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<Abstract>

A Study on the Marketing Factors of Ballet Performance

Affect Audience Satisfection and Repurchase Intention.

Kim Ji Hyun

Major in Dance Education

Graduate School of Education, Chung Ang Univ.
(Supervised by Prof. Kim Geung Soo)

The purpose of this study are finding out the marketing factors
of a ballet performance and measuring its effect on audience

satisfaction and repurchase intention.

To accomplish such study purpose, this paper used
4P's(product, place, price, promotion) as the independence
variables.

Hypotheses of this study are that each of 4P's has effect on
audience satisfaction or repurchase intention, and audience
satisfaction has positive effect on repurchase intention for a

ballet performance.

Data with 123 questionnaires were collected from the Korea
National Ballet's audience at the Seoul Art Center and analyzed
by SPSSWIN Ver. 12.0 to test hypotheses Factor Analysis,
Cronbach's alpha, and Regression Analysis were applied.

The summary of the results are as following.
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First, both product (artistic merit, theme, fame, equipment &
atmosphere) and place (closeness, traffic network, convenient
ticketing) among marketing factors had significant effects on
audience satisfaction in ballet performance.

Second, product factors had significant effects on repurchase
intention of audience for ballet performance.

Third, satisfaction of audience had significant effects on

repurchase intention of audience in ballet performance.

The meaning of this study is that the marketer have to
concentrate their efforts on improving audience satisfaction and
product factors to increase repurchase intention of audience in

the ballet performance.
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