gender Difference 
	Proposed Model 

	Methods 
	Measurement and Questionnaire Development 
	Data Collection and Sample Profile 

	Results 
	Data Quality Testing 
	Hypotheses Testing 

	Discussion and Implications 
	Conclusions 
	
	References

