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How Luxury Cruise Service Experiences Shape Passengers’
Emotions and Memory: Focusing on Pleasure and Arousal
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Abstract: The cruise industry has attracted considerable attention from researchers and practitioners
due to its significant impact on port city economies and its strong growth potential. This study
investigates how service experiences in the luxury cruise context influence passengers’ emotional
responses—pleasure and arousal—and how these emotional responses, in turn, affect memory
formation. The key service attributes examined include staff service quality, personalized service,
service promptness, and the display of positive emotions. The analysis revealed that personalized service
and prompt service significantly enhanced passengers’ pleasure, while staff service quality and displayed
positive emotions positively influenced arousal. In contrast, neither personalized service nor prompt
service significantly affected arousal, and displayed positive emotions did not significantly influence
pleasure. Moreover, staff service quality characterized by unobtrusiveness and politeness was also found
to have a negative effect on pleasure. Finally, both pleasure and arousal exerted significant positive
effects on memory formation, indicating that emotional experiences play a critical role in shaping
customer memory. These findings provide practical implications for designing service strategies that not
only enhance pleasure but also strategically evoke arousal to create memorable cruise service
experiences. In the luxury cruise context, managers should recognize the importance of balancing
personalized, prompt services that enhance pleasure with services that stimulate arousal; as such
alignment is critical for creating enduring customer memories.
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a7 gEAE, A Ze2ag sor ARstE JATH4) Radic et al.2021)2 AF= A2
MUl =zAlo] o] TS AFEsHAL[5], Al 9(2023)= 1 AL AR A AH[x
w2 Ad-uA F5ALS AAEGITe]. Led gMe] A= wEtea 29l
B ARA Ml a3 A whE-ros AAG AT o] FSHsith

oA ol dus Hwgal, AF2 A8 AH|AAFAo|E =9E st T7)E
M E AR A 2 ATFeA] Az Al A F4, RIS ARl AR 2S5,
S8 g Edol BA kgl M S AEST ol 8152 A AH[~
AEE Aste 4 Q4R AA e stk AgAFe mEW A Au~ FHI
ARJAsE MulAE RS Eolilf7], AHlA AHEAFLS BRRS FoH[R], T4 A
xTde AAA s FEdn9] oy 8RlEL AFE uAe AMul~ AYE
olgfst= WA 7F Hw, 1 F3Fol] ik AL HE Lasi

olfgt AF= FA AFL Adsty] f8] & A= Mehrabian?} Russell(1974)<]
A4 Td A EYM-R RIS o224 EZ AYgth. MR Eo| uwEwH,
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A (emotion)> A A (affect) 2} ZEEHH F-FABY olEWE o] vgd Ado=w
A ETH10]. Mehrabian?}  Russell(1974)2  ©]&  ZA - (Pleasure), Z}/d(Arousal),
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oJEHE FHse] mAY APl £E Hsd Aow vEEt AHE BAAE
BE Q99 Cronbach’s a #ol .70 o] o=z =7 Yelsten, ¥FE QJ-AHS
0.640~0.863 R = AR7|E(50 o) FFHoFATH45). £ e 2l HAA ¢ tgke]
1968 2338t 5% freleold SAH R Folge] AHA(R 1] FH).
EREDEEERE-E
[Table 1] Results of Confirmatory Factor Analysis
Construct Measurement items ; Zigﬁziljiidg
The luxury cruise brand had respectful and polite employees. 792
Staff The luxury cruise had high-quality employees who were well-trained. 786
Zi%li(; The luxury cruise had unobtrusive employees. .640
The employees on the luxury cruise were nice to me at checkout. 744
The employees called me by my name on the luxury cruise. .688
Personalized The employees on the luxury cruise provided VIP treatment, focusing their attention on me. 152
service I was recognized on board by the employees on the luxury cruise. .800
The employees remembered my preferences while I was on the cruise. 752
The employees on the luxury cruise did not keep me waiting for more than a minute. 785
Service The employees on the luxury cruise provided immediate service. 187
promptness | I did not have to wait in line for more than a few minutes to use facilities/services on the cruise ship. .692
The employees on the luxury cruise anticipated my every need. 7196
Displayed | The employees and other passengers said “Hello,” “How are you today?” or other greetings to me. 851
g&iggﬁ The employees and other passengers made eye contact with me. .801
Unhappy <> Happy 761
Pleasure | 12King this luxury cruise vacation makes me Annoyed < Pleased 855
feel ... Melancholic <> Contented .863
Despairing <> Hopeful 779
Unaroused <> Aroused .828
Arousal Taking this luxury cruise vacation makes me Relaxed < Sti@ulated 780
feel ... Calm < Excited .676
Sluggish < Frenzied 758
I have wonderful Memory of my travel on this luxury cruise. 758
Memory I won’t forget my experience on this luxury cruise. 759
I will remember many positive things about this luxury cruise. .835

Fornell & Larcker(1981)7} A|Fgh A xtol|l we} et da AEetdAd S HSstlh
FEEFF(AVE) A= BF GARIR]D 50 o= Kol WA duido] SR 9]
gFolslsith46]. 3 Anderson & Gerbing(1988)2]  A|otel]  wiE} Z+ AU

FAHAEE(CR) #hs A= A¥, BE glo] 4% 7 700 3ste] JSEd =Tt
FEANLS ATAAHAIE 2] F2).

2 dgE BEedd S gl %%H 7y NG AVE @@ 3 AlS Al e
skl 1 Ay A9 Au| 2 FHO0R018F Auj2s, AY Au) s FE-AE[ 2 2S5,
NIt Auj=—Anjz= A5, A MHl2 FH4-d A4 39, 4471 d8E
A Q)EtalE AVE #hol AoAG Al S dslshe] el Aol R E 9l Bagozziot
Yi(1988)°ll wE2WH AVE ko] F#AIG9 Al gtuo WA vebd 49, 7 Ade A3
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[Table 2] Correlation Matrix among Constructs

Staff Personalized | Service Displayed
Concept CR AVE service . positive Pleasure Arousal Memory
quality service | promptness | C "
Stffservice | g 66> | 0610 | 100
quality
Personghzed 0.853 0593 0.815 1.00
service (.66)
Service 0.884 0.919
promptness 0.880 0.647 (78) (84) 1.00
Displayed
positive 0.858 0.752 0.847 0.805 0.821 1.00
A (72) (.65) (67)
0.286 0.630 0.573 0.327
Pleasure 0.844 0.576 (08) (40) (33) (1) 1.00
0.699 0.586 0.641 0.680 0.257
Arousal 0.900 0.692 (49) (34) (41) (46) (07) 1.00
0.827 0.663 0.750 0.852 0.339 0.737
Memory | 0.872 0.695 (.68) (44) (.56) (73) (11) (.54) 1.00
¥*=739.342 (df=303, p<.001), y*/df=2.440, GF1=.843, AGFI=.804, RMR=.050, CFI=915, [FI=916, TLI=.901
<F) CR=composite reliabilities; AVE=average variance extracted; 2% o+ A3A|4 A5 %k

43 23 AP AA

AQtst B #HE deoly He] AdEsE v AxE I Hrbedith &
Aol Al AAIT AFEE FAAFMDE RG] Fe x7] By Ay 7)agig,
A AT, 42=826.555(df=308, p<.001)Z I3} oM, y2/df=2.684= AR 7]FEX|(<3)E
=319tk RMSEA=.0762.2 7]5X|(.08 ©|shZE %331 ©1[50], RMR=.055% %3 3t

S vERY E=3F GFI=.825, CFI=.899, IFI=900, TLI=.885, NFI=.849, RFI=828 %<
|= ZIEA e AU FFete] REPo] Ame AR FE o FEES

LFERA T

MNP

= Ax ofy

2

44 7471 2%

w4 Ay, 7HE A v 2u(R 3] Fx). A, Ad Al S22 44
frolet Aol dFS WA HI27F A E Ao B= 391, =2.303, p < .05), =A=
9 9FgS 1o HI-12 71Z4EHAT B4, A8t Aulas A A 9
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ulz H2-10] AYEAOP= 699, t=2.640, p <01), ZHAE= oA Lol H2-2&=
Z17=E 9k AR, Aulz A& SARAd AGY 9FS vH H3-19]
A8 = A O (B= 876, t=2.472, p < .05), ZHAdoll= FolshAl gFol H3-2& 717t ATh YA,
5 A 18 Ao A 9SS v A H4-27F AEYEH AN B= 447, t=3.425, p
< .01), EAZN = FolskA o} H4-12> 7|4 = AT x|tz SAR 7S B
719) Aol freoek &S wlH H59F Heol A8 ATHHS: p= 138, t=2.695, p < .01; Heé:
B=.792, =10.638, p < .O1)([E 3] &X).

[Table 3] Results of the Hypothesis Testing

Hypothesis B CR(t) p-value Results
H 1-1: Staff service quality — Pleasure -0.876 -3.580 p<.01 Not supported
H 1-2: Staff service quality — Arousal 0.391 2.303 p<.05 Supported
H 2-1: Personalized service — Pleasure 0.699 2.640 p<.01 Supported
H 2-2: Personalized service — Arousal -0.243 -1.131 n.s. Not supported
H 3-1: Service promptness — Pleasure 0.876 2472 p<.05 Supported
H 3-2: Service promptness — Arousal 0.219 0.821 n.s. Not supported
H 4-1: Displayed positive emotion — Pleasure -0.201 -1.296 ns. Not supported
H 4-2: Displayed positive emotion — Arousal 0.447 3.425 p<.01 Supported
H 5: Pleasure — Memory 0.138 2.695 p<.01 Supported
H 6: Arousal — Memory 0.792 10.638 p<.01 Supported

51 EEY A&

gAg AF= FA9 Myl Aol A wked 71 A4 vAE dFEFS v
ol == f Q. AF=E A EALAdE A3t AMp|xMH2-1)¢ Axx
A& H3-1)o] FAAoR g3 whd, FAH A FIAMH4-D)S FYshH] fgror,
34 7Ider dy HY AMula FHHI-)S LT BAA g ujz o=
el ASsH dEA, UIYdE 58S SHE AHla FH-o] ZAZOo R oo A
o AL AHAANA AL WS o223 Y Au|Rt AL AFE B AT & At
AAH AR HES o]28 APAE AA WeS fdE] Hmel 3o IS Fua
BH[51], MYS HAseE Au|2E Q38 ugto] {3 Appo=w A= 4 Qi)
Gremler & Gwinner(2000)= =A% 283 7i04 Ado] BELEE FA5tal, olE
T w5y ARV SUFES ASSTS2]. ol Aaahwa A4 e AH) g
st et: e Ao REHetH AP AH|x Fdo] ZAFOR ojdxe AL
Aetd = S AARSILE oy 3k e AHFEstE Sty @A A HEE
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