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Abstract: The protection of industrial cultural heritage is related to sustainable urban development.
Cultural and creative parks (CCPs) are a way for many cities to protect their industrial cultural
heritage. In the context of CCPs, this study examines the relationships among the antecedents of
exhibition experiential value, CCP experiential value, and behavioral intentions. Surveying 428 visi-
tors in two well-known CCPs in Taipei, this study found that the four antecedents (attractiveness,
existential authenticity, self-congruence, and exhibition–park image congruence) have a positive
impact on exhibition experiential value. Exhibition experiential value has a positive impact on CCP
experiential value, which in turn, affects behavioral intentions toward the CCP. In addition, this study
finds that exhibition experiential value has a mediating effect between the four antecedents and
CCP experiential value. Moreover, CCP experiential value has a mediating effect between exhibition
experiential value and behavioral intentions. The findings of this study provide a direction for CCPs
to achieve sustainable development through exhibitions that can attract more tourists.

Keywords: cultural and creative parks; experiential value; attractiveness; existential authenticity;
self-congruence; exhibition–park image congruence; behavioral intentions

1. Introduction

As the post-industrial economy comes of age, how to protect industrial cultural her-
itage is one of the problems faced by many cities to achieve sustainable development [1].
Many cities worldwide are contemplating retaining existing industrial sites and transform-
ing them into visitor attractions with a brand positioning in culture and creativity [2–5].
For example, the Sheffield Cultural Industries Quarter (CIQ) in England and the Huashan
1914 Creative Park in Taipei, Taiwan, which were once abandoned factories, have enhanced
creative cultivation through the regeneration and rejuvenation of their cultural heritages.
These cultural and creative parks (CCPs) have become a type of cultural and creative tourist
attractions [6–8] that provide visitors with cultural and creative experiences by adding
creative elements and content on the basis of cultural experience [4]. Such an ambiance of
diversity and creativity gives rise to an experiential economy that attracts a large number
of visitors and that boosts the vitality of the local economy [7]. As a way of sustainable
tourism development, cultural and creative parks have developed rapidly in many cities.

In order to realize the sustainable development of CCPs, scholars have carried out
research on CCPs from different perspectives over the last two decades [8]. For example,
Chen and Chou [5] examined the factors that affect the “cool” experience of Generation
Y consumers in the park. Hung et al. [7] studied the experiential value of CCPs, which
has a positive effect on visitors’ satisfaction with these parks. Prior research is centered on
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visitors’ overall experience in the CCPs [8–10], but there is a lack of research on the impact
of exhibitions held in park on the visitors’ CCP experiential value.

Exhibitions at CCPs provide cultural and creative tourism and sustainability [4,11].
CCPs organize various exhibitions as a key development strategy to offer innovative prod-
ucts and services. Take Huashan1914 as an example: every month, the park offers various
types of exhibitions, such as art exhibition, intellectual property exhibitions, and commer-
cial brand exhibitions. Due to the lack of research to explore the impact of exhibitions held
by CCPs on the visitors’ experiential value of the parks, this research attempts to address
the following research gap: does the experiential value of the exhibition in CCPs enhances
visitors’ CCP experiential value and their behavioral intentions toward the park?

Moreover, the study addresses the second gap, concerning which exhibition-related
factors have an impact on the experiential value of the exhibition in CCPs. In the existing
literature, the current discussion on exhibitions is mainly related to major trade exhibitions,
exhibitions in museums, or specific art exhibitions held in art galleries [12–14]; most studies
are conducted from the participants’ perspective in an attempt to explore the behavior
of participants in exhibitions, the impact factors of the exhibitions, and the relationship
between exhibition experiential value and satisfaction [12,14–16], but few studies have
examined the factors that influence the visitors’ exhibition experiential value held in CCPs.
Nevertheless, past research might be able to provide some clues. Some scholars have
pointed out that visitors’ experiential value for attending exhibitions can be affected by the
dimensions of exhibition characteristics, visitors’ characteristics, and the exhibition-related
context [16,17]. Based on the dimensions mentioned above, this study chooses the factors
that may affect visitors’ exhibition experiential value held in CCPs, which include exhibition
characteristics (i.e., attractiveness, existential authenticity), visitors’ characteristics (i.e., self-
congruity), and exhibition–park image fit (i.e., image congruence) [15,16]. The factors
employed in this study are all empirically verified in tourism research. For example, in
the study of ecotourism, the attractiveness of destination helps to improve the visitors’
experiential value [18]. A study of a luxury spa found that consumers’ perception of
existential authenticity affects their experiential value [19]. Consumers’ self-congruity has
an effect on their perceived experiential value [20]. In many studies, scholars point out that
image congruence is an important variable affecting consumer experience [21–23].

Given the discussion above, this research adopts the Mehrabian and Russell (MR)
model and experiential value theory to construct a research model to achieve the study
objectives: First, it aims to explore what exhibition-related factors can affect the experiential
value of the exhibitions held in the CCP. Second, it aims to examine how exhibition
experiential value impacts CCP experiential value and visitors’ behavioral intentions
toward the CCP.

This study makes the following theoretical and practical contributions. In terms of
theoretical contributions: first, the effects of attractiveness, existential authenticity, self-
congruence, and exhibition–park image congruence on exhibition experiential value are
confirmed, which further improve our understanding of the critical successful factors in
organizing exhibitions, enriching the content of cultural and creative tourism in CCPs.
Second, this study bridges the gap between exhibition experiential value and CCP experi-
ential value. It validates the proposal that exhibition experiential value can bolster CCP
experiential value. The result confirms that exhibitions enhance the sustainability of these
tourism destinations by offering creative contents and services. This finding also validates
and enriches current studies on creative tourism [11] Third, this study validates the rela-
tionship between park experiential value and behavioral intentions; thus, it validates how
CCP experiential value mediates the relationship between exhibition experiential value
and visitor behavioral intentions. Fourth, this study also validates how exhibition experi-
ential value mediates the relationship between the antecedents of exhibition experiential
value and CCP experiential value. From the perspective of contribution to management
practice, the research results not only enhance the marketing ability of the cultural and
creative park and help to realize sustainable development but also enhance its exhibition
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experiential value, as well as its overall operational performance—all based on a thorough
understanding of better planning and organization of the exhibitions held in the park.

2. Theoretical Background and Hypothesis Development
2.1. MR Model

We adopted the Mehrabian and Russell (MR) model, which mainly focuses on the
effects of environmental stimuli on humans, as the fundamental framework for this research.
It is believed that stimulus has an impact on the individual organisms and that, in turn,
this impact has an effect on the behavioral responses of individuals [24]. This model has
been widely applied in the field of tourism research [25–28]. For example, in the context of
heritage tourism, Su and Hsu [26] confirmed that service fairness can influence visitors’
positive emotions and their subsequent word-of-mouth. In the context of mobile social
tourism shopping, Hew et al. [28] found that visitors’ perception of environmental stimuli
(i.e., social presence with the tourism platform) affects their organisms’ states (i.e., perceived
the platform enjoyment.), which in turn, affects their behavioral intentions.

Following previous scholars’ study [25–28], this study adopts the MR model, further
explores it, and applies it to tourism research. In this study, the antecedents of a park’s
exhibition fall under the category of stimuli, whereas both exhibition experiential value
perception and CCP experiential value perception fall under the category of individual
organisms, and the visitors’ behavioral intentions toward the CCP fall under the category
of responses. In other words, the antecedents of exhibition experiential value, such as
attractiveness, existential authenticity, self-congruence, and exhibition–park image con-
gruence, are presumed to stimulate visitors’ perception of exhibition experiential value,
which has an impact on their CCP experiential value, which in turn affects their behavioral
intentions toward the park. In summary, Figure 1 depicts the conceptual model.
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2.2. Experiential Value

Pine and Gilmore [29] argued that in an experiential economy, the income of organi-
zations is correlated with the experiential value that their products provide. Experiential
value refers to the perceived value that consumers derive from direct use or indirect ob-
servation of a product or service [30]. Experiential value is a multi-dimensional construct
that consists of cognitive, affective, intellectual, and behavioral dimensions associated with
the service experience [31]. Holbrook [32] emphasized the experiential value brought by
consumers’ consumption experience process and divided the experiential value into four
quadrants based on the two dimensions of internal/external value and active/reactive
value. Based on the quadrantals divided by Holbrook [32], Mathwick et al. [30] proposed
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the four dimensions of experiential value and the experiential value scale (EVS), including
consumer return on investment, service excellence, playfulness, and aesthetics, which have
been widely applied in tourism research [7,12,33]. The experiential value theory has been
widely employed in the study of consumer behavior [33].

In the context of tourism, the experiential value is the process by which visitors
perceive the benefits they derive from their travel and stay at a particular destination,
including the assets or resources that they, together with other visitors and the property
owner, invest in creating the experience [34]. This study adopts the experiential value
perspective of Mathwick et al. [30], focusing on the impact factors that influence visitors’
experiential value of the exhibitions held in a CCP. Furthermore, this study explores
whether exhibition experiential value has an impact on visitors’ experiential value and
behavioral intentions toward CCPs.

2.3. CCP Experiential Value and Exhibition Experiential Value

A CCP is a place and space that creates an environment where cultural and creative
activities, products, and services are provided to satisfy visitors’ needs [6,7,35–37]. To
attract and satisfy visitors, CCP managers should pay more attention to understanding
visitors’ perception and CCP experiential value [7]. The formation of the perception
of experiential value is based on the numerous attractions that a CCP has to offer, from
architectures and exhibitions to the souvenirs sold in the gift shop. Hung et al. [7] suggested
that a park can increase its experiential value by providing a playful environment, superior
staff service, upgraded aesthetics, and a quality ambiance.

Some parks attach great importance to enhancing CCP experiential value by orga-
nizing various exhibitions as a key development strategy. For example, Taipei Huashan
1914 Creative Park and Taipei Songshan Cultural and Creative Park have attached great
importance to exhibitions and frequently host exhibitions with various themes. In 2018,
Huashan 1914 Creative Park held 128 exhibitions, while Songshan Cultural and Creative
Park held 157 exhibitions, amounting to an average of over 10 multiple-themes per month.
Exhibitions at CCPs can increase the value of CCPs and enhance creative tourism and its
sustainability by offering innovative products and services [4,11].

Regarding visitors, an exhibition is a highly experience-oriented product [38]. Exhibi-
tion experiential value is influenced by many factors. For example, Lee and Min [16] found
that the quality of the exhibition itself (e.g., exhibit program, admission experience, site
environment) has a direct impact on the exhibition experiential value. However, research
on the impact factors of exhibition experiential value remains relatively scarce, which calls
for further investigation.

2.4. Antecedents of Exhibition Experiential Value
2.4.1. Attractiveness

The attractiveness of the destination has a pulling effect on the visitors [6,18,39], which is
a key factor to drive people to the particular destination. In this research, attractiveness refers
to the destination’s ability to provide the benefits that the visitors seek [40], reflected in the
visitors’ perception of the destination’s capability to meet their specific travel needs [39].

As a pull motivation, attractiveness has an effect on visitors’ experiential value. Stud-
ies in ecotourism parks and malls have all confirmed that attractiveness can enhance
visitors’ experiential value [18,41]. For example, in ecotourism destination research, the
attractiveness of an ecotourism destination has a significant positive effect on the visitors’
experiential value [18]. Tandon et al. [41] identified that the attractiveness of mall atmo-
spherics has a positive effect on the value of the mall shopping experience. Based on the
research findings above, we conclude with the hypothesis:

Hypothesis 1 (H1). Exhibition attractiveness has a positive effect on exhibition experiential value.
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2.4.2. Existential Authenticity

In the tourism sector, existential authenticity, related to activities, is the state of
being that is conceived by way of the visitor’s participation in the touristic activities [42].
Existential authenticity takes place when there is a connection between the visitor and the
destination, where the “existence” state is activated in relation to the visitor in action [42].
In this study, existential authenticity refers to an exhibition’s ability to allow visitors to
enter a special state of being in which they are true to themselves.

Scholars in the field of tourism have paid much attention to existential
authenticity [43–45]; this study also adopts the same perspective. Scholars have found
that existential authenticity has a positive effect on visitors’ experiential value. In heritage
tourism, visitors participate in activities associated with heritage-related activities that
contribute to existential authenticity, which in turn, influences their perceived value of
the experience [46]. Domínguez-Quintero et al. [47] found that the higher the visitor’s
perception of existential authenticity is, the better the quality of the visitor’s experience.

Based on the discussion above, the influence of existential authenticity on the value
of visitor experience can be found. We infer that when visitors’ existential authenticity is
stimulated by the exhibition, it affects the value of visitors’ experience of the exhibition.
This leads to the following hypothesis.

Hypothesis 2 (H2). Existential authenticity has a positive effect on exhibition experiential value.

2.4.3. Self-Congruence

Self-congruence is defined as the degree of match between the product image and
the consumer’s self-concept [48,49]. Self-concept reflects “all of the individual’s thoughts
and feelings about themselves as an object” [50]. Self-concept is a multidimensional
concept that consists of the real self, the ideal self, the social self, and the ideal social
self [48,49]. Consumers reinforce their self-concept by choosing to purchase products that
are self-congruent [48]. In this study, self-congruence refers to the congruence between the
exhibition’s image and the visitor’s self-concept.

At present, few studies have examined the impact of self-congruence on exhibition
experiential value; however, past research might be able to provide some cues. For example,
Luna-Cortés [20] pointed out that self-congruence promotes customers’ experiential value
when they use their digital social networks. Self-congruence contributes to the experiential
value of shopping [51]. Moreover, studies in the tourism industry have found that self-
congruity has various effects on tourists’ experiential value. For example, tourists’ self-
congruity has an effect on their perceived value of a destination [52]. Based on the above,
this study proposes the following hypothesis:

Hypothesis 3 (H3). Self-congruence has a positive effect on exhibition experiential value.

2.4.4. Exhibition–Park Image Congruence

Image congruence is defined as the consumer’s personal judgment toward the image
consistency and compatibility between products and other objects [22]. For example, the
restaurant–guest image congruence refers to whether consumers perceive the chef’s image
as compatible and consistent with the restaurant [21]. In this study, exhibition–park image
congruence refers to the visitor’s assessment of the alignment between the exhibition’s
image and the CCP’s image.

Regarding co-branding theory and the match-up hypothesis, the former believes that
the pairing between an event and the brand image of the destination will shift the image
perception of the event to that of the destination; the latter predicts an effect of image transfer
influenced by the degree of matching between the event and the destination brand [53].
In addition, other studies have found that image congruence has an impact on consumer
behaviors. For instance, in a study on the relationship between a racing event and its host
city, Hallmann and Breuer [22] found that the congruence between the image of the marathon
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and that of the host city has an impact on visitors’ satisfaction and their willingness to revisit
the host city. Likewise, consumers’ judgment of the degree of suitability of an event held
by a particular shopping outlet has an effect on their satisfaction with the event and their
shopping enjoyment [23]. Similarly, consumers’ perception of the image congruence of a
luxury restaurant and a guest chef has an effect on their perception of the restaurant [21].

Regarding CCPs, each park possesses its own characteristics and positioning in creat-
ing a specific image. The congruence between the image of a park and that of an exhibition
held in the park is vital for the experiential value for both the park and the exhibition.
Based on the research findings of previous scholars, we propose the following hypothesis:

Hypothesis 4 (H4). Exhibition–park image congruence has a positive effect on (a) exhibition
experiential value and (b) CCP experiential value.

2.5. The Influence of Exhibition Experiential Value on CCP Experiential Value

Previous scholars have pointed out that as one of the elements of a park for arousing
visitors’ emotions, exhibitions can affect the park’s ratings, which is a topic that warrants
further research [7]. In this paper, when visitors visit a CCP-held exhibition, they de-
velop an assessment based on their observations, contacts, and onsite product and service
consumption [30]. Exhibitions can enrich visitors’ value perception and enhance the attrac-
tiveness and competitiveness of the park. For the CCP managers, an exhibition can serve
as one product that brings experiential value to visitors.

At present, the topic of exhibition experiential value as related to CCPs has not
been established; however, other studies provide useful references for examining the
relationship between the two. For instance, Lee et al. [54] found that visitors’ satisfaction
with a festival has an effect on their attachment to the host destination, which in turn,
affects their loyalty to the destination. Tsaur et al. [55] found that festival attachment
positively affects attachment and loyalty to the festival destination. We extend this logic
and infer the following hypothesis:

Hypothesis 5 (H5). Exhibition experiential value has a positive effect on CCP experiential value.

2.6. The Effect of CCP Experiential Value on Behavioral Intentions

In this study, behavioral intentions mainly refer to visitors’ behavior of revisiting a CCP
and advocating for the CCP through word of mouth [56]. The services experienced by the con-
sumers can affect their behavioral intentions [57]. The better the service experience consumers
perceive, the greater the likelihood that they will have favorable behavioral intentions.

In the tourism industry, stimulating factors inspire the consumers’ experiential value
perception, which, as an intrinsic psychological evaluation, affects their behavioral inten-
tions. In a water park, visitors’ experience quality affects their experiential value perception
and their behavioral intentions toward the park [58]. At ecotourism destinations, the expe-
riential value of the destination has a positive effect on visitors’ behavioral intentions [18].
Based on the research findings above, we propose the following hypothesis:

Hypothesis 6 (H6). CCP experiential value has a positive impact on visitors’ CCP behavioral intentions.

3. Research Method
3.1. Research Context

In this study, cultural and creative parks are parks located in cities that integrate
production and consumption of arts and cultural creative activities [35–37]. These parks
are transformed from abandoned industrial cultural sites in a specific and spatially limited
area [35–37], such as New York’s SOHO, Sheffield’s Cultural Industries Quarter. Cultural
and creative parks have more cultural and creative production and consumption activities
and facilities than other sites [35–37], and they have become important cultural and creative
tourist attractions for visitors [6,7].
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Huashan 1914 Creative Park and Songshan Cultural and Creative Park are two well-
known CCPs in Taipei and the two largest CCPs in Taiwan. They are also successful
examples of the development of cultural and creative parks in China. These two parks
have seen the transformation from a wine factory and a tobacco factory, respectively. These
two parks have many production and consumption activities and facilities of culture
and creativity that can meet people’s demand for cultural and creative production and
consumption. These two parks attract a large number of cultural and creative producers
and consumers, and they are important attractions in Taiwan’s cultural and creative tourism.
Today, they are both regarded as role models for successful conversions from industrial
cultural heritages to CCPs. In recent years, many scholars have chosen them as their related
study context [7,9]. Hence, we chose these two CCPs as the research context in this study.

3.2. Respondents and Procedure

From May to June 2019, we conducted a survey at the Huashan 1914 Creative Park
and the Songshan Cultural and Creative Park in Taipei. We adopted a purposive sampling
method for data collection. A set of screening questions was asked. Considering one of
the objectives of this research is to examine visitors’ exhibition experiential value influence
on CCP experiential value, we confirm the primary purpose of interviewees is to visit the
exhibition at CCPs before filling out the questionnaire. The well-trained interviewers pro-
vided the respondents with brief information about the purpose, usage, and confidentiality
of the study to ensure that the survey was conducted on a voluntary basis. The entire
questionnaire took approximately 15 min to complete. Finally, 500 questionnaires were
collected on-site, and after deleting incomplete questionnaires, 428 valid questionnaires
were obtained, with a valid response rate of 85.6%. Among them, 210 questionnaires were
obtained from Huashan 1914 Creative Park and 218 from Songshan Cultural and Creative
Park. These respondents were all visitors from other places to Taipei. See Table 1 for
demographic profile of the respondents.

Table 1. Characteristics of the participants (N = 428).

Demographic Traits %

Gender
Male 37.62

Female 62.38

Age

Below20 9.11
21–30 43.22
31–40 30.61
41–50 9.58

51 or above 7.48

Education

High school degree 10.98
University 49.53

Postgraduate degree or above 24.07
Other degree 15.42

3.3. Questionnaire Design and Measures

The survey mainly consists of two parts: In the first part, the respondents were asked
to provide their demographic information, such as age, gender, and level of education;
this part of the survey also required the respondents to fill out the name of the exhibition
attended. In the second part, a 7-point Likert scale ranging from extremely disagree
(1) to extremely agree (7) was used; this part of the survey required the respondents
to evaluate the degree of attractiveness, self-congruence, exhibition–park congruence,
exhibition existential authenticity, exhibition experiential value, CCP experiential value,
and visitors’ behavioral intentions. For the sake of content validity, the questions were
revised based on relevant scales in the existing literature in conjunction with the context of
the study [59]. See Table 2 for the measurement items.
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Prior to the survey, a two-stage questionnaire pretest was conducted with regard to
the rationality and validity of the questionnaires and measurement scales [7,60]. We sought
advice from the managers and researchers of the CCPs with regard to the rationality and
comprehensibility of the selected questionnaires and measurement scales based on which
necessary adjustments were made. Then, we chose 30 respondents for the pretest to assess
the reliability and validity of the measurement items.

3.4. Data Analysis

This study adopted the IBM SPSS AMOS 24 to perform data analysis according to the
two-step approach of Anderson and Gerbing [61], including confirmatory factor analysis
(CFA) and structural equation modeling (SEM). Through the use of CFA, the study was able to
examine the relationship between observed variables and latent variables in the measurement
model; and goodness of fit index and the hypotheses were tested through SEM.

4. Results
4.1. Measurement Model

We conducted a CFA to test fit indices, convergent validity, and discriminant validity
of the measurement model. First, the overall fit of the measurement model indicates that
χ2 = 1841.599, where df = 873. χ2/df = 2.109 is less than 3; comparative fit index (CFI),
normed fit index (NFI), and incremental fit index (IFI) are all greater than the recommended
threshold of 0.90; and with RMSEA less than 0.08, the model has a good fit [62].

As for the testing of the convergent validity of the measurement model, the standard
factor loadings of the variables distribute between 0.619 and 0.949 and each is greater than
0.6, as shown in Table 2 [63]. Moreover, Table 3 shows that each of the constructs has an
average variance extracted (AVE) value greater than 0.5 and construct reliability (CR value)
greater than 0.8 [64]; therefore, the measurement model satisfies the test requirements for
convergent validity.

Table 2. Confirmatory factor analysis: items and loading (N = 428).

Construct Adopted from Items Standard Factor
Loading

Attractive (AT) Rahman [65],
Chen and Chou [5]

AT1: The exhibition is fashionable. 0.923
AT2: The exhibition is hot. 0.944

AT3: The exhibition is stylish. 0.715

Self-congruence
(SELF)

Luna-Cortés et al.
[66]

SELF1: I completely identify myself with the exhibition experience. 0.911
SELF 2: I identify myself with the people who visit the exhibition. 0.945

SELF 3: This kind of exhibition experience is consistent with how I like to
see myself. 0.858

SELF 4: The exhibition experience corresponds to how I like others to see me. 0.646

Image congruence
(IC) Chen et al. [20]

IC1: The image of CCP and exhibition is consistent with one another. 0.872
IC2: The image of CCP and exhibition is complementary of one another. 0.949

IC3: The image of CCP and exhibition fits one another. 0.940

Existential
authenticity (EAU) Jiang et al. [67]

EAU1: I am able to discover more about myself at the exhibition. 0.860
EAU2: I am in touch with my feelings and emotions at the exhibition. 0.726

EAU3: Visitors at the exhibition interact with each other in a genuine way. 0.732

Exhibition
experiential value

(EEV)
Mathwick et al. [30]

Consumer return on
investment (Ecr)

Tsai and Wang [68],
Lee et al. [69]

Ecr1: Visiting the exhibition has good economic value. 0.801
Ecr 2: I am willing to wait in line to visit the exhibition. 0.778

Ecr 3: I am happy with the price of visiting the exhibition. 0.833
Ecr 4: The total expenditure of visiting the exhibition is acceptable. 0.619

Service excellence
(Eser)

Lee and Min [15],
Wong et al. [70]

Eser 1: I have an excellent experience at the exhibition. 0.876
Eser 2: I experience outstanding service at the exhibition. 0.917

Eser 3: When I think of the exhibition, I think of excellence. 0.928
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Table 2. Cont.

Construct Adopted from Items Standard Factor
Loading

Aesthetics (Eae)
Ahn et al. [11],

Tsai and Wang [68]

Eae 1: The environment of the exhibition is aesthetically appealing. 0.874
Eae 2: I like the way the exhibition looks. 0.928

Eae 3: The style of the exhibition is very impressive. 0.892

Playfulness (Eplay) Tsai and Wang [68]

Eplay 1: Visiting the exhibition let me forget worries. 0.831
Eplay 2: Visiting the exhibition makes me feel like I am in another world. 0.907

Eplay 3: I enjoy the style the exhibition displayed. 0.932
Eplay 4: I perceive the pure enjoyment of visiting the exhibition. 0.864

CCP Experiential
value (CCPEV) Mathwick et al. [30]

Consumer return on
investment (Pcr)

Tsai and Wang [68],
Lee et al. [69]

Pcr 1: Visiting (the CCP name) has good economic value. 0.822
Pcr 2: I am willing to wait in line to visit (the CCP name). 0.886

Pcr 3: I am happy with the price of visiting (the CCP name) 0.885
Pcr 4: The total expenditure of visiting (the CCP name) is acceptable 0.768

Service excellence
(Pser)

Lee and Min [15],
Wong et al. [70]

Pser 1: I have an excellent experience at (the CCP name). 0.918
Pser 2: I experience outstanding service at (the CCP name). 0.942

Pser 3: When I think of (the CCP name), I think of excellence. 0.940

Aesthetics (Pae)
Ahn et al. [11],

Tsai and Wang [68]

Pae 1: The environment of (the CCP name) is aesthetically appealing. 0.846
Pae 2: I like the way (the CCP name) looks. 0.918

Pae 3: The style of (the CCP name) is very impressive. 0.902

Playfulness (Pplay) Tsai and Wang [68]

Pplay 1: Visiting (the CCP name) lets me forget worries. 0.833
Pplay 2: Visiting (the CCP name) makes me feel like I am in another world. 0.924

Pplay 3: I enjoy the style (the CCP name) displayed. 0.911
Pplay 4: I perceive the pure enjoyment of visiting (the CCP name). 0.767

Behavioral intentions
(BI)

Jang and Namkung
[71]

BI1: I would like to come back to (the CCP name) in the future. 0.923
BI2: I would say positive things about (the CCP name) to others 0.934
BI3: I will recommend (the CCP name) to my friends or others. 0.829

Table 3. Results of convergent validity and discriminant validity.

Mean
(SD) CrA CR AVE EAU IC AT BI SELF Pcr Pser Pae Pplay Eplay Eser Eae Ecr

EAU 5.459
(0.933) 0.811 0.818 0.601 0.775

IC 5.123
(1.098) 0.943 0.944 0.848 0.302 0.921

AT 4.967
(1.008) 0.892 0.899 0.751 0.405 0.324 0.867

BI 5.306
(1.141) 0.921 0.924 0.803 0.387 0.446 0.356 0.896

SELF 4.692
(1.102) 0.903 0.910 0.720 0.415 0.453 0.564 0.504 0.849

Pcr 5.063
(1.004) 0.902 0.906 0.708 0.521 0.515 0.426 0.658 0.514 0.841

Pser 4.991
(0.887) 0.953 0.953 0.871 0.513 0.507 0.419 0.648 0.506 0.800 0.933

Pae 5.241
(0.966) 0.918 0.919 0.791 0.521 0.514 0.425 0.658 0.513 0.812 0.799 0.889

Pplay 5.179
(0.991) 0.915 0.919 0.742 0.538 0.530 0.439 0.679 0.529 0.838 0.825 0.837 0.861

Eplay 5.244
(1.068) 0.933 0.935 0.783 0.589 0.449 0.551 0.536 0.591 0.627 0.617 0.626 0.646 0.885

Eser 5.233
(0.955) 0.932 0.933 0.823 0.497 0.379 0.465 0.453 0.499 0.529 0.521 0.529 0.546 0.687 0.907

Eae 5.401
(1.075) 0.925 0.926 0.807 0.578 0.441 0.541 0.526 0.580 0.615 0.606 0.615 0.634 0.798 0.674 0.898

Ecr 5.099
(1.019) 0.839 0.846 0.581 0.589 0.449 0.551 0.536 0.592 0.627 0.618 0.627 0.647 0.813 0.687 0.798 0.762

Notes: SD = standard deviation; CrA = Cronach’s α; CR = composite reliability; AVE = average variance extracted.



Sustainability 2021, 13, 7100 10 of 15

With regard to the testing of the measurement model’s discriminant validity, Fornell
and Lacker [64] suggested that the square root of the AVE of each construct must be greater
than the correlation coefficients between the construct and other constructs. As shown in
Table 3, the measurement model satisfies the test requirements for discriminant validity.

4.2. Structural Model and Hypotheses Testing

This study uses maximum-likelihood estimation to analyze the structural model to
test the goodness of fit of the model and the validity of each hypothesis. The fit indices
indicate that the model has a good fit (χ2 = 1860.944; df = 881; χ2 / df = 2.112; CFI = 0.947;
NFI = 0.904; IFI = 0.947; RMSEA = 0.051).

Table 4 shows the results of this research. All of the hypotheses are supported. All four
antecedents of the exhibition experiential value have a positive impact on the exhibition
experiential value. Furthermore, both exhibition–park image congruence and exhibition ex-
periential value have a positive impact on CCP experiential value. Finally, CCP experiential
value has a positive impact on visitors’ CCP behavioral intentions.

Table 4. Hypotheses tests (H1—H6).

Path Standard Estimate T Results

H1: AT→EEV 0.230 *** 4.853 Support
H2: EAU→EEV 0.400 *** 7.652 Support
H3: SELF→EEV 0.289 *** 5.747 Support
H4a: IC→EEV 0.172 *** 4.226 Support

H4b: IC→CCPEV 0.244 *** 5.956 Support
H5: EEV→CCPEV 0.663 *** 10.071 Support
H6: CCPEV→BI 0.736 *** 15.166 Support

Note: *** p < 0.001.

The purpose of this study is to explore the antecedents of exhibition experiential value and
the impact of exhibition value on CCPs. However, this study seeks to further explore an impor-
tant topic—the potential mediation role of exhibition experiential value between the antecedents
and CCP experiential value, as well as the mediating effect of the CCP experiential value on the
relationship between exhibition experiential value and visitors’ behavioral intentions. As the
method for testing these mediating effects, we adopted the bootstrap method to carry out the
mediation tests, following the suggestions of Preacher and Hayes [72].

The sample size was set at 2000 and bias-corrected confidence estimates were adopted
to obtain a 95% confidence interval. As shown in Table 5, exhibition experiential value
had a full mediation effect on the relationship between exhibition attractiveness and CCP
experiential value and on the relationship between self-congruence and CCP experiential
value. In addition, CCP experiential value had a full mediating effect on the relationship
between exhibition experiential value and visitors’ behavioral intentions. Exhibition experi-
ential value had a partial mediating effect on the relationship between exhibition existential
authenticity and CCP experiential value and the relationship between exhibition–park
image congruence and CCP experiential value.

Table 5. Test for mediation with bootstrap procedures.

Path
Bias—Corrected 95% CI

Total Effects Direct Effects Indirect Effects

Lower Upper Lower Upper Lower Upper

AT→CCPEV 0.020 0.243 −0.160 0.094 0.075 0.256
EAU→CCPEV 0.243 0.464 0.011 0.260 0.120 0.325
SELF→CCPEV 0.105 0.278 −0.030 0.168 0.068 0.193
IC→CCPEV 0.208 0.367 0.126 0.286 0.033 0.142
EEV→BI 0.467 1.047 −0.128 0.423 0.378 0.919
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5. Discussions

In the era of experiential economy, visitors’ experiential value is of the utmost impor-
tance for the management and sustainable development of CCPs [6]. This study mainly
examines the antecedents and consequences of exhibition experiential value and analyzes
the exhibition–park relationship in the context of CCPs. The findings confirm four an-
tecedents of exhibition experiential value. Furthermore, the findings also confirm the
relationships among the four antecedents, exhibition experiential value, CCP experiential
value, and behavioral intentions. These findings provide useful insights for scholars in
CCPs to support the sustainable development of CCPs.

First, this study proposes and validates four factors that influence the experiential
value of the exhibition in CCPs—attractiveness, existential authenticity, self-congruence,
and exhibition–park image congruence. Among these four factors, existential authen-
ticity has the strongest influence on the exhibition experiential value, followed by self-
congruence, attractiveness, and exhibition–park image congruence. Specifically, existential
authenticity is an important force driving visitors to generate touristic behaviors [73,74]
and has a positive impact on the visitor experience [60]. As found in this study, if visitors
are inspired by the exhibition when they visit the exhibition, they will better perceive the
experiential value of the exhibition. Regarding the impact of self-congruence, as Elliott
and Wattanasuwan [75] pointed out, reinforcing self-concept and gaining self-identity are
the key factors affecting consumer experience in postmodern consumption. Therefore, for
the visitors of the exhibition, they also pay attention to whether the exhibition matches
their self-image and whether it affects the presentation of their self-image. As concluded in
this study, the higher the congruence between visitors’ self-concept and the image of the
exhibition held in the park, the higher the value of the exhibition experience visitors receive.
Although, compared with the first two variables, attractiveness has less of an impact on the
exhibition experiential value, attractiveness still deserves attention, as a pulling motivation
affects visitors’ experience [39,76]. If the exhibition held at CCP is attractive to visitors, it
will help improve visitors’ experiential value perception of the exhibitions. At last, when
the CCP holds an exhibition that matches the image of the park, it helps visitors to get
the exhibition experiential value. The higher this consistency, the higher the value of
the visitor’s experience. By studying the effects of attractiveness, existential authenticity,
self-congruence, and exhibition–park image congruence on exhibition experiential value,
research on the influencing factors of exhibition experiential value is significantly improved
and enriched, which further improves our understanding of the critical success factors
in organizing exhibitions, enriching the content of creative tourism in CCPs. Compared
with previous research on exhibitions, these findings not only enrich the research topics of
the exhibition [14–16,77] but also lay the foundation for the study of the antecedents and
consequences of the value of the exhibition experience [16].

Second, this study confirms that visitors’ experiential value of exhibitions has a
positive impact on their CCP experiential value, which in turn, has a significant effect on
behavioral intentions. This means that the higher the experiential value visitors get from
the exhibition held in the CCP, the higher the experiential value of visitors to the CCP, and
that then affects their behavioral intentions toward the CCP. The result is related to the
topic of the effect of visitors’ evaluation of the events on their behavior to host destinations.
Past studies have focused on how visitors’ event satisfaction or attachment affects the
hosting destination attachment or loyalty [54,78,79]. For example, Halpenny et al. [79]
confirmed that visitors’ attachment to Melissa’s Road Race held in Banff National Park
affected their attachment to the national park. Lee et al. [54] found that visitors’ satisfaction
with the festival affected their attachment to the host destination. The result of this study
extends prior research by exploring the influence of the experiential value of exhibitions
held in the destinations on the destination experiential value. In other words, the result
enriches the research on the influence of destination activities on visitors’ destination
behavior [54,78,79].
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Third, this study proposes and confirms that the visitors’ CCP experiential value has
a positive impact on their behavioral intentions; that is, it increases visitors’ willingness
to revisit and to promote CCPs, extending research on the positive effect of experiential
value on visitors’ behavioral intentions to the CCP context. Furthermore, this study finds
that CCP experiential value has a full mediating effect on exhibition experiential value
and behavioral intentions toward the CCP. Since visitors’ motivation to visit CCPs is com-
plex [60], exhibition experiential value alone may not be sufficient to attract future visitors
to such parks. Therefore, exhibition experiential value must act upon CCP experiential
value to indirectly influence behavioral intentions towards these parks. This particular
finding echoes the findings of the previous literature showing that destination activities
contribute to promoting positive experiences in venues, boosting visitors’ behavioral in-
tentions [80]. These findings provide references for further research on the relationship
between exhibition experiential value, CCP experiential value, and subsequent behaviors.

Fourth, this study validates how exhibition experiential value mediates the relation-
ship between the antecedents of exhibition experiential value and CCP experiential value.
The findings show that the influence of exhibition attractiveness and self-congruence on
CCP experiential value needs to be realized through the mediating role of exhibition expe-
riential value; existential authenticity and exhibition–park image congruence can directly
influence CCP experiential value. These findings deepen the hypothesized conclusions
of this research. Compared with previous studies [66], these findings not only examine
the factors that directly affect exhibition experiential value, but also provide theoretical
insights for further understanding the relationship among the exhibition experiential value,
its antecedents, and CCP experiential value.

6. Conclusions

CCPs have developed rapidly in recent years as a way for cities to preserve their
industrial cultural heritage to achieve sustainable development. In order to achieve better
development of CCPs, operators have adopted a variety of approaches. Among them,
exhibitions have become one of the most important ways for CCPs to create value and at-
tract visitors. Operators can maintain CCPs competitiveness by improving the experiential
value of exhibitions [81]. Under such background, this study explores and confirms the
four antecedent variables of the visitors’ experiential value of the exhibition (i.e., attrac-
tiveness, existential authenticity, self-congruence, and exhibition–park image congruence),
and exhibition experiential value has a positive effect on CCP experiential value, which in
turn, affects visitors’ behavioral intentions to the CCP. Furthermore, this study validates
the mediating effect of exhibition experiential value between its four antecedents and the
CCP experiential value and the mediating effect of CCP experiential value between the
exhibition experiential value and behavioral intentions to the CCP. These findings have
important implications for CCP managers.

For CCP managers, they should recognize the function and significance of the ex-
hibitions held in their CCP and pay attention to increase exhibition experiential value.
CCP may consider offering exhibitions as basic products and services that they provide to
visitors. By staging exhibitions with experiential value on a regular basis, CCP managers
can enhance CCP experiential value. In terms of exhibition planning and organization, this
study provides CCP managers with general directions and constructive guidance in which
the image congruence between the exhibition and the CCP is a fundamental requirement.
Visitors will buy in only when the image of the exhibition is consistent with that of the park
or when the image perception of the exhibition is reinforced. To ensure exhibition–park
image congruence, the likes and preferences of the target visitors must be taken into ac-
count, in terms of theme and content selection, to ensure the attractiveness of exhibitions.
Regarding the onsite layout and content presentation of exhibitions, park managers should
pay attention to how aesthetics are embodied, focus on the styles and characteristics of
exhibitions, and accurately communicate the ideas or themes that an exhibition intends
to convey to win over the audience with respect to the self-congruence of the exhibition.
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In addition, for both the onsite ambiance and the specific presentation format, efforts
must be made to impress visitors with an overall sensory experience. Visitors should be
guided to immerse themselves in the context of the exhibition, to excite their emotions and
to stimulate their existential authenticity. The image, theme, onsite layout, and content
presentation of exhibitions are all relevant to the visitors’ exhibitions experiential value.

7. Limitations and Future Research

Despite the theoretical and management contributions that this study makes, it also
has certain limitations that can be explored in future research. The first limitation lies
in the selection of the two CCPs in Taipei as the study subject, the fact that they share
certain similarities and are representative of CCPs in Taiwan notwithstanding. Scholars
are advised to consider selecting different cities and different types of CCPs to conduct
research whose findings have better generalizability. Second, although this study explores
how exhibition experiential value impacts CCP experiential value, the impact may vary
according to the degree of visitor involvement in exhibitions. Since our research does not
address the extent of visitor involvement, future research can explore the impact of the
degree of visitor involvement on CCP experiential value. Third, other factors, such as
whether the uniqueness of and identification with an exhibition have an effect on exhibition
experiential value, can be explored in the future. These factors may help park managers to
enhance the exhibition experiential value in the parks.
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