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            초록
          
        

        
          This study investigated the effects of customer value on customer attitude, satisfaction, and revisit intention among spectators who used premium seating and services at professional sports stadiums. A total of 395 spectators who experienced premium seating and services participated in the survey. The measurement model was validated through confirmatory factor analysis, and the structural relationships were tested using structural equation modeling. The results showed that functional, emotional, and social values all had significant impacts on customer attitude. However, only functional value directly influenced customer satisfaction, while emotional and social values did not. Customer attitude significantly affected satisfaction, and both attitude and satisfaction positively influenced revisit intention, with satisfaction demonstrating a stronger effect. These findings indicate that, in premium seating and services, functional service performance and overall satisfaction play decisive roles in shaping future attendance behavior. Practical implications and directions for future research are also discussed.
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