A Study of consuming experience in sports theme restaurants
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ABSTRACT
The purpose of this study was aimed to explore the relationships between the experience and consumption value at the sports theme
restaurants in Taiwan. Consumers who consuming at the three sports theme restaurants, including Taipei, Taoyuan, and
Kaohsiung, were asked to fill out the questionnaires. Convenient sampling method was used and 147 valid questionnaires were
collected. After the factor analysis, the re-search variables of Expros were divided into three factors: product presence, spatial
en-vironment, and people whereas consumption value consisted of functional value, social value, emotional value and epistemic
value. Results from the statistical analysis were showed as below: 1.The customer at the sports theme restaurants are in age ranging
from 18 to 35 years old; mainly were students with a college degree, and their average monthly income is under NT$10,000. 2.The
experience and consumption value at the sports theme restaurants were presented as significantly different based on customer’ s
behaviors. 3.Overall, sports theme restaurants’ Expros positivly significantly correlated with the consumption value. Based on the
findings, it is suggested that sports theme restaurants’ tableware and spatial design should be sport-related in improving the
consumers’  positive sports con-nection with the sport themed restaurant. Nonetheless, personnel in the restaurant must equipped
with energy and enthusiasm to build up the spirit of the sports theme restau-rants’  with arousal of consumers’  distinguishing
experience.
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