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            초록
          
        

        
          The purpose of this study was to analyze the relationship between experience satisfaction, loyalty, and behavioral intention by applying strategic experience modules to professional baseball fans. The questionnaire was produced using Naver Form, and the questionnaire was collected online. A total of 350 copies were distributed, and 343 copies were used for the final analysis, excluding 7 copies that responded insincerely. Frequency analysis, reliability analysis, confirmatory factor analysis, correlation analysis, and path analysis were performed through SPSS 24.0 and AMOS 24.0. The analysis results are as follows. First, it was confirmed that among the sub-factors of the strategic experiential module(SEMs), SENSE, FELL. THINK, ACT have a positive effect on the experience satisfaction. However, RELATE did not significantly affect the experience satisfaction. Second, it was confirmed that experience satisfaction had a positive effect on loyalty and behavioral intention. Third, loyalty was found to have a positive (+) effect on behavioral intention.
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