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The Study of the Spectating Factors and Satisfaction ’s Effect on the
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Abstract

Cultural Art of 21st century is not just the art but already rise as a core industry in society and
to produce the high added value in digital economy. In this instance, the stress from performance
planning and producer of performance art industry is substantial increase. It's necessary to study on
the marketing of performance art industry.

The purpose of this study was to investigate that which factors has effect on the satisfaction
group and the un-satisfaction group of the audience in the art performance, and find out that which
variable has the most important influence on the 2 groups. And study about the relationship between
the customer satisfaction and the re-spectate intention of the performance, reveal the marketing
stratagem.

The results of this study was as follows:

People consider the product as the first importance factor when they go to watch a play in the
theater. And the satisfaction has the ” + ” effect on the re-spectate intention. And in order to satisfy
the consumer, the various of marketing strategies is requested, develop the programs of consumer’s

manage is in dire need.
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