PURPOSE OF STUDY

To test the peak-end rule in the conference context and

iInvestigate conference satisfaction and loyalty.

1) to examine the influence of the order of presentations on
conference attendees’ satisfaction and loyalty

2) to investigate the positive excitement levels of peak
experiences on conference attendees’ satisfaction and
loyalty

3) to explore the influence of previous experience on
conference attendees’ satisfaction and loyalty

4) to examine the influence of time after the last visit on
conference attendees’ satisfaction and loyalty

METHODOLOGY

Research Design
» Experimental design
* Online
Survey Instrument
e Scenarios
» Peak presentation and regular/neutral presentations

» Peak presentation placed at the beginning, middle, or
end of the conference

 Measurement items

» Conference satisfaction, conference loyalty, excitement,
previous experience, and sociodemographic variables

Data Collection
« Amazon Mechanical Turk

 Participants: People residing in the United States that
have visited an academic conference in the past 12
months

« Sample of 211
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o Satisfaction and Loyalty based on Previous Experience
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Influence of Excitement on Satisfaction and Loyalty (Regression)

__ Dependent Variables  Satisfaction and loyalty were higher for peak presentations
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satisfaction and loyalty
* People with a more recent experience had higher levels of

satisfaction and loyalty
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IMPLICATIONS

* Adopted peak-end rule for the first time in event research

* Positive peak emotions boost satisfaction and loyalty

* End the conference with positive excitement

» Retain attendees year after year by providing different
functions that interest the varying needs of attendees

* Collectfeedback as soon as possible




