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Abstract 
In recent years, the immersive entertainment industry has risen quietly, and escape 
room has become one of the immersive entertainment experiences which is widely loved 
by young people. Youth frequently "escape" from the escape room, but the escape room 
development status is mixed. Much news reports have reported its safety problems, and 
consumers' consumption attitude towards the escape room has also shown two-level 
differentiation. Therefore, based on the SOR model, this research establishes a research 
model on the factors affecting the consumption experience of the immersive escape 
room, and explores the relationship among external environmental factors, consumers' 
own factors and consumers' post-purchase attitude. Finally, this research excavates the 
experience needs of consumers, and provides suggestions for merchants to improve the 
products so as to bring better services for consumers. 
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1. Introduction 

Immersive entertainment industry is an emerging industry type emerging in China in recent 
years. It is a consumer product developed through the close combination of entertainment 
consumption activities and immersive experience[1]. Currently, the industry is growing rapidly, 
especially with a huge impact on Generation Z, the younger generation born in 1995-2009. 
Its rapid development cannot be separated from the situation of contemporary Chinese society: 
the population continues to aging, the social burden is increasing, and young people are deeply 
troubled by the pressure of "inner volume" and "996". Under the fast pace and pressure of first-
tier cities such as Beijing, Shanghai, Guangzhou and Shenzhen, they expect to have their own 
personal space to release themselves. Immersive entertainment experience just meets the 
needs of contemporary youth groups, and also provides new ideas for the transformation and 
development of the traditional physical industry, which has had a positive and far-reaching 
impact on consumers, especially young consumers and the physical industry, and has 
considerable research value and research significance. 
Given the immersive entertainment industry involves many industries, and there are 
differences between different industries, so this study chooses one of the representative 
industry, immersive escape room industry (hereinafter referred to as escape room), research, 
this fit both the research focus on contemporary young people consumer psychology and 
consumer behavior, also easy to explore the industry, in order to provide advice for the 
sustained and benign development of immersive entertainment industry. 
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2. Literature Review 

2.1. The Experience Economy 
Experience economy is a comprehensive policy and strategy, which can impact the current 
economic and cultural theory from three aspects: taking consumption and consumers as the 
starting point of innovation and value, taking accessible places as the places for consumption 
to generate value, and planning through change as the destination area[3]. Argenton 
Gerald(2015)[4] believed that the current society is very keen on "experience", and analyze the 
relevant problems in the future experience education. Baker L.Renee(2016)[5]used the 
research framework of experience economy, analyzing the behavior intention and experience 
cognition of wine tourists in the wine region of southern New Jersey which proves that the 
aesthetics and education of experience economy theory have positive effects for tourists to 
return to the wine region. In general, scholars mainly focus on the experience economy 
research: experience economic theory and thought, experience the influence of economy on 
social production and lifestyle, and experience the relationship between experience economy 
and education. 

2.2. The Immersive Entertainment Industry 
One of the most important cultural industries spawned by the experience economy is the 
immersive entertainment industry. Immersive entertainment industry refers to a kind of 
cultural entertainment industry, driven by advanced technology, which brings the wrapping 
type and multi-sensory experience based on scene manufacturing. Immersive entertainment 
industry is expressed in various forms, including escape rooms, exhibitions, museums and so 
on. In today's rich material life, the immersive entertainment industry has gathered multiple 
experiences such as cultural deposits, high and new technology, artificial intelligence and so on, 
and has become a new hot spot of the cultural industry with the unique advantages of 
innovation and creativity[5]. 
The existing researches mainly focuse on various specific forms of the immersive 
entertainment industry. Some scholars believe that immersive entertainment experience is 
now faced with problems such as lack of product formats, high industrial entry threshold, and 
lack of vitality of IP[6]. In the field of cultural performing arts, some studies say that efforts 
should be made to promote the joint development of immersive performing arts and cultural 
tourism performing arts, and increase the proportion of network platform construction of 
immersive products[7]. In the field of cultural and tourism complex, Xu You believes that the 
immersive industry enables new scenes of cultural and tourism, and the vanguard of immersive 
projects also makes the cultural and tourism scenes have more aesthetic and functional 
possibilities[8]. 
In terms of research subjects, for consumer groups, the immersive entertainment industry 
caters to Generation Z, to experience living happiness and satisfaction through consumption 
feelings, and also likes the stimulation brought by consumption[9]. It also reflects generation 
Z's new pursuit of "immersive" and "empathic" entertainment experience. In terms of shopping 
malls, it helps large commercial complexes to drive a huge flow of people and consumption, and 
can promote the cross-border integration of various industries to form new industries, 
representing the development mainstream of China's future industrial upgrading. All of these 
studies reflect the booming trend of the immersive entertainment industry. 

2.3. The Escape Room 
A typical example of the immersive entertainment industry, Escape began as an animation-
based online puzzle game. The main plot is that the player is trapped in a designated sealed 
room, needing to find clues and key items inside the room, and to escape from the room with a 
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little trick to break the secrets. With the booming development of the leisure and entertainment 
industry and the society needs of the young generation, escape games gradually move from 
online to offline, spawned a new form of entertainment called "real room escape". 
Due to the short time of the escape room and relatively little literature on this aspect, the 
academic research in the industry is still in its infancy. A few existing literatures mainly include 
the basic introduction of immersive room games and the industry, operation mode, theme 
promotion, and franchise strategy. From these articles, it can be seen that as a new project of 
the cultural and creative industry, the market prospect of immersive room games is widely 
optimistic. 
In the past, scholars mainly focused on the development of the escape room and related subjects. 
Fu Yang et al[12] deeply analyze the market background of the escape room escape, and the 
main consumer population of the immersive escape room is divided. Georgette Wang[13] 
explains the advantages and disadvantages of the existing escape rooms in detail, and it is 
believed that the room has the advantages of strong experience and promoting communication 
and cooperation, but there are also problems such as poor business sustainability and strong 
competition in the market. Fan Zhongyi[14] gives a large number of related examples of escape 
room designers, emphasizing the important role of escape room designers in promoting the 
development of escape room. Chen Kan[15] explains why players are obsessed with the 
immersive escape room is mainly the fear of life stress, anxiety relief, and the sense of 
accomplishment after successfully conquering the unknown environment. Ding Mao[16] says 
that as an emerging industry, the escape room is still in its infancy in the domestic market and 
has a considerable space for development. Moreover, it has become the first choice for 
independent entrepreneurs due to its characteristics of small investment, high income, wide 
market and quick return on capital. 

3. Research Model 

Stimulus-Organism-Response theory, namely SOR, clarifies the influence mechanism between 
stimulus and individual behavior intention, systematically explains the psychological factors of 
individual behavior, and realizes the description of the intermediate link of the organism. The 
SOR model includes three major variables, among which, the stimulus variable (S) is the factor 
affecting the individual's cognitive or emotional activity, the organism variable (O) is the 
psychological state or cognitive state formed by the individual to the stimulus factor, and the 
response variable (R) is the behavioral response of the individual through the emotional and 
cognitive processes. 
 

 
1Figure 1. SOR model 

 
The SOR model was first used to explain the influence of the environment on human behavior, 
which belongs to the research content of environmental psychology in the 1930s. In 1974, 
Mehrabin & Russell[18] constructed the SOR model from the perspective of input-output, 
believing that the stimulus variable could be used as an external effect on individual states such 
as consumer perception and cognition, and then affected the internal or external response of 
consumers. Later, the SOR model began to be widely used in the related research of consumer 
behavior. In 1982, Robert et al. first applied the SOR model to the shopping scene, regarded the 
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retail environment as stimulus variable, customer perception as mechanism variable and 
customer behavior as reaction variable, and studied the influence of retail environment factors 
on customer perception and customer behavior. Chen and Yao[19] verified the impact of 
website framework quality on consumer impulse buying behavior in mobile auctions. Sherman 
[20] applied SOR model to the study of consumer behavior, and believed that external stimulus 
influences consumer behavior by influencing consumer perception. In the context of online 
retail, Eroglu & Machleit[21]studied the influencing factors of consumer reaction in the e-
commerce environment according to SOR theory. 
At the same time, through the current SOR model for consumer purchase decision research 
literature, the current use of SOR model on consumer purchasing behavior mainly environment, 
brand, product attributes, service, price, marketing, after-sales policy as external stimulus 
variables, consumer sentiment, consumer perception, consumer trust, as mechanism variables, 
purchase intention, customer loyalty as response variables, measure the correlation between 
external stimulus variables, mechanism variables and response variables. 
Based on this, the SOR model is very suitable for the study of the behavior of consumers in the 
escape room. In this study, the indicators combed in literature and the characteristics of the 
immersive escape room were combined to construct the relevant indicators. 
In this study, seven influential factors that frequently appear in the literature such as brand 
cognition[42], store environment[21], price[43], service experience[34], product 
attributes[31], convenience[43], marketing promotion[33] are screened and summarized into 
product attributes, location, service experience, and marketing promotion in combination with 
the characteristics of the escape room itself. 
Considering that consumers will produce a series of complex perceptions under the influence 
of external stimulus when they consume, which will further affect their consumption intention 
and behavior, and perceived value is an important perceptual factor [44]. Therefore, in terms 
of mechanism variables, this study mainly studies the perceived value of generation Z 
consumers to the immersive escape room, to explore the utility that such consumers feel from 
the consumption process after paying a certain monetary cost to purchase products and 
services. Among them, this study divides perceived value into two dimensions: social value and 
emotional value. Social value is the social recognition and self-image enhancement obtained by 
consumers from consumption activities, including conformity, interpersonal interaction and 
interpersonal expansion. Emotional value is the emotional feeling of pleasure, satisfaction, 
novelty and pressure relief that consumers get from consumption activities. Emotional 
satisfaction is also the main purpose of most hedonic service consumption today. 
In terms of reaction variables, all things that consumers respond to the environment can be 
summarized into two categories: approach behavior and avoidance behavior. At the same time, 
in addition to the specific behavior, the formation of consumer attitude is also a kind of feedback 
from consumers to the product display. In the related fields of marketing, more consumer 
attitudes are involved include: consumer satisfaction, re-purchase willingness and 
recommendation willingness. Therefore, in terms of response variables, this study mainly 
studies the post-purchase evaluation of Gen Z consumers after consumption in the immersive 
escape room, including satisfaction, repurchase intention and recommend intention. 
In conclusion, the present study set the consumer-perceived value-related variables including 
social value and emotional value as the organism variables (O) in the SOR model. Consumers 
'post-purchase evaluation includes satisfaction, repurchase intention and recommend 
intention as the content of consumers' internal reaction, which can be regarded as the reaction 
variable (R). The specific theoretical model is constructed as follows: 
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2 
Figure 2. Research theoretical model 

4. Research Theory and Hypothesis 

(1) Perceived value. Perceived value refers to the overall evaluation of products or services 
based on considering their own gains and losses[45]. Perceived value is the foundation of 
marketing and a key concept to predicting consumer behavior. Some scholars have long pointed 
out that consumers buy and consume not products, but the perceived value of the existing 
research on consumers' perceived value[46]. For the dimension of perceived value, the 
academic community has not yet clarified its specific quantity and characteristics. Overall, it is 
a multi-dimensional and higher-order concept, including functional value, emotional value, 
educational value, social value, etc. In the consumption scene of the escape room, consumers 
mostly evaluate the utility of consumption from the emotional value such as happiness and 
relaxation brought by the escape room and the social value such as social interaction. 
(2) Service experience. Service experience includes many links, such as the perception of 
service scenarios, the communication with service personnel, and the consumption experience 
of core services and additional service products[47]. In the escape room consumption scene, 
the service experience usually includes the response speed of the staff in the escape room, the 
expected additional entertainment experience, entertainment products, etc. Previous studies 
have shown that the service experience will directly or indirectly affect consumers' positive 
consumption emotions[48]; At the same time, consumers who pay attention to service have 
more and more intensive contact with their employees. The better the service experience, the 
more customers can get the social value perception such as being recognized and respected. 
Therefore, the present study proposes the following hypotheses: 
H1a: The service experience of immersive escape rooms has a positive impact on the emotional 
value of consumers. 
H1b: The service experience of immersive escape rooms has a positive impact on the social 
value of consumers. 
(3) Marketing promotion. Consumers respond to marketing promotion campaigns and benefit 
from the various benefits that such activities offer[49]. Previous studies have shown that 
marketing promotion can ensure positive values and its availability affects consumer perceived 
value[50]. On the one hand, the marketing activities of the immersive room may produce 
consumers' emotional value, such as entertainment, pleasure, novelty and other means, the 
common marketing methods of group buying and grouping in the immersive room may also 
affect the interpersonal interaction and expansion of consumers. Therefore, the present study 
proposes the following hypotheses: 
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H2a: The marketing promotion of the immersive escape room has a positive impact on the 
emotional value of consumers. 
H2b: The marketing promotion of immersive escape rooms has a positive impact on the social 
value of consumers. 
(4) Product attributes. Overall product attributes include product price, product function, 
product quality. In the theme type of escape room, price, plot, duration and so on are all 
included in the product attributes. Previous studies have shown that consumers perceive value 
based on their evaluation of the product or quality utility at a sacrificed price[50]. When the 
lower the price of the immersive escape room, the more likely consumers is to try the 
experience from the crowd, and when the more secure and functional the chamber is, the more 
likely the stimulation, entertainment, stress relief and other emotional values of consumers are 
to be satisfied. Therefore, the present study proposes the following hypotheses: 
H3a: The product attributes of the immersive escape room have a positive impact on the 
emotional value of consumers. 
H3b: The product attributes of the immersive escape room have a positive impact on the social 
value of consumers. 
(5) Location. The location of the consumption place plays an important role in its operation and 
development[51]. According to the theory of resource dependence, consumption places often 
need to use the external environment to obtain resources and supplement the shortcomings of 
their own resources[52]. In terms of the consumption of the escape room, its location 
determines whether the traffic condition is good and whether there are relevant supporting 
entertainment facilities around it. The more perfect and convenient the external 
complementary resources are, consumers are more likely to maintain a positive emotional 
experience and social experience after the escape room experience, so as to give a higher value 
and utility evaluation of the consumption experience. 
H4a: The location of the immersive escape rooms has a positive impact on the emotional value 
of consumers. 
H4b: The location of the immersive escape rooms has a positive impact on the social value of 
consumers. 
(6) Consumers’ post-purchase attitude. Consumers' post-purchase attitude includes 
consumers' satisfaction, repurchase intention and recommend intention. Existing studies 
suggest that higher perceived value brings more positive post-purchase feedback[45]. This is 
mainly because when consumers experience a high level of value from the escape room 
experience, they will think that it is worthwhile, and are optimistic about the consumption, and 
are willing to show positive behavior intentions such as buying or recommending others to buy 
services again. Based on this, the present study makes the following assumptions: 
H5a: The emotional value of the immersive room consumers has a positive impact on their 
satisfaction, repurchase intention and recommend intention after consumption.  
H5b: The social value of the immersive room consumers has a positive impact on their 
satisfaction, repurchase intention and recommend intention after consumption. 

5. Research Methods 

5.1. Research Object 
The main respondents selected for the study were young people in Guangdong province, China, 
mainly in the "Generation Z" population (accounting for those born between 1995 and 2009). 
Due to the large number of cities in Guangdong Province, there are 2 sub-provincial cities, 19 
prefecture-level cities and 23 county-level cities, and the number of population in each city is 
evenly distributed. Therefore, this study divides Guangdong province into four regions: East 
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Guangdong, West Guangdong, North Guangdong and Pearl River Delta. Data were collected by 
the questionnaire survey method. The survey mainly uses the online questionnaire sample 
collection service function of the questionnaire network. At the same time, the sample condition 
limitation function of the questionnaire platform was adopted in the collection process, and the 
regional restrictions were set up. -- only collected data for groups in Guangdong Province, 
including the four different regions of East Guangdong, West Guangdong, Pearl River Delta and 
North Guangdong. In addition, to enhance the validity of the questionnaire, a polygraph test is 
set in the questionnaire. 
Finally, 575 questionnaires were successfully recovered, 496 were valid questionnaires 
(without including the part of the escape room), and the valid questionnaire rate was 86.09%., 
The ratio of male to female people is about 1:1, and the age is mostly concentrated in 17-27 
years old (mainly generation Z), with 85.08%. And most of them have a bachelor's degree 
(56.7%) and employees (66%). 

5.2. Research Tool 
Table 1. Research Tool 

Content Indicator Research Tool 

Degree of 
understanding 

whether to understand, whether to experience, experience frequency -- 

Stimulus product attributes themes and types Yu Kunpeng[31]; 
Turlry et al[53]; 
Lin et al[54] 

number of people 

plot setting 

duration 

safety 

price 

service experience response speed  
Walsh[28]; 
Storage altar Ming[34] 

additional activity 

additional product 

marketing promotion offline marketing Shi Feng et al[33] 

celebrity effect 

program effect 

advertising 

location distance Walsh[28] 

supporting facilities 

Organism perceived value emotional value happiness He Aizhong et al[55]; 
R A.[56] achievability 

sense of curiosity 

pressure relief 

social value belongingness Zou Shihu[57]; 
Li Yuanyuan[58] interpersonal interaction 

Interpersonal development 

Response satisfaction Solomon[59]; 
Keller[60] 

repurchase intention Chen et al [61] 

recommend intention Chiu et al[62] 

Basic Information gender, age group, highest education level, occupation status, monthly income, 
living expenses, location 

-- 

 

The survey will mainly focus on the factors and post experience attitudes that affect consumers' 
choice of immersive escape rooms in Guangdong Province. The purpose is to understand the 
development status and problems of immersive escape rooms and tap potential consumers. At 
the same time, adjust the current marketing strategy and propose reasonable marketing 
methods to promote the development of immersive experience entertainment industry. 



Volume 3 Issue 9, 2022 

DOI: 10.6981/FEM.202209_3(9).0036 

311 

Frontiers in Economics and Management 

ISSN: 2692-7608 

The main research tool is the scale that has been tested. The specific questionnaire design is 
divided into three parts. 

6. Data Analysis and Hypothesis Testing 

As mentioned above, this study divides post-experience attitudes into three categories: 
satisfaction, repurchase intention and recommend intention, and there are two main types of 
mechanism variables that affect consumers' behind-the-scenes experiences, they are: the 
factors of the escape room itself and the perceived value of the consumers themselves. By 
inputting 575 valid sample data in SMARTPLS3.0, the reliability and validity of the scale were 
tested with PLS algorithm, and then the data were simulated and predicted with 5000 samples 
using self-help algorithm, finally, the model is modified according to the simulation results. 

6.1. Reliability and Validity of The Model 
(1) External model loadings and variance inflation factor values 
As shown in the table, the external model load of each measurement item is more than 0.6, and 
the VIF value is less than 3, which shows that there is no collinearity among the variables of the 
model. 
 

Table 2. External model loadings and VIF 
Indicators External model load VIF 

Additional Products 0.755 1.202 
Offline marketing 0.689 1.272 

Star effect 0.790 1.706 
Program effect 0.795 1.553 

Advertising 0.787 1.618 
Recommend intention 1.000 1.000 

Repurchase intention 1.000 1.000 
Theme and type 0.702 1.569 

Number of people 0.714 1.450 
Price 0.770 1.681 

Response speed 0.695 1.153 
Security 0.610 1.500 

Happiness 0.749 1.341 
Achievability 0.689 1.324 

Sense of curiosity 0.693 1.354 
Pressure relief 0.800 1.529 

Plot setting 0.702 1.596 
Time 0.734 1.631 

Degree of understanding 1.000 1.000 
Satisfaction 1.000 1.000 

Belongingness 0.752 1.164 
Interpersonal interaction 0.710 1.145 

Interpersonal development 0.734 1.203 
Distance 0.825 1.173 

Supporting facilities 0.839 1.173 
Additional experience 0.768 1.214 

Age 1.000 1.000 
Sex 1.000 1.000 

Experience frequency 1.000 1.000 
Living expenses 1.000 1.000 

 
(2) Construct Reliability and Validity 
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Table 3. Construct Reliability and Validity 

 
According to the above table, the Cronbach's Alpha and the Composite Reliability of the 
Cronbach's Alpha are all greater than 0.5 and 0.7 respectively, which indicate that the Reliability 
of the scale is good. In terms of convergence validity, Average Variance Extracted (AVE) of all 
dimensions is greater than 0.5, which means that the scale had good convergence validity. As 
can be seen from table 5, the R2 variables are all greater than 0.2, so the reliability of the scale 
is high. 
 

Table 4. R2 matrix of variables 
Indicators R² Adjusted R 2 

Repurchase intention 0.300 0.293 

Emotional value 0.354 0.351 

Recommend intention 0.295 0.286 

Satisfaction 0.510 0.503 

Social value 0.442 0.440 

 
(3) Discriminant Validity 
The discriminant validity is mainly based on the Fornell-Larcker criterion, the discriminant 
validity of degree of understanding, product attribute, location, experience frequency, 
repurchase intention, age, gender, emotional value, recommendation intention, service 
experience, satisfaction, living expense, social value and marketing promotion were greater 
than the values on the left and the lower side. Therefore, the discriminant validity of each 
variable is greater than the factor value of the other variables, so the discriminant validity of 
this questionnaire is good, and there are significant differences among the variables. 
 
 

Indicators Cronbach
's Alpha 

rho_A Combination 
reliability 

Mean extracted variance 
(AVE)  

Degree of 
understanding 1 1 1 1 

Product attribute 0.801 0.811 0.856 0.500 
Location 0.555 0.555 0.818 0.692 

Service experience 0.587 0.591 0.784 0.548 
Marketing promotion 0.764 0.766 0.850 0.587 

Emotional value 0.716 0.726 0.823 0.539 
Social value 0.568 0.569 0.776 0.536 
Satisfaction 1 1 1 1 

Recommend intention 1 1 1 1 
Repurchase intention 1 1 1 1 

Age 1 1 1 1 
Sex 1 1 1 1 

Experience frequency 1 1 1 1 
Living expenses 1 1 1 1 
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Table 5. Discriminant Validity  

A
g
e 

S
e
x 

Degre
e 
of 

unders
tandin

g 

Fre
que
ncy 

Living 
stand

ard 

Service 
experie

nce 

Produ
ct 

attribu
te 

Loc
ati
on 

Marketi
ng 

promoti
on 

Emoti
onal 

value 

Soci
al 

valu
e 

Satis
facti
on 

Recomm
end 

intentio
n 

Repurch
ase 

intentio
n 

Age 
1.
0
0 

             

Sex 
0.
1
4 

1.
0
0 

            

Degree of 
understa
nding 

0.
0
0 

-
0.
0
6 

1.00            

Frequenc
y 

0.
0
3 

-
0.
1
7 

0.32 1.0
0 

          

Living 
standard 

0.
4
4 

0.
0
7 

0.10 0.1
8 1.00          

Service 
experienc
e 

-
0.
0
6 

-
0.
0
2 

0.30 
0.0
8 0.01 0.74         

Product 
attribute 

-
0.
1
1 

-
0.
0
1 

0.49 0.1
5 0.06 0.58 0.71        

Location 

-
0.
0
8 

-
0.
0
9 

0.35 0.1
3 0.02 0.53 0.61 0.8

3 
      

Marketin
g 
promotio
n 

0.
0
5 

-
0.
1
5 

0.41 0.3
2 0.13 0.41 0.33 0.4

1 0.77      

Emotiona
l value 

0.
0
6 

-
0.
0
4 

0.43 0.1
8 0.20 0.53 0.62 0.4

9 0.38 0.73     

Social 
value 

0.
0
5 

-
0.
0
4 

0.45 0.3
1 0.16 0.41 0.49 0.4

7 0.59 0.57 0.73    

Satisfacti
on 

0.
0
7 

-
0.
1
3 

0.43 0.2
5 0.17 0.50 0.51 0.4

6 0.58 0.65 0.59 1.00   

Recomme
nd 
intention 

0.
1
1 

-
0.
0
6 

0.36 0.2
0 0.17 0.36 0.39 0.2

9 0.35 0.49 0.41 0.53 1.00  

Repurcha
se 
intention 

0.
0
7 

-
0.
0
2 

0.26 0.1
5 0.14 0.34 0.46 0.3

7 0.28 0.54 0.37 0.51 0.34 1.00 

6.2. Fit of the Model 
As shown in the table below, by analyzing the model fitness of the research design model, the 
standardized root mean square residual (SRMR) of the model is less than 0.08, which indicates 
that the model has a good fitting degree. 
 
 



Volume 3 Issue 9, 2022 

DOI: 10.6981/FEM.202209_3(9).0036 

314 

Frontiers in Economics and Management 

ISSN: 2692-7608 

Table 6. Degree of model fit 
Indicators Saturated model Estimating model 

𝑆𝑅𝑀𝑅 0.071 0.092 
𝑑_𝑈𝐿𝑆 2.370 3.906 
𝑑_𝐺 0.662 0.811 

The chi-square value 2122.083 2423.152 
𝑁𝐹𝐼 0.668 0.621 

6.3. Outcome Analysis 
By using a self-help algorithm to simulate data from 5,000 samples, predictions can be made: 
 

Table 7. Path analysis results 
Relationship Initial 

sample 
(O) 

Sample 
mean and 
covariance 
(M) 

Standard 
deviation 
(STDEV) 

T statistic 
(|O/STDEV|)  

P value 

Product attribute-> social value 0.336 0.337 0.039 8.585 0*** 
Chamber of secrets location-> 
emotional value 

0.259 0.26 0.045 5.803 0*** 

Service experience-> emotional value 0.33 0.331 0.053 6.245 0*** 
Marketing promotion-> emotional 
value 

0.142 0.142 0.055 2.558 0.011* 

Marketing promotion-> social value 0.473 0.473 0.041 11.647 0*** 
Emotional value-> repurchase intention 0.524 0.523 0.044 11.908 0*** 
Emotional value-> recommend 
intention 

0.341 0.34 0.049 6.969 0*** 

Emotional value-> satisfaction 0.43 0.429 0.047 9.118 0*** 
Social Value-> recommend intention 0.128 0.129 0.047 2.739 0.006** 
Social Value-> Satisfaction 0.279 0.28 0.043 6.521 0*** 
degree of understanding-> repurchase 
intention 

0.02 0.019 0.046 0.433 0.665 

degree of understanding-> recommend 
intention 

0.142 0.142 0.046 3.062 0.002** 

degree of understanding-> Satisfaction 0.099 0.1 0.037 2.702 0.007** 
Age-> repurchase intention 0.032 0.031 0.038 0.832 0.405 
Age-> recommend intention 0.072 0.071 0.037 1.949 0.051 
Age-> Satisfaction 0.041 0.041 0.029 1.428 0.153 
Gender-> repurchase intention 0.006 0.007 0.036 0.178 0.859 
Gender-> recommend intention -0.041 -0.04 0.035 1.147 0.252 
Experience frequency-> repurchase 
intention 

0.046 0.046 0.041 1.113 0.266 

Experience Frequency-> recommend 
intention 

0.039 0.038 0.045 0.883 0.377 

Experience Frequency-> Satisfaction 0.037 0.037 0.036 1.031 0.303 
Living standards-> repurchase 
intention 

0.008 0.008 0.04 0.21 0.834 

Standard of living-> recommend 
intention 

0.03 0.032 0.039 0.766 0.444 

Standard of living-> Satisfaction 0.008 0.008 0.034 0.229 0.819 
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In the model path analysis table, except for the relationship between control variables and 
understanding degree and repurchase intention, the results p values were all less than 
0.05(note: *p < 0.05, ** p < 0.01 *** p < 0.001). 
 

 
Figure 3. SEM 

 
Therefore, the location of the escape room, service experience, marketing promotion and 
emotional value is a significant positive correlation, product attribute, marketing promotion 
and social value is a significant positive correlation; There were significant positive correlations 
between emotional value and satisfaction, recommendation intention, and repurchase 
intention, and between social value and recommendation intention, satisfaction. 
The P value of the location of the escape room is 0, the significance is ***, and the correlation 
coefficient is 0.259 > 0, which indicates that the location of the secret room has a significant 
positive correlation to the users' emotional value. 
The P value of service experience to emotional value is 0, the significance is ***, and the 
correlation coefficient is 0.330 > 0, which indicates that service experience has significant 
positive correlation to emotional value. 
The P value of marketing promotion to emotional value is 0.011, the significance is *, and the 
correlation coefficient is 0.142 > 0, which indicates that marketing promotion has a significant 
positive correlation to emotional value. 
The P value of product attribute to social value is 0, the significance is ***, and the correlation 
coefficient is 0.336 > 0, which indicates that marketing promotion has significant positive 
correlation to social value. 
The P value of marketing promotion to social value is 0, the significance is ***, and the 
correlation coefficient is 0.473 > 0, which indicates that marketing promotion has significant 
positive correlation to social value. 
The P value of affective value to satisfaction is 0, the significance is ***, and the correlation 
coefficient is 0.430 > 0, indicating that affective value has a significant positive correlation to 
user satisfaction. 
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The p value of emotional value on repurchase intention is 0, the significance is ***, and the 
correlation coefficient is 0.524 > 0, indicating that emotional value has a significant positive 
correlation with  repurchase intention. 
The P value of emotional value to recommend intention is 0, the significance is ***, and the 
correlation coefficient is 0.341 > 0, indicating that emotional value has a significant positive 
correlation to recommend intention. 
The P value of social value to satisfaction is 0, the significance is ***, and the correlation 
coefficient is 0.279 > 0, indicating that social value has a significant positive correlation to 
satisfaction. 
The P value of social value to recommend intention is 0.006, the significance is **, and the 
correlation coefficient is 0.128 > 0, indicating that social value has a significant positive 
correlation to  satisfaction. 
The results of the hypothesis test are thus as follows: 
 

Table 8. Hypothesis test results 
Hypothesis True or false 

H1a True 
H1b False 
H2a True 
H2b True 
H3a False 
H3b True 
H4a True 
H4b False 
H5a True 
H5b Partly true 

7. Summary 

7.1. The Marketing Promotion has an Effect on Enhancing the Emotional Value 
and Social Value of Consumers 

The result of structural equation model shows that the promotion of marketing promotion in 
the escape room is significant to the improvement of consumers' emotional value and social 
value. This means that if the escape room industry needs to increase the perceived value of the 
entertainment experience for consumers, it can use marketing tools such as offline marketing, 
star effect, and related programming and advertising, is necessary. Through the relevant 
marketing means to enhance the visibility of the industry at the same time to enhance the 
consumer value, so as to enhance the effect of the additional value of the experience of escape 
room. 

7.2. Service Experience has the Greatest Impact on Consumers' Emotional 
Value 

At the same time, the results show that service experience is the most influential factor among 
all related factors. This means that the response speed of the escape-room staff, the quality of 
the escape-room-related add-on products and add-on items are the most influential factors for 
the emotional perception of the escape-room experience. The faster the response speed of the 
staff in the chamber, the more the experiencer can experience the excitement and pleasure from 
the originally escape room. And the more add-on products and items related to the escape room, 
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the more it means that the staff of the them attaches great importance to the consumer, and can 
bring the consumer a “Earned” consumption experience, thus more pleasant and relaxation. 

7.3. The Attributes of Escape Room have the Greatest Impact on the Perceived 
Social Value of the Consumers 

This study found that the most important factor influencing consumers' perceived social value 
was attributes of escape room itself, this includes the theme and type, the number of people, 
the length of time, the price, security, the logic of the plot and other factors. This shows that, in 
order to enhance the perceived value of consumers, in addition to starting from the marketing 
and service experience, the product quality provided to consumers by the escape room itself is 
also very important, especially in the social value of consumers. The type and theme of the 
chamber that interests the experiencer, the number and duration of people who can 
communicate with each other, a price that is acceptable rather than“ Unworthy,” a chamber 
environment that is secure enough not to be constantly fearful, and a plot that is logical enough 
to be deciphered with the participants...these are all the factors that make consumers maximize 
their interpersonal purposes, and the designers of the secret room should fully consider these 
aspects in order to achieve a win-win situation with consumers. 

7.4. Emotional Value has More Influence on Consumers' Post-purchase 
Behavior Than Social Value 

From the analysis results, emotional value has an effect on satisfaction, recommend intention 
and repurchase intention, while social value only has an effect on user satisfaction and 
recommend intention, no significant relationship was found between the two groups. This 
shows that the two main values that users can perceive in the process of experience in the 
escape room have different effects on their post-purchase reactions. After consumers have 
obtained a higher emotional experience and a better interpersonal experience, they will think 
that the consumption experience in the back room is worth it, and thus will easily produce a 
higher degree of satisfaction. Similarly, when users have a high degree of satisfaction that the 
escape-room consumption is indeed valuable, regardless of whether they have a second 
impulse to consume, their psychological may be to other relatives and friends to make the 
experience of consumption recommendations. However, in terms of repurchase intention, 
consumers are more likely to repurchase only when they are spending in escape room because 
they want some emotional experience, today's escape-room consumers may be more 
concerned with emotional release than interpersonal issues, which is closely related to the 
background of increased social pressure. 
This reflects from the side, if the business needs to improve consumer satisfaction, can try to 
give consumers a higher emotional value and social value. But if it wants to consider both 
customer satisfaction and customer stickiness after the experience, it may have to start more 
from how to enhance the emotional value of consumers. 
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