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The purpose of this study was to examine the
relationships among digital content service,
experience value, brand equity, and brand loyalty as
well as clarify the mediating effect of experience
value, brand equity in their relationships. A total
of 400 valid questionnaires were collected from a
sample of Tam-sui commercial area tourists in
Northern Taiwan. Structural equation modeling was
used to estimate a model linking E-content service,
experience value, brand equity to brand loyalty. The
findings of this research includes: (1) Digital
content services have positive impact on use s
experience value; (2) Experience value has positive
impact on brand equity ; (3) Brand equity has
positive impact on brand loyalty:; (4) Digital
content service, experience value and brand equity
have indirect positive effect on brand loyalty,
moreover, experience value and brand equity as the
mediator in their relationships. Experience value
provides the consumers with touched solution under
fantastic points of purchase settings, enhances their
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brand equity, and then affects their brand loyalty.
Finally, this research proposes some suggestions for
practitioners to strengthen consumers’  experiences
value from their e-content services and then enhance
the brand equity. Implications and suggestions for
strategies are also provided to local commercial area
managers.

Digital content service, digital cultural creative,
experience value, brand equity, service innovation,
commercial area
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Abstract

The purpose of this study was to examine the relationships among digital content service,
experience value, brand equity, and brand loyalty as well as clarify the mediating effect of experience
value, brand equity in their relationships. A total of 400 valid questionnaires were collected from a
sample of Tam-sui commercial area tourists in Northern Taiwan. Structural equation modeling was
used to estimate a model linking E-content service, experience value, brand equity to brand loyalty.
The findings of this research includes: (1) Digital content services have positive impact on use’s
experience value; (2) Experience value has positive impact on brand equity; (3) Brand equity has
positive impact on brand loyalty; (4) Digital content service, experience value and brand equity have
indirect positive effect on brand loyalty, moreover, experience value and brand equity as the mediator
in their relationships. Experience value provides the consumers with touched solution under fantastic
points of purchase settings, enhances their brand equity, and then affects their brand loyalty. Finally,
this research proposes some suggestions for practitioners to strengthen consumers’ experiences value
from their e-content services and then enhance the brand equity. Implications and suggestions for

strategies are also provided to local commercial area managers.

Keywords: Digital content service, digital cultural creative, experience value, brand equity, service

innovation, commercial area
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B BER G

H2 @ Bcizp B E/RIFE 2 wERPESWES -
3. v‘?“'%?r% B EREE 2 MG

S EUEEEAY ALt R BPNF AR S UEE e 15

(leschman & Holbrook, 1982 ; Woodruff et al., 1993) - AWM S5 FRMH Y L
MR LG Bk (35452004 ¥ Ak 0 2004) o Bl AT G IATY B =
B MR EHS Wﬁnéivggﬁ%%aiﬂﬂﬁiﬁ RIS E DEARARR 2 AR o

H3 : #iskf e g & » B BSH
4.WHFH EE SR LALLM R

Jarvenpaa®! Todd (199 # M TR Z e My HFZ Y > HEZH EOMPF LR LT
e B F e 58 o Liud Arnett (2000) B i‘“ﬁé{:—”r b awr g P dg o FAEER LR
TP Epe RE-HEEFREP AR GA ¢ FHE AT TR ixe

PR ARy RERTIN E > R EHT I F ety KRB TR LA (Lee & Overby 2004) -
@ Fiore et al. (2005) %= fﬂ?fi%iﬁ?, + R & @F?ﬁ SETE Y 0 TFERMER R I
Bz G oA iﬁ—a‘*ﬁﬂ%?‘ o Pyt v e AVBERHA o
H4:®%pEgr éﬁfi?‘rr-’v*#m ;
r%%gﬁrwdﬁaﬁﬁ
Aaker (1991) dp ity L5 M ~ LfL2 Poch- RN T AL R & 2
RN A SRR EEEEDR B PR SR ARG ST A - 384 0 B A SRR
%”ﬁ WAL SRS v A HED T G RITE o TG ERELORAET A
5 &M AR (Brand Loyalty) ~ &4+ % & (Brand Awareness) -~ #% & (Perceived
Quality) ~ &% % £ (Brand Association) /2 2 # i % &% 7 A2 (Other Proprietary Brand
Assets) o Aaker (1991) H I M EZ ARG PF - AELARFE L4 “-%”Pi% L R Y N
% % ¥ p% ;5 @ Cobb-Walgren, Ruble, and Donthu (1995) %3t &M F ~ &4 4 2 BL]
BEBIRZFM R P RB NSRBI ET RALHZSY T R DRFEEE LR
FTHWEBIERE IR AP TR TERI 0T o
FREE g_l_ vﬁ,%‘w’#ﬁm i

SR ERFERE

@é«

(=R E w3

AEF 2L RS BN F A EPRFE o‘fﬁﬁﬁl% BN EE LA L2 AT AL
PAATHEI BIAS O RERYZLETERCARAELARE D TEFIRT, L TR
B 1ADA o B - IR A BN FAEIRIAEM 0 A B 23 2 B (2010) 4 ki
R PFHEEFEE 2 TR AR LA B R KR S N AR B 2
% iz 5 Mathwick et al. (20014 Hénigsk @ B & £ 4em i3 m > F B NGEFERHE > 2302 L4
R85 $ =300 5wy - A& kdphaker(199D)F I F R s e 2 > 3 B I FFE
FIE > L35 HHER I S S0 5 R LR 0 L& RypAaker (19914 1 &M & 5 R HE5 4
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Iy $B A GRE R R f:*LmU‘w R e T IR LU RIS T
T ARR S B AE BT & RFILRE Bl e E o

AR FEE L %‘gﬂm{ﬁ\w’-ﬁﬁfﬁﬁéiﬂ’"vgki‘y FRTHR e igiedig s
AP kTR TR EAREE T AR AN B A R AL F N EN A2
o AEY R RARE L F2ek (Content Validity)# 4 & »c& (Face Validity) » £
FOEE R ACKF B FEFER  RAREE FEHN I F LT ﬂf& . "’—j—%’.‘fz? - B

% E T ;‘if};_f% &Iiéz%ﬁz”%s g PE A B R NP e AR %%\ig’*\@ F A4 E
%’3”5‘ € }:’l’\]tt:lio ¥k :‘; K ’}ﬁ/?"lﬁ:ﬂ%}i}\?——* }i ﬂ‘ﬁgi;ﬁ‘"“ %FIW\F‘: ‘IL}_\FF %E'J;”?

Aok Eg]’\/ﬁ’%f‘ﬁ@f’?ﬁi?ﬂ £30%> 3 »xk % > L #5 »xk £ 1 * Cronbach’s E:&F R A
1o R AT E S F M AT T & %z Cronbach’ sa B+ >t Nunnally (1978)z2 & #%@0.7 >
AP 2R ERE G - TARRZ G R o AT T K %22 Cronbach’ sa B A2 £ 3-1 -

#3-1 WRIFZRZR

Y e Cronbach's «
GRS 0.833
% 0.794
S e 0.890
ip 0.907
o AR PRFE 0.909
W ;F'k/ T AR 0.908
Bea 0.911
o ¥ 0.939
R FA 0.900

(DB R

AT AR LD EACRT B R SR EACRATER Bl R e BRI
TF  HF g AT URERPFEEFRE S50 FEE ’5?3‘&\:'?7»’@/?] i 2 &FiE o R ’5;?
HPER G 201577 5pAcd 2015277 9P » M40 R B o Pk Enk 10618 0 4
357 ok A 54000 0§ opngk At 5 97.56%

FARAdT

AR T Mt SPSS 22.0% AMOS 22. 0#c#8 4 47 » 4473 Zp 4o
B R Uy el fu;‘%\%‘r(Descrlptlve Statistics Analysis) @ A 5B £ 2 A v M3t > @ % X fick
Fe R T A OKB R R TALAENA) > B 1Y T 0% R £ KB BTN B 4 IR -
Wi E - FHE: 2 1%‘3;#‘«‘?"‘ °
2. % & 4~ #7(Reliability Analysis) : 41* Cronbach’s a %#ck & PIgrE F 480 FF2 - R
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3. APRE & 47 T AP A 72 P a0t fRR B Bl B 42 & (Degree of Association) b 14 4p
M % #(Correlation of Coefficient) k&g S #cF M B cnfe R o A87 3 1 SPSSP 3% - en
Pearsontp bf hfic kit %> AP M Glicen G HE 4 S 0 N A RET MM g5 F 20 Bl
7B B g 53 -

4.%1‘{& #2H05" (Structural Equation Modeling » SEM) @ 1% 4= 4258 #05% & S i p

FAoEMRG MR E s FMELEEZ SR LFLFAFEM G-
LR
AP GUFERE D SARFRE L PR PR S AEDR T vE P BIER L

BoarFd AFEAaRH-~n LR BEY T P P (FARE £7 > 2012) R AR

R de 2. TR im0 ICT e i3t & 2 1 o B—ikok bwrral%]’v'”/ékraf%]*‘ B A 2 A

R Rk RSED LR &}i P2 RGER P ERBFE T BT EANEE O E

Aok R FFFEr DT (TR 8 A She B A4 BAEH B R R 82 R84

Hup e RER § § > T5E FA k= i 22GPS3E 3§ EFWAPP ) S8 B IRAIFSF Eoad > Uk

g vura R 4 UEMCK T BERMSAGE B (EASNE £ 0 2012) 5 1024+ & -k g 3

R ARE B A A AR P B S N B Y T RS E R A LA

%\T&”«i FRAFM FEET S XL BEERBFZAFTES (T ELEE 5 2013) -

B @R

—‘ﬁiii*ﬂbﬁ

AR RN AR BE S RT AR AR R KT ERp ks AR
EX =R e I J’«Wﬁdwt wJ%. W 5 04.3%~45. The &4 s 31-35 g b o ik 21.5%
L7 26-30 fk o W 1T 8% BRE T EE RARE RS o 1k 28%; s W E LR 20% 5 FLe
A dFE R A R iR 12.5% ¢ fff AR mé‘i’(w’%)éi o B T0.5% 0 B B Hou A IRE RGOS

B b 46.3% B Z e dnE o b 2000 BT E RFIACRF Bl 1288 Tk
48% -

s ik B A

AR R 0P 2z - AR fER S F Bl A AR ol p F S IR F ¥ &R LR

B2 F e B g%y SPSS St g AT is o RN Lr@ Bl FRzz»ré PHEA
FR%Z»L%"’E%E?%' ERPREEI S A ?J%"\_Lf'ﬁii*i’kéiti g TIES 3.TT5 A LAk p ;Mlizzw’
BRCEI LN REBENRSE Y nTHE L 3.1 @ ’*F‘]’;.l’;i LR B B PRARZ G AR
we SRR RN F R A HIACRE BIE R o R T sk E g 0 TIRE S 3,94

H= LAk GO APP iﬂ,i 3.830 1 % H 4t LT BN FIRIRZ MR R LK
Rfgse F btk E B 0 TEL 3.7 A2 I?ﬁi:l“ NFPRIEY BB o H G kkX

R GO APP 22k 72 H ek RBE G ST HE S T0 R ¥ FHEFEP FIR
A2 LR AR Tk ok R AR 0 T3S 3T AR iﬁﬁﬁ:ur_p\ FIRIFY BB
B adokp 72 e Faids $F0T2E5 3,68 5FForif o 2B p FIRIAH
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% 1§ BEEEF LMAIRIEA b A y SRR SRR & ‘kv‘fﬁﬁﬁl% Eendcz ) ZHEKREN o 0iE
R E AT N ERE L o BRSNS F ATk o
= RIEES A

S #24803] (Structure Equation Modeling, SEM)ehfisdt s 45 » kdp3¥ 577 3 —‘ﬁ gt
®RoOBFEF ARG R (Joreskog and Sorbom 1993 ; Hoyle, 1995; Hair et al. 1998;
Marauyama, 1998) - & L% & &3%% B & $5* (measurement model) PR3 e r]% k7
(Confirmatory Factor Analyms)%% ﬁ&m 2T RO R B F BT FERAE ¥ Bl E WS (T
S Ha) » 49 (Pijpers et al. 2001 ; Tan, 2001) -

SEELED R B LREAPI IR ORGREFTR T LD I F BRI
i RMR=0. 015 TLI=0. 95 ~ CF1=0. 964 ~ NFI=0. 953 ~ GFI=0. 934 £ 32 18 45 #% » RMSEA=0. 086 -
AGFI=0.887~ + > ¥ p o R =3, 971 ; Biix % ML & 20 SaiE @ RMR=0. 019 »
TLI=0. 941 ~ CF1=0. 952 ~ NFI=0. 938 & 5= 8 45 1% » RMSEA= 0 088 ~ GFI=0. 896 ~ AGFI=0. 851 ~
S pd Bob=4, 0080 Pk FALRE T AR AR N A R0 2 Ak R RN %’i’ﬁt
PR R a7 HXFR -

T~ ERENR LT

#Bfﬁ‘?ﬁé}-iﬁzﬁf o3t 5 ALK £ ) F & hE & 4p itk o &35 5  (Bagozzi and Yi, 1988)
EREEGRE0.6 1 ’liﬁﬂvﬁ‘%ﬂ@:@ St o A AP IR A TR AT A
FRF R R EAMA LT AR e 2 2R REY 0. T oA AR AR en
T 3ot B~ B B 0. 6038 0.7675 > = £ 7] Fornell and Larcker (1981)# #1:1 0.5 e/ &
Foo FMA T o RIEHNZP AETEIT RS RE S ek 4-] -

24-1 RIERACREZBLFALEIRTRETORARZE

R ] rERR AVE
R 0. 8371 0.6317

Z i 0.7942 0. 6586

Al PR s 0. 8904 0.6195

R 0.8974 0.5933

5 AR PR3 0.8609 0.6738
A RN 0.9071 0.7095
AB PR 2 0.8997 0.5995

R 0.9012 0.6122

e 0.9013 0.6957

I~ BRI
&R T S HCA] (Structural model) 2 B3 SRS Sl AP TR R LR
*E_(A)% Q42 z_ ¢k » 530,50 > %“'J“”r?‘? fimg (A) 1 0.50 2 Q42 - 3L > M 5 i &
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TR dp R AR L TR F M 0 YRR L AR £ Rdp ik o Hair et al. (1998) #-E4g
KA RAFEA LA SHIRATE HEFRAFEEI HPEmA -+ 3 h g
RAZ RBY Ghs fe2b VAt - FHR AR AT RBEY AR BT s+
h,%ww%gdg*ﬂ%4%%ﬁ%¢P%ﬁﬁiﬁﬁ&éo

AT R ARGE 400 £ > A N SRR TR E x2(chi—square)f,ﬁ_:% 2612.348 - P
EEEF ORI AK PL A GRAESE R FHE N REA G F 3 2 B 2,922
GFI % 0.763 ~RMR % 0.018 ~ RMSEA 5 0.069 ~ AGFI % 0.738 ~ CFI % 0.896 ~ NFI % 0.851 >
R A7 B RPN o y2(chi-square)& p d BVWRIG 2.924 0 /3 3 &7 35 @ 9
e AR e i fe R Ap R (GFI) E 0. 763 - 23 B 18 chiff fe R 4p 1R (AGFI) & 5 0. 738 » vg M3+ 32 22
#*E 0.9 9% Hu and Bentler (1999)4 &1 GFI ek @ /& <+ 0.9 »  Browne and Cudeck
(1993)2 3% GFI ek &% <> 0.8 ¥ Wu and Wang (2006) #F3i4p b~ jrd 7 > 5 Mg fe
B dp 7 113 Hadjistavropoulos et al. (1999)4r Hair et al. (1998) a3k  GFI > 0. 85,
AGFI > 0.8, RMSEA < 0.05, NFI > 0.8 F]p* » &g 28 3 2 GFI @2 AGFI E 82 fXe} M3 e
0.9 &g HRMSEA & 5 0.069 = # & & 4 Huand Bentler (1999) ##% 4 ] %] RMSEA
By s ©o) 200,08 2 4R o A g SRR TR G fe R A Ao
TR w1
(= DB AR A 7

1% AMOS $r i AR T A T8 %V UF R > T p B4 @RI, W T oEs | 22
Ry ket Hep 2 gt 3 ¥ R E o GBI AR 4-1 #ror -

0.959%**

0.739%%**

W 4-1 25§ BHELREF
(: );_:rv‘-z 15»;25@"&

BF AL TRNZCKFEF B, F BB HERY SRS S LA
¥ W%Mﬂmfﬁ4*ﬁ¢§ﬁbﬁﬁ;ﬂ$ ﬁ*ﬁ hEBEF IR LG WEL 5T

o 2
3]

f%: :EJ'__ ﬂ\iﬂ""’ > L*#ﬁ_;\ b‘&& %E')’—“EH"" |B£ ) T' a," ./—?K:'%JE 9 lﬁ)‘?ﬁd*ﬁ é%'ﬁ‘?%\’ 4—2
ST o
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% 4-2 L RP T BRM G T

B e R BE thik tiE wELE*
H1 iz p g b BIRIBADOMHK G B 959 17.346%** M¥
H2 B ) R A BRI W E .015 0.115 *EF
H3 B E>TMiER 915 6.721%** By
H4 LR e s .250 3.29%* ¥
H5 SR E D L 739 8.876%** k¥

3T 1 %P<0. 05; **P<0.01; *kxp<0. 001

d BT AT BT oo ik H2 Tl B BRGE ) 8 TR ) ML BEF e R
Foe L AEHF R By RS REI5E ¥ K (p <0.01) - o .fhmg Lm‘*%?
oo AL TR AT FIRMGOBRL SRS S AF T HRL I RRIEF SR
LR Z MR e B (B e 0.739) 4 % % 2 Rentschler and Hede (2007 ) Aaker
(1991) 4= Cobb-Walgren et al. (1995)%:#%2kAp# - M7 & cns iR E /R ¢ F) § 4 #
M RE RS R AR DA IR EFORE
(Z )R HP Bk

FrREPREs 2 B4k 24 - BRAHT - BRANEL T RGFarde g
Fooom BHEEGEd- BRARY - BRASPE 2 LB E- BHE SRR Rk pA
BTk B TR PR Ie(F ¥ 460 20045 FH 2 AT 0 2007) o AFT T BN 2 vk ¥k &
4o A 4-3 0 BoackE 30,7391 0.959 B4Rk E A2 0.0157T % 0.959 ~ ik A
*0.676 2 0.899 -

243 T HNZER S FRZ s

et th IR et p ®E BRE | Bk R

RUSL W B | Boip B4 BIRAE 959 N.A. 959

R - R E .015 877 892
%HW*EE Pe 7L

L 915 N.A. 915

Bl F 4o B IRFE N.A. 899 899

ML | MR E 250 676 926

SR E 739 N.A. 739

TR - FE B R
. TR E | e BREFRPERHE?
(DE#BETZ
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Q)FRFETZ
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