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ABSTRACT: The purpose of this study is to explore the effectiveness of digital and experiential 

marketing in attracting customer participation in the Hong Kong Wine and Dine Festival. This study 

explores the evolution of theories and models of digital and experiential marketing, and how they 

account for participation in a specific event. Findings show that variables related to media have 

moderate to strong relationship to customer satisfaction: owned media - HKTB Facebook, paid media 

- search engine, earned media - word-of-mouth, experiential marketing - escapist, experiential 

marketing - entertainment. Customer satisfaction also has a moderate relationship to customer loyalty. 

To boost the number of visitors, it is critical to better utilize the owned media – HKTB Facebook, 

paid media - search engine, and earned media – word-of-mouth to provide information and get 

positive feedback from visitors. The experiential marketing seems to be equally important and the 

marketer/organizer should consider providing escapist and entertainment experiences for visitors. 

  

A major limitation is the cross-sectional nature of this study. Future research could adopt a 

longitudinal approach by exploring issues related to promotional tools and types of experience over 

say three consecutive years. Another limitation is the sample size and type. Numbers are moderate 

and the snowball sampling adopted is non-probabilistic, which means that findings are suggestive 

rather than generalizable to all similar events. 
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1. Introduction 

 

New technologies enhance interactive capacities, create new behavior to organize business, and 

change the lifestyle and behavior of individual. E-mail, instant messaging, social networking and 

mobile applications have transformed traditional marketing. Asia was the second largest digital 

advertising market in 2014 globally, with China being the leader in digital advertising which 

accounted for over 46% of all regional expenditure (e-Marketer, 2016). Social media was the 

third largest advertising platform in 2015, taking 8% of advertising revenue, placing it ahead of 

magazine. Display and mobile accounted for 7% and 6% respectively (Nielsen, 2015). 

Geographically, Hong Kong is an ideal location to access the booming digital advertising market 

in Asia. 

1.1 Event Industry in Hong Kong 

The Hong Kong Tourism Board (HKTB) was established as a statutory body on 1 April 2001 

under the HKTB Ordinance. It aims to: a) promote Hong Kong as an "Events Capital of Asia"; (b) 

promote Hong Kong globally as a tourist destination and support tourism activities. With these 

two major objectives, HKTB has to allocate marketing resources, identify the effective and 

efficient approaches to access prospective visitors, and react to unforeseen conditions in the 

macro environment (Hong Kong: The Facts, Tourism, May 2016). 

1.2 Wine Industry in Hong Kong 

In the 1970s, many Hong Kong Chinese people did not normally consume alcohol. The old 

generation prefers to drink Chinese tea while the young generation prefers soft drinks at dinner 

parties. Customarily, red and white wines are seldom drunk with Chinese food, but beer, whisky 

and brandy may be consumed during festivals or celebrations. In 2004, Jim Thompson of Crown 

Worldwide Group made a courageous move to lease a set of old munitions bunkers and 

converted them into wine cellars in Hong Kong (Crown Worldwide Group, 2015). At that time, 

there was a heavy wine sales tax, which reduced the demand for wine. Since the removal of all 

duty-related customs and administrative controls in February 2008, Hong Kong has become the 

first free wine port and an international gateway to the Mainland (HKTDC Research, 2018). 

1.3 Hong Kong Wine and Dine Festival (HKWDF) 

Hong Kong Wine and Dine Festival has attained global recognition since its launch in 2009 and 

has become an annual major event in Hong Kong (Commerce and Economic Development 

Bureau, 2015). The four-day event in 2015 and 2016 attracted 349 and 300 wine and food booths 

serving quality wines and food from more than 23 and 28 countries and regions respectively 

including Argentina, Australia, Belgium, Canada, Chile, China, France, Georgia, Germany, 

Greece, Hong Kong, Italy, Israel, Japan, Macedonia, New Zealand, Portugal, Romania, Scotland, 

South Africa, Spain, Taiwan and the USA. According to the Hong Kong Tourism Board’s 

official website, participants numbered 144,000 in 2015 and 145,000 in 2016 (HKTB, 2018).   
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1.4  Research Questions 

The purpose of this study is to explore the effectiveness of digital and experiential marketing in 

attracting customer participation in the Hong Kong Wine and Dine Festival (HKWDF). The four 

research questions (RQs) are: 

1. What are the main reasons to participate in the Hong Kong Wine and Dine Festival? 

2. What is the effectiveness of digital marketing channels to promote and attract participants? 

3. Which digital marketing channels are the most effective media to attract participants? 

4. What kinds of experience dimensions that participants can expect? 
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2. The Evolution of Modern Marketing 

2.1 Digital Marketing 

The concept of digital marketing started with search engines and the internet. In 1991, the first 

search engine was a network protocol called "Gopher for query and search". The commencement 

of Yahoo in 1994 and Google in 1996 spurred the growth of websites. In 2001 after the internet 

bubble burst, the search engine market was dominated by Yahoo and Google (Smyth, 2007). 

With the birth of Apple’s i-phone in 2007 usage of mobile apps became feasible and 

dramatically increased internet usage. At the same time, people started to link up with each other 

through social media like Facebook and Twitter. New technologies created marketing 

opportunities (Kiani, 1998). 

Digital marketing applies digital instruments and information technology (Blickle et al., 2009). It 

is a process that is very effective in responding to customers’ needs and wants (Chaffey, 2013). 

Although digital marketing is a powerful marketing tool to increase traffic and build brands, with 

ample choices for customer, it is hard for marketers to enhance brand image, increase traffic and 

attract customers (Song, 2001). It poses a range of challenges for the marketers. Kosio-Kanttila 

(2004) suggested that aspects of digital function such as navigation, speed and accessibility are 

the major characteristics for marketing. Trusov (2009) emphasized creating word-of-mouth 

(WOM) for popular sites. Mangold (2009) pointed out the importance of using a communication 

strategy to engage customers and enhance their experience. Levy (1959) noted that consumption 

is related less to product function and more to its meaning. So, product meaning is essential to 

customer consumption. In addition, the contemporary consumer focuses less on product and 

more on buying experience. 

2.2  Social Media 

Kaplan and Haenlein (2009) defined social media basically as internet-based applications of Web 

2.0, with different channels such as YouTube, Facebook, Twitter, video, pictures, ratings, social 

blogs etc. This media convergence brings together different media platforms to promote products 

or services and support campaigns in different forms. As Table 1 below shows, media coverage 

can be divided into paid, owned and earned media (Pool, 1983; Flew, 2008; Humphreys, 2016). 

Convergence denotes the stream of media across various platforms (Jenkins, 2006). Customers 

can now access information without boundaries and participate in greater interactivity (O'Reilly, 

2005). 
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Table 1 - Paid, Owned and Earned Media (POEM) 

Media type Definition Examples 

Paid media When an organization buys time or 

space on an existing platform 

Advertising show before a YouTube video, 

Twitter feed advertising, newspaper 

advertisement etc. 

Owned media When an organization builds and owns a 

platform 

A company website or sponsored virtual 

community 

Earned media When an organization benefits from 

consumer word-of-mouth or newspaper 

attention 

Retweets of an advertisement campaign, 

testimonial on a blog; product suggestion 

on a social networking site 

Source: Humphreys (2016) 

Traditionally, marketers used only paid and earned media. More recently, marketers have also 

focused on the owned and shared media like Facebook to communicate with customers (Armano, 

2010). Table 2 below summarizes each type of online media and their roles. 

Table 2 - Online Media and Roles 

Media type Definition Examples The role Benefits Challenges 

Paid media Brand pays 

to leverage 

a channel 

Display ads  

Paid search 

Sponsorships 

Shift from 

foundation to a 

catalyst that feeds 

owned and creates 

earned media 

In demand 

Immediacy 

Scale       

Control 

Clutter     

Declining 

response rates                 

Poor credibility 

Owned 

media 

Channel a 

brand 

controls 

Web site  

Mobile site  

Blog        

Twitter 

account 

Build for long-term 

relationships with 

existing customers 

and earn media 

Control        

Cost efficiency 

Longevity 

Versatility 

Niche 

audiences 

No guarantees 

Company 

communication 

not trusted            

Takes time to 

scale 

Earned 

media 

When 

customers 

become the 

channel 

WOM         

Buzz        

“Viral” 

Listen and 

respond – earned 

media is often the 

result of well-

executed and well-

coordinated owned 

and paid media 

Most credible 

Key role in 

most sales 

Transparent 

and lives on 

No control        

Can be negative 

Scale                 

Hard to measure 

Source: Forrester Research Inc. (2018) 
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2.3  Experiential Marketing 

Today, customers are looking for happiness, meaning, sensations and fulfillment when 

purchasing (Fortezza and Pencarelli, 2011). The term "Experiential Marketing" is a key 

marketing strategy for the future (Schmitt, 1999). Schmitt (1999), the founder of experiential 

marketing, explained that experiential marketers look at consumers as both emotional and 

rational and who are concerned with hedonic experiences. This is totally different from offline 

marketing where customers are seen as rational decision makers who focus on benefits and 

functional features. Srinivasan and Srivastava (2010) defined experiential marketing as a process 

which involves customer participation. It addresses not only customer needs and wants like the 

traditional marketing but also addresses the emotional needs, social goals, self-image and other 

deeply ingrained desires of the customer. Figure 1 compares the characteristics of traditional and 

experiential marketing.  

 

Figure 1 - Characteristics of Traditional and Experiential Marketing 

 

Source: Schmitt (1999) 
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Schmitt (1999) developed a "Strategic Experiential Model" based on five dimensions, as shown 

in Table 3 below. 

Table 3 - Five Types of Experience Approaches: Strategic Experiential Model 

Sense marketing It attracts customer’s sight, sound, touch, taste, and smell. 

Feel marketing It attracts customer’s inner feelings and emotions. 

Think marketing It attracts the intellect to deliver cognitive, problem-solving experiences that 

engage customer creatively. 

Act marketing It targets lifestyles, physical behaviors and interactions. 

Relate marketing It creates experiences by takin into account individual’s desire to be part of 

the social context. 

Source: Schmitt (1999) 

Dube and Le Bel (2003) differentiated four pleasure dimensions which relate closely to those of 

Schmitt. They are intellectual, emotional, physical and social pleasures. Gentile et al. (2007) 

differentiated six experiential dimensions (see Table 4 below). 

 Table 4 - Six Components of Experiential Marketing 

Sensorial Sight, hearing, touch, taste, and smell experiences and how they arouse aesthetic 

pleasure, excitement, satisfaction and a sense of beauty 

Emotional Moods, feelings, and emotional experiences that create an affective relation with the 

company, its brands and products  

Cognitive Experiences related to thinking and conscious mental processes to get customers to use 

their creativity or problem solving so that they revise assumptions about a product 

Pragmatic Experiences resulting from the practical act of doing something and usability 

Lifestyle Experiences resulting from the affirmation of values and personal benefits 

Relational Experiences, emerging from social contexts and relationships, that occur during 

common consumption as part of a real or imagined community or to affirm social 

identity 

Source: Gentile et al. (2007) 
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As Table 5 shows, Brakus et al. (2009) suggested four dimensions: sensory, affective, 

intellectual and behavioral. 

Table 5 - Four Dimensions of Experiential Marketing 

Sensory It refers to the marketing efforts to attract the five human senses, i.e. the touch and 

feel. 

Affective It refers to customer’s feelings or thoughts. The emotional connection between the 

customer, product and brand. 

Intellectual It refers to appeal customer’s intellect through creativity and innovativeness. 

Behavioral It aims to enrich customers’ lives by focusing their physical experiences and 

providing them with alternative ways to do thigs. 

Source: Brakus et al. (2009) 

Pine and Gilmore (1998 and 1999) conceptualized the multi-dimensional nature of customer 

experiences as the 4Es:- a) education, b) escapist, c) esthetic and, d) entertainment experiences. 

The 4Es differentiate customer involvement as showed in Figure 2. Passive customer 

participation fits the entertainment and esthetic dimensions, while active customer participation 

relates to education and escapist experiences. 

 

Figure 2 – The 4Es 

 

Source: Pine and Gilmore (1998 and 1999) 
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2.4 Hypothesis Development and Framework 

Svensson (2006) pointed out that an event is produced, delivered and consumed in an interactive 

approach. This study examines the stages of service consumption by applying the digital 

marketing (pre-purchase stage) and experience marketing (during-the purchase and post-

purchase stages). The pre-purchase stage is based on evaluation of information received through 

different platforms, factors and activities (Lovelock and Wirtz, 2011; Tsiotsou and Wirtz, 2012). 

The pre-purchase stage is considered more complex and requires ample time to target potential 

customers when making a buying decision (Fisk, 1981). The during-purchase stage is the time 

when the interactions between service providers and customers are taking place. This is an 

experience process. If the experience is good, then the customer will experience greater or lesser 

satisfaction. The post-purchase stage is the termination of the whole purchase process. 

Customers assess the product/service quality and total experience after the purchase process. If 

the whole experience is good, then loyalty may well be created (Brady and Robertson, 2001). 

Table 6 - Hypothesis Development 

Type Construct Pre-purchase 

stage 

During-purchase 

stage 

Post-purchase 

stage 

Digital 

Marketing 

P.O.E.M.                   

(Humphreys, 2016)       

P – Search engine; 

Display advertisement  

O – HKTB website; 

HKTB Facebook           

E – Word-of-mouth 

Customer 

participation 

Customer 

satisfaction 

 

Experiential  

Marketing 

4 Es                          

(Pine & Gilmore, 1999)  

- Education                           

- Escapist                         

- Esthetic                        

- Entertainment 

 Customer 

satisfaction 

Customer 

loyalty 

 

Customer satisfaction is influenced not only by the media of digital marketing (Humphreys, 2016) 

but also by the experiences of experiential marketing (Pine and Gilmore, 1999). This study tries 

to test these two concepts and explore the effectiveness of digital and experiential marketing in 

attracting customer participation in the Hong Kong Wine and Dine Festival. Customers are easy 

to recruit but it is hard to retain. Customer satisfaction and customer loyalty become vital for the 

success of a business (Rosenberg and Czepiel, 1984). 
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Figure 3 - Hypothesis Framework 
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Table 7 - Research Hypotheses 

I) Digital Marketing – P.O.E.M. (Humphreys, 2016) 

Paid Media – Search 

Engine (PMSE) 

H1 H1a: There is relationship between paid media – search engine and 

customer satisfaction.                             

H1o: There is no relationship between paid media – search engine 

and customer satisfaction. 

Paid Media – Display 

Advertisement (PMDA) 

H2 H2a: There is relationship between paid media – display 

advertisement and customer satisfaction.                                                        

H2o: There is no relationship between paid media – display 

advertisement and customer satisfaction. 

Owned Media – 

Company Website 

(OMCW) 

H3 H3a: There is relationship between owned media – company website 

and customer satisfaction.                                                        

H3o: There is no relationship between owned media – company 

website and customer satisfaction. 

Owned Media – 

Company Facebook 

(OMCFB) 

H4 H4a: There is relationship between owned media – company 

Facebook and customer satisfaction.                                                        

H4o: There is no relationship between owned media – company 

Facebook and customer satisfaction. 

Earned Media – Word-

of-Mouth (EMWOM) 

H5 H5a: There is relationship between earned media – word-of-mouth 

and customer satisfaction.                                                        

H5o: There is no relationship between earned media – word-of-

mouth and customer satisfaction. 

II) Experiential Marketing – 4Es (Pine and Gilmore, 1999) 

Education (EMEDU) H6 H6a: There is relationship between education experience and 

customer satisfaction.                                                        

H6o: There is no relationship between education experience and 

customer satisfaction. 

Escapist (EMES) H7 H7a: There is relationship between escapist experience and customer 

satisfaction.                                                        

H7o: There is no relationship between escapist experience and 

customer satisfaction. 
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Esthetic (EMESTH) H8 H8a: There is relationship between esthetic experience and customer 

satisfaction.                                                        

H8o: There is no relationship between esthetic experience and 

customer satisfaction. 

Entertainment 

(EMENT) 

H9 H9a: There is relationship between entertainment experience and 

customer satisfaction.                                                        

H9o: There is no relationship between entertainment experience and 

customer satisfaction. 

Customer Satisfaction 

(CS) 

H10 H10a: There is relationship between customer satisfaction and 

customer loyalty.                                                        

H10o: There is no relationship between customer satisfaction and 

customer loyalty. 

 

3. Data Collection 

A self-administered questionnaire survey was developed to test the two theories - Digital 

Marketing - POEM of Humphreys (2016) and Experiential Marketing - 4Es model of Pine and 

Gilmore (1999). Three types of question are applied - dichotomous, ordinal and Likert scale 

questions. The questionnaire as appendixed comprised four sections. They are basic information, 

general, hypothesis-related, and demographic questions. A total of 55 questions were set to 

collect reliable and valid data for analysis. 

3.1 Pilot Test 

To ensure the questionnaire is a reliable tool to collect the primary data, a reliability analysis was 

conducted. The Hong Kong Wine and Dine Festival was scheduled from 27-29 October 2016 at 

the Central Harbourfront Event Space. The pilot test with 10% of the sample size was conducted 

exactly between the start and the finish dates of the festival.   

Cronbach's Alpha (Kuder and Richardson, 1937) generally measures internal consistency of 

reliability. Nunnaly (1978) specifies 0.7 as an acceptable reliability coefficient. The Cronbach’s 

Alphas of both pilot (0.727 to 0.915) and main tests (0.724 to 0.925) are over 0.7, indicating that 

the reliability of research instrument is from acceptable to excellent. 
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3.2 Sample Size  

The total number of visitors of the Hong Kong Wine and Dine Festival was 145,000. They came 

to taste wines from 28 countries at over 300 booths (Discover Hong Kong, 2017). By applying 

the formula from Niles (2006), the sample size (SS) was determined as follows: 

 Z2 x p x (1-p) 

SS =            c2   

where: 

Z = Z value (i.e., 1.96 for 95% confidence level) 

P = percentage picking a choice, expressed as decimal 

     (0.5 used for sample size needed) 

c = confidence interval, expressed as decimal 

N = Population (i.e. 145,000) 

The sample size 

= 1.962 x 0.5 x (1-0.5) 

                         

= 3.8416 x 0.5 x 0.5 

                    1/380.788 

= 3.8416 x 0.5 x 0.5 

                     0.0026 

=  366 

3.3 Sampling Method 

This study applied a non-probabilistic sampling, the snowball sampling method (Frey et al., 

2000). Snowball sampling is a type of "network" or "referral" sampling. It is adopted because the 

sample relies on formerly recognized group members to classify others who may share the same 

distinctiveness as the group that is already in place. This method is useful "for the particular 

objectives of the research at hand" (Henry, 1990).  
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4. Findings 

Demographic analysis showed that 189 (51.4%) respondents were male and 179 (48.6%) 

respondents were female. The gender distribution is quite balanced. The majority age distribution 

was from 25 to 54 years, representing 330 respondents (89.7%). The education level was 

diploma and above, 339 (92.1%). Most of the respondents were in the catering and service 

industries, 166 (45.1). The income level was from $15,001 to $40,000. The majority of 

respondents came from Hong Kong, 245 (66.7%) and the others are from China and South East 

Asia, with few from Europe, America and Africa. 

For the majority, it was the first time to join the event, 158 (42.9%) while the others had 

participated more than 2 times. The key reasons for participation were wine tasting, 87 (23.6%), 

social gathering, 68 (18.5%) and for fun, 58 (15.8%).  Normally, the respondents spent less than 

$800 to buy the wine, 233 (63.4%) while some of the respondents spent $1,101 to $1,400, 57 

(15.5%). Most respondents got event information by word-of-mouth and search engine, 189 

(51.4%). 

Cross-tab analysis provides information of "gender and time for participation". The data shows 

that 88 males, 46.6%, and 70 females, 39.1% were first time participants while 42 male, 22.2% 

and 28 female, 60% of respondents had participated 4-5 times. The cross-tabs "gender and 

media" and "age and media" indicated that word-of-mouth is the most popular media and the 

second one is search engine. The age groups 20-24, 30-34, 40-44 and 55-59 preferred word-of-

mouth, while age groups of 25-29, 35-39, 45-49 preferred search engine.  

With regard to hypothesis analysis the variables PMSE, OMHKTBFB, EMWOM, EMES, and 

EMENT were shown to correlate to CS and CS with CL. The strongest relationship between two 

variables is OMHKTBFB and CS (R = 0.798), which indicates a strong relationship. The second 

highest relationship between two variables is EMES and CS (R = 0.635), indicates a moderate 

relationship. The third highest relationship between two variables is EMENT and CS (R = 0.619), 

indicating a moderate relationship. Next come CS and CL (R = 0.582) and PMSE and CS (R = 

0.575), which indicate moderate relationships. The lowest relationship between two variables is 

EMWOM and CS (R = 0.534). 

Overall, the findings show that digital marketing should focus on HKTB Facebook, search 

engine and WOM, while experiential marketing should focus on escapist and entertainment. 

Customer satisfaction has a direct influence on customer loyalty. Table 8 below summarizes the 

findings. 
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Table 8 - Findings Summary Table 

Hypothesis: Variable Mean SD Pearson 

Correlation 

(R) 

P-value Result 

H1: Paid Media – Search 

Engine (PMSE) 

2.88 1.03 0.575 0.000 Support H1a 

Reject H1o 

H2: Paid Media – Display 

Advertisement (PMDA) 

2.89 0.97 0.032 0.545 Reject H2a 

Support H2o 

H3: Owned Media – HKTB 

Website (OMHKTBW) 

3.24 0.88 0.002 0.974 Reject H3a 

Support H3o 

H4: Owned Media – HKTB 

Facebook (OMHKTBFB) 

2.93 0.89 0.798 0.000 Support H4a 

Reject H4o 

H5: Earned Media – Word-of-

Mouth (EMWOM) 

3.20 0.82 0.534 0.000 Support H5a 

Reject H5o 

H6: Experiential Marketing – 

Education (EMEDU) 

2.89 0.93 0.050 0.335 Reject H6a 

Support H6o 

H7: Experiential Marketing – 

Escapist (EMES) 

2.93 0.79 0.635 0.000 Support H7a 

Reject H7o 

H8: Experiential Marketing – 

Esthetic (EMESTH) 

3.23 0.92 0.038 0.469 Reject H8a 

Support H8o 

H9: Experiential Marketing – 

Entertainment (EMENT) 

3.09 0.92 0.619 0.000 Support H9a 

Reject H9o 

H10: Customer Loyalty (CL) 3.30 0.79 0.582 0.000 Support H10a 

Reject H10o 
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5. Conclusion 

The main reasons (RQ1) to participate are wine tasting 87 (23.6%), social gathering 68 (18.5%), 

and for fun 58 (15.8%). The most effective digital marketing channels are word-of-mouth and 

search engine, 189 (51.4%).  

For the hypothesis analysis (RQ2), the effective media and experience are PMSE, EMWOM, 

OMHKTBFB, EMES, and EMENT. The most effective media (RQ3) are HKTB Facebook, 

search engine, and word-of-mouth. The most effective experience dimensions (RQ4) are escapist 

and entertainment. 

For the cross-tab analysis, an interesting finding showed that 158 (42.9%) were first time 

participants while 210 (57.1%) had participated 2 or more times. The results showed that the 

respondents are likely loyal to this particular event.   

The cross-tab results for "gender and media" and "age and media" indicated that word-of-mouth 

is the most popular media and the second one is search engine. There is no significant difference 

between gender and media. The age groups of 20-24, 30-34, 40-44, 50-54 and 55-59 preferred 

word-of-mouth while age groups of 25-29, 35-39, 45-49 preferred search engine. 
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6. Recommendations 

It is recommended to focus on paid, owned, and earned media, in particular on paid media - 

search engine, owned media – HKTB Facebook, and earned media - WOM. For the experience 

dimensions, escapist and entertainment issues are critical to enhance customer experience. In 

addition, retaining the loyalty of visitors is very important. It is suggested to update the HKTB 

Facebook, provide the visitors with wine and dine information, create a strong wine community, 

and engage participants. 

6.1 Recommendation on Future Research Areas 

It is important to maintain and raise customer satisfaction by providing a quality product or 

service. However, customer satisfaction is ever changing, and so maintaining product and service 

standards is inadequate (necessary but not sufficient). It is suggested to add on some more new 

ideas or activities to enhance the participant experience during the event. It is highly 

recommended to further study how to enhance the sensory, emotional, cognitive, pragmatic, 

lifestyle and relational experiences of visitors. 

6.2 Limitations 

All data were collected from the period of 5 November 2016 to 28 January 2017. It took 13 

weeks to collect 386 questionnaires, of which 368 (95%) are valid and 18 (5%) were invalid. The 

response rate is satisfactory. However, as the targeted respondents were the ones who 

participated in the event, they were asked about their experience. Of course, the memory of the 

respondents might not truly reflect the real experience.  

6.3 Significance of This Study 

This study is significant because it benefits the four major stakeholders:- a) the event organizers; 

b) the academic (marketing) community; c) wine dealers; d) visitors. To sustain the major event 

organized by HKTB, it is essential to understand how to attract both local and overseas visitors. 

From the academic viewpoint, this study encourages further studies in event management. For 

wine dealers, it facilitates understanding of types of visitors and how to serve the visitors better.  

Finally, the findings can help to target visitors and enhance their experience. 
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Appendix: Questionnaire  

 

Part I - Compulsory Question 

1. Have you ever been to Wine and Food Festival Hong Kong in 2016? 

□ Yes □ No (Thank you, this is the end of this 
questionnaire) 

 

 

Part II - General Questions 

2. How many times did you participate the Wine and Dine Festival? 
□ First time □ 2-3 times □ 4-5 times □ > 6 times 

 

3. What is the key reason for your participation? 
□ For fun □ Promotion  □ Wine & Food 

pairing 
□ Social 

gathering 
□ Wine tasting □ Wine purchasing □ Trends   □ Others  

 

4. How much money that you were spent in this event? 

□ < $200 □ $201-500 □ $501-800 □ $ 801-1100 
□  $1101-1400 □ $1401-1700 □ $1701-2000 □ >2001 or above 

 

5. What types of media that you have seen more frequently before participated this 
event?  
□ Search Engine □ Display Advertisement □ Word-of-Mouth 

□ HK Tourism Board     
    Website 

□ HK Tourism Board  
Facebook 

□ Others 

 

Part III - Hypothesis Questions 

Digital Marketing - POEM  

A. Paid Media - Search Engine  Strongly 

Disagree 

Disagree Neutral Agree Strongly 

Agree 

1. Whenever I want to search 
information, I will use search 
engine 
  

 1 2 3 4 5 



Nang Yan Business Journal (v. 6 no. 1 - 2017)   Page 42 
 

2. I think search engine is 
trustworthy 

 1 2 3 4 5 

 
3. I have positive attitude towards 

search engine 
 

 1 2 3 4 5 

4. Overall, I am satisfied with the 
result of search engine 
 

 1 2 3 4 5 

Digital Marketing - POEM  

B. Paid Media - Display 
Advertisement 

 Strongly 

Disagree 

Disagree Neutral Agree Strongly 

Agree 

5. Whenever I want to get 
information, I will look at display 
advertisement 
  

 1 2 3 4 5 

6. I think display advertisement is 
trustworthy 
 

 1 2 3 4 5 

7. I have positive attitude towards 
display advertisement 
 

 1 2 3 4 5 

8. Overall, I am satisfied with the 
content of display 
advertisement 
 

 1 2 3 4 5 

Digital Marketing - POEM  

C. Owned Media - HKTB Website  Strongly 

Disagree 

Disagree Neutral Agree Strongly 

Agree 

9. Whenever I want to get Wine 
and Dine Festival information, I 
will look at the information of 
HKTB Website 
  

 1 2 3 4 5 

10. I think HKTB Website is 
trustworthy 

 1 2 3 4 5 

 
11. I have positive attitude towards 

HKTB Website 
 

 1 2 3 4 5 

12. Overall, I am satisfied with the 
content of HKTB Website 

 1 2 3 4 5 
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Digital Marketing - POEM  

D. Owned Media - HKTB 
Facebook 

 Strongly 

Disagree 

Disagree Neutral Agree Strongly 

Agree 

13.  Whenever I want to search 
Wine and Dine Festival 
information, I will look at HKTB 
Facebook 
  

 1 2 3 4 5 

14.  I think HKTB Facebook is 
trustworthy 

 1 2 3 4 5 

 
15.  I have positive attitude towards 

HKTB Facebook 
 

 1 2 3 4 5 

16.  Overall, I am satisfied with the 
HKTB Facebook  

 1 2 3 4 5 

 

Digital Marketing - POEM  

E. Earned Media - Word-of-Mouth  Strongly 

Disagree 

Disagree Neutral Agree Strongly 

Agree 

17.   Whenever I want to search 
information, I believe word-of-
mouth from others  
  

     1 2 3 4 5 

18.  I think word-of-mouth is 
trustworthy 
 

 1 2 3 4 5 

19.  I have positive attitude towards 
word-of-mouth from others 

 

 1 2 3 4 5 

20.  Overall, I am satisfied with the 
content of word-of-mouth from 
others 

 1 2 3 4 5 

 

Experiential Marketing - 4Es  

F. Experiential Marketing – 
Education 

 Strongly 

Disagree 

Disagree Neutral Agree Strongly 

Agree 
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21.  The Wine & Dine Festival 
experience has made me more 
knowledgeable 

 

 1 2 3 4 5 

22.  I learned a lot during my 
experience visiting this Wine & 
Dine Festival 

 

 1 2 3 4 5 

23.  The experience stimulated my     
curiosity to learn more about 
wine and dine in future 

 

 1 2 3 4 5 

24.  It was a real learning 
experience  

 1 2 3 4 5 

 

G. Experiential Marketing - 
Escapist 

 Strongly 

Disagree 

Disagree Neutral Agree Strongly 

Agree 

25.  I felt I played a different 
character when I was in Wine & 
Dine Festival 

 

 1 2 3 4 5 

26.  I felt like I was living in a 
different time or place 

 

 1 2 3 4 5 

27.  The experience here let me 
imagine being someone else 

 

 1 2 3 4 5 

28.  I totally forgot about my daily 
routine 

 1 2 3 4 5 

 

H. Experiential Marketing - 
Esthetic 

 Strongly 

Disagree 

Disagree Neutral Agree Strongly 

Agree 

29.  I felt a real sense of harmony to 
this Visit 

 

 1 2 3 4 5 

30.  Just being here was very 
pleasant  

 1 2 3 4 5 

 
31.  The setting was very attractive 

to this event 
 

 1 2 3 4 5 

32.  The setting really showed 
attention to design detail 

 1 2 3 4 5 
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I. Experiential Marketing - 
Entertainment 

 Strongly 

Disagree 

Disagree Neutral Agree Strongly 

Agree 

33.  Activities at this event were 
amusing to watch and taste 

 

 1 2 3 4 5 

34.  Activities at this event were  
captivating to watch and taste 
 

 1 2 3 4 5 

35.  Activities at this event were    
entertaining to watch and taste 
 

 1 2 3 4 5 

36.  Activities at this event were fun 
to watch and taste 

 1 2 3 4 5 

  

J. Customer Satisfaction   Strongly 

Disagree 

Disagree Neutral Agree Strongly 

Agree 

37.  I am satisfied with my decision 
to visit this event. 
 

 1 2 3 4 5 

38.  My choice to choose this event 
was a wise one 
 

 1 2 3 4 5 

39.  I felt that my experience with 
this event has been enjoyable 
 

 1 2 3 4 5 

40.  I think I did the right thing to visit 
this event. 

 1 2 3 4 5 

 

K. Customer Loyalty   Strongly 

Disagree 

Disagree Neutral Agree Strongly 

Agree 

41.  I would participate the Wine & 
Dine Festival in 2017 

 

 1 2 3 4 5 

42.  I would loyal to Wine & Dine 
Festival 

 1 2 3 4 5 

 
43.  I would recommend Wine & 

Dine Festival to others 
 

 1 2 3 4 5 
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44.  I would participate Wine & Dine  
Festival even though the entry 
fee will be increasing in 2017 

 

 1 2 3 4 5 

Part IV - Demographic Questions 

1. Gender: 

□ Male □ Female  

 

2. Age: 
□ 20-24 □  25-29 □ 30-34 
□ 35-39 □ 40-44 □ 45-49 
□ 50-54 □ 55-59 □ 60 or above 

 

3. Education level: 

□ Below Secondary 
 

□ Secondary □ Diploma 

□ Undergraduate □ Postgraduate  

 

4. Occupation: 

□ Student □ Retailing □ Catering  □ Construction 

□ Logistics  □ Service □ Civil Service □ Others 

 

5. Monthly income: 

□ < $5000 □ $5001-10000 □ $10001-15000 □ $15001-20000 
□  $20001-25000 □ $25001-30000 □ $30001-35000 □ $35001 - 40000 
□  $40001-45000 □ $45001-50000 □ $50001-55000 □ >$55001 

 

6. What is your living area? 
□ Hong Kong 
Island 

□ Kowloon □ New Territories □ Outlying Island 

□ China  □ South East 
Asia 

□ Europe □ Americas 

□ Africa □ Others   

 

~ Thank you ~ 

 


