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The Interrelationships among Attitude, Satisfaction
and Behavioral Intention—Event Marketing of
Dream Mall
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Because the economy is in a slump condition, the traditional promotions such as

advertising and publicity will be eliminated from this varied society. When the situation
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happens continuously, Event Marketing becomes an innovational strategy by marketers.
Events have assumed a key role in the contemporary marketing mix. Hence, marketers use
Event Marketing to attract participators, and offer the brand emblem and goods of the
sponsor to increase their profits.

Event Marketing was examined through consumer attitude, satisfaction and behavioral
intention in this article. This research investigated those subjects who experienced or joined
events in Dream Mall.

This research used the convenience sampling method to collect three hundreds and forty
nine valid questionnaires. Data were analyzed by AMOS software. The results are as
follow:

1. Attitude of the sponsor has positive and significant effect on satisfaction of the
sponsor.

2. Attitude of Event Marketing has positive and significant effect on satisfaction of
Event Marketing.

3. Aittitude of the sponsor has positive and significant effect on satisfaction of the Event
Marketing.

4. Attitude of Event Marketing has positive and significant effect on satisfaction of the
sponsor.

5. Satisfaction of Event Marketing has positive and significant effect on satisfaction of
the sponsor.

6. Satisfaction of the sponsor has positive and significant effect on behavioral intention.

7. Satisfaction of Event Marketing has no positive and significant effect on behavioral

intention.




