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Abstract 

 

This research aims to analyse the influence of optimism on technology readiness and co-creation 

experiences in the consumption experiences of the millennial generation at Disney's theme parks 

as well as their relationship to customer delight. Quantitative research was carried out. The sample 

obtained 530 respondents, and the Structural Equation Modeling for data analysis was used. The 

results indicate that the consumption experiences of the Millenials are linked to factors not previ-

ously evidenced by other generations, such as the co-creation experiences and the optimism for 

technological readiness, which increase the degree of these experiences and can lead to consumer 

delight. On a practical level, it is worth highlighting the importance of theme park marketing teams 

understanding the behaviour of the millennial consumer, given his/her continuous growth in pur-

chasing power compared to other generations. 

 
Resumo 

 

Esta pesquisa visa analisar a influência do otimismo na prontidão tecnológica e nas experiências de 

co-criação nas experiências de consumo da geração millenium nos parques temáticos da Disney, 

bem como sua relação com o encantamento do cliente. Foi realizada uma pesquisa quantitativa. A 

amostra obteve 530 respondentes e foi utilizada a Modelagem da Equação Estrutural para análise 

de dados. Os resultados indicam que as experiências de consumo dos Millenials estão ligadas a 

fatores não evidenciados anteriormente por outras gerações, tais como as experiências de co-cria-

ção e o otimismo para a prontidão tecnológica, o que aumenta o grau dessas experiências e pode 

levar ao encantamento do consumidor. 

 

Resumen  

 

Esta investigación pretende analizar la influencia del optimismo sobre la preparación tecnológica y 

las experiencias de co-creación en las experiencias de consumo de la generación millennial en los 

parques temáticos de Disney, así como su relación con el deleite del cliente. Se llevó a cabo una 

investigación cuantitativa. La muestra obtuvo 530 encuestados y se utilizó el Modelo de Ecuaciones 

Estructurales para el análisis de los datos. Los resultados indican que las experiencias de consumo 

de los millenial están vinculadas a factores no evidenciados anteriormente por otras generaciones, 

como las experiencias de co-creación y el optimismo por la preparación tecnológica, lo que aumenta 

el grado de estas experiencias y puede conducir al deleite del consumidor. 
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1 INTRODUCTION 

Given the development of the tourism phenomenon and its related businesses in recent years, the sector’s growth 

is noticeable, as can be seen from the data offered by the United Nations World Tourism Organization. According to 

this body, international arrivals of tourists around the world are growing by about 4% per year. In addition, approxi-

mately 1.465 million tourists travel across borders, demonstrating continuous development in the sector (UNWTO, 

2020). However, the sector has been improving after the COVID-19 pandemic, which changed the scenario, and 

nowadays, the sector has 69% fewer arrivals than in the past, meaning around 917 million travellers (UNWTO, 

2023a). 

In the tourism economy, trips for young people stand out, especially after the pandemic. The World Tourism Organ-

ization affirms, “Young people must not only be beneficiaries of tourism’s restart, but they must also be active 

participants in it” (UNWTO, 2023b). Given this perspective, it can be said that the driving group among these young 

people is the millennial generation, known for being represented by individuals who express intensity and avidity in 

their experiences, which reflects in their travel habits (UNWTO, 2016). In a recent study, Veiga et al. (2017) call 

attention to the generation's solid digital skills, high connectivity and affinity with technology, and search for authen-

tic and memorable experiences (Veiga et al., 2017). 

In the theme parks universe, the Walt Disney Attractions group stands out due to having the most visited park in 

the world, the Magic Kingdom, in Florida - US, with more than 12 million visitors a year (Global Attractions Attendance 

Report, 2021). In addition, this generation is strongly inclined towards the consumption of entertainment (Grom-

bach, 2008) and towards recreation, leisure and socialisation in general (Keating, 2000; Perez, 2008). Therefore, 

given the supply of services in the tourist chain, this study focuses on the consumption experience in theme parks 

since this type of tourist attraction uses emotions and the physical environment to create experiences, intending to 

impact its visitors significatively (Milman, 2009; Ma et al., 2013; Tasci & Milman, 2017; Milman, 2022). 

To Keating (2000), Davidson (2008) & Fields (2008), those born in this generation also have a strong orientation 

towards extreme activities, which includes memorable experiences and a solid propensity for hedonism, thus lead-

ing these consumers to experience an unusual character. Authors such as Crotts & Magnini (2011) believe that 

when these experiences reach an unexpected level of value or satisfaction for the customer, it can be said that they 

are in a stage of delight. 

Consumer delight has been discussed by several authors, especially in consumer experiences, given the massive 

range of services offered by the hotel and tourism industry and gaining even more space (Torres & Rozoni, 2017; 

Wang, Luo & Tai, 2017; Lee & Park, 2019; Shoukat & Ramkissoon, 2022). Other authors (Ma et al., 2017; Torres, 

Zhang & Ronzoni, 2019; Torres & Milman, 2020; Long & Suomi, 2022) have also produced specific research on 

this relationship between experiences in theme parks and visitor delight. 

The relationship between co-creation and tourism has been discussed in some research, especially in the interna-

tional literature, as can be seen in the works of Cabiddu et al. (2013), Neuhofer & Buhalis (2013), Mathis et al. 

(2016) and Carvalho & Alves (2022). In this search for authentic experiences, some authors claim that the millennial 

generation tends to search for experiences they feel thoroughly involved in, elevating them to the co-producer level 

of their own experiences, especially in tourism (Leask et al., 2014). Other authors discuss this construction, as is 

the case of Neuhofer et al. (2014), who presents the consumer in a quest to become more active, which makes 

them add even more value in this process, and can be called co-creation of value. 

Another relevant variable in the studies of this generation is the readiness for technology since millennials have a 

technological affinity that differs from other generations (Sheaffer, 2009). To Guttentag (2010), the readiness for 

technology significantly impacts the tourism industry, creating more immersive experiences and improving con-

sumer satisfaction (Guttentag, 2010). Information and communication technologies (ICTs) have transformed theme 

parks (Kirova & Thanh, 2018; Zhang & Milman, 2021). For example, many tourists have used this technology during 

their experience in theme parks, using virtual reality and applications on mobile devices (Morosan & Defranco, 

2019; Kirova & Thanh, 2018; Cheng et al., 2021). 
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Although there may be evidence of a possible conceptual relationship between the constructs discussed above, 

until the time of the construction of this research, the concepts were not investigated together. The literature on 

consumption experience in theme parks has been widely discussed in recent years (Bigne et al., 2004; Niu, Park & 

Kirilenko, 2019; Milman, 2022), as well as that of technology readiness (Wang et al., 2016; Pham, 2018), value co-

creation (Prebensen et al., 2013; Neuhofer, 2016; Ji et al., 2018; Femenia-Serraa, Neuhofer & Ivars-Baidal, 2019 

Carvalho & Alves (2022) and delight (Almeida & Nique, 2007; Crotts & Magnini, 2011; Torres, Zhang & Ronzoni, 

2019; Long & Suomi, 2022).  However, this production highlights the need to analyse these last constructs for the 

context of experiences in theme parks and this relationship in an ordinary way, considering, as well, the consumption 

experience lived by the millennial generation, thus demonstrating a character of relevance and originality to the 

proposal of this research.  

Given the aforementioned theoretical contribution, this research aims to analyse the influence of optimism on tech-

nology readiness and co-creation experiences in the consumption experiences of the millennial generation at Dis-

ney's theme parks, as well as their relationship to customer delight. Based on the proposed objective, the following 

question will be evaluated: What is the influence of optimism for technology readiness and co-creation of experi-

ences in the consumption experiences of the millennial generation in Disney theme parks and their relationship 

with customer delight? 

2 LITERATURE REVIEW 

2.1 Millennial Generation Consumption Experiences at Disney Theme Parks 

Studies related to tourist experiences have seen progressive growth in recent decades (Scott, Laws & Boksberger, 

2009; Ma, Gao & Scott, 2017; Goolaup & Nunkoo, 2022). Within this universe of consumption of tourist experi-

ences, the millennial generation has stood out due to its expressiveness about size and characteristics, which 

makes this consumer avid for tourism and experiences (Veiga et al., 2017). Given this significance, some research-

ers (Bernardi, 2018; Luo et al., 2018; Richards & Morrill, 2019) have specifically studied this generation's consump-

tion behaviour to understand better what leads to their purchase decisions, considering destinations and attrac-

tions. 

Because of the offer of attractions in the tourism chain, it is essential to highlight the rise and importance of theme 

parks, which have significantly moved the economy since the second half of the 20th century (Clavé, 2007; Global 

Attractions Attendance Report, 2021). According to Milman et al. (2010), these spaces generate a wide circle of 

economic, political, and cultural influences, as well as territorial development, consumption, jobs, research, devel-

opment, human behaviour, technology, marketing, and maintenance of tourist activity. 

In this context, the Walt Disney Parks and Resorts group is considered one of the world's leading family travel and 

leisure experiences providers. There are six world-class vacation destinations, with 12 theme parks and 55 resorts, 

whose primary strategy is to enhance the guest experience (Parks and Experiences, 2023). 

These environments are rich in experiences linked to emotion (Ma et al., 2013), which, for authors like Cabanas 

(2019), is relevant for a high degree of visitor involvement. Due to this type of emotional involvement, some re-

searchers like Dezin (1992) and Abrahams (1986) introduced “epiphanic experiences'' or “extraordinary experi-

ences” in their studies. For marketing, there is a significant distinction between worldly experiences and extraordi-

nary or memorable experiences (Schmitt, 1999). 

Regarding theme parks, these ventures focus on providing extraordinary, immersive, theatrical, and highly emo-

tional experiences to their visitors (Manthiou et al., 2016). Such experiences are responsible for the success of the 

theme parks and their positive impact on their visitors (Clavé, 2007), including the increase in satisfaction levels 

(Torres, Milman & Park, 2018). Given this approach, Tasci & Milman (2017) developed research that explores the 

dimensions of experimental consumption in theme parks, emphasising the hedonic issues which will be used in this 

research. 

2.2 Consumer Delight 

In the field of consumer behaviour, several scholars (Chang & Chang, 2017; Lee & Park, 2019) have warned of the 

importance of the need to provide extraordinary experiences that delight consumers. The term delight emerged in 

consumer behaviour studies in the 90s, used for consumers who had reached a high level of satisfaction and pleas-

ure in previous experiences (Almeida & Nique, 2007). 
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More recently, in the field of consumer and service experiences, researchers such as Kao, Tsaur & Wu (2016) 

emphasise that this delighted process is generated at the moment when the customer has an extraordinary experi-

ence. Thus, this concept has aroused the interest of service marketing scholars (Jin, Line & Merkebu, 2016) since 

they have added the concept to a new strategy to shape customer loyalty (Ali et al., 2016). Authors such as Ma et 

al. (2013) evaluate delight as an emotion linked to hedonistic consumption. However, some other studies (Crotts & 

Magnini, 2011; Chandler, 1989) define it as a way for consumers to react when experiencing a service provider or 

even using a service that is beyond satisfaction, going to an unforeseen level value and satisfaction. 

In tourism and hospitality, studies such as those by Crotts & Magnini (2011) confirm that tourists seek extraordinary 

and delightful experiences in their travels, with the environment of theme parks being conducive to the development 

of such experiences (Torres & Milman, 2020; Dekker, 2022). Although there is still limited academic production, 

currently, the studies related to customer delight in theme parks have deepened and provided several significant 

orientations regarding consumer behaviour when visiting this type of attraction (Torres, Milman & Park, 2017, 2019; 

Ma et al., 2017; Ali et al., 2016; Long & Suomi, 2022) 

However, some of these studies stand out for presenting models and measurements related to visitor delight be-

haviour. Authors of a recent study (Torres, Zhang & Ronzoni, 2019) developed, tested, and validated a scale to 

measure customer delight. This model finds support in several aforementioned preliminary studies, divided into four 

dimensions: human resources factors, customer delight, surprise, and customer loyalty. 

In light of the above, it is worth considering the importance of consumer delight regarding theme park services. 

Therefore, the first research hypothesis is formulated: 

H1: The consumption experiences of the millennial generation in theme parks positively influence its delight. 

2.3 Co-creation experiences 

Conceptually, the co-creation of value is defined as a process in which value is created by more than one actor, 

being done reciprocally by and for the actors involved (Leclercq, Hammedi & Poncin, 2016). For Vargo & Lusch 

(2004; 2016), the term emerges from the service-dominant logic (SDL) theoretical paradigm, which presents the 

consumer as involved and active in the value production process. 

In the field of tourism and hospitality, authors such as Prebensen et al. (2013) evidenced the studies about the co-

creation of value in tourist experiences, with the tourist wholly immersed and involved in the creation of their activ-

ities at all times (Prebensen et al., 2013 Neuhofer, 2016; Ji et al., 2018). Therefore, environments such as theme 

parks are considered a reference in tourist experiences. Authors such as Ellis & Rossman (2008) believe these 

places can provide recreational meetings and foster the visitor’s emotions. 

These authors also emphasise the importance of co-creating value in leisure environments, as the experience can-

not be provided entirely and manipulated since, even with the use of artistic and technical effects, the motivation 

and status of the visitor must be taken into account (Ellis & Rossman, 2008). Other authors, such as Brockus 

(2009), Luo et al. (2019) and Shoukat & Ramkissoon, 2022), believe that there is consumer involvement in the 

process of co-creating value in theme parks, especially at Disney’s theme parks. 

Thus, to understand this consumer, Ranjan & Read (2014) created a scale with two central dimensions, each with 

three categories: co-production and value-in-use. As this study is focused on consumption experiences, the co-cre-

ation experience as a component of value-in-use will be deepened. 

Thus, considering that consumers are involved in co-creating value in their consumption experiences in theme 

parks, the following hypothesis is developed: 

H2: Co-creation experiences positively influence the consumption experiences of the millennial generation in theme 

parks 

2.4 Optimism in Technology Readiness 

Since the nineties, there has been a significant transformation in the behaviour of tourists, who are now informed, 

trained, and want to have more personalised experiences. It was the moment of the development of ICTs (Infor-

mation and Communication Technologies) (Buhalis, 2003; Buhalis & Law, 2008; Buhalis & Foerste, 2015). Tourist 

attractions, such as theme parks, have also been the object of relevant studies that address this perspective and 
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its applicability in these environments (Sun & Zhang, 2019; Kirova, 2018; Wei, Qi & Zhang, 2019; Zhang & Milman, 

2021). 

Even though the park's technology was developed to offer the visitor some exciting novelty, visitors will respond 

differently to stimuli, implying their recognition. This effect depends on recognising visitors’ affinity with the compa-

ny's hardware equipment and related services (Sun & Zhang, 2019). 

From this perspective, Parasuraman (2000) realised the need to investigate the subjects' availability for involvement 

in this innovation process. This construct assesses the propensity of individuals to use these new technologies, 

believing that this predisposition results from motivational factors and mental inhibitors. In the same studies, the 

authors list four dimensions for the scale that adequately measure this construct: optimism, innovativeness, dis-

comfort, and insecurity (Parasuraman & Colby, 2015). 

Some authors (Lu, Wang & Hayes, 2012; Wang, So & Sparks, 2016) present optimistic people as those who value 

confidence in new technologies and understanding the functionality of new technologies in a positive way, which is 

directly linked to customer satisfaction (Thong, Hong & Tam, 2006). This is a positive approach to technology, be-

lieving in greater technological control, flexibility, and efficiency in consumer relations (Parasuraman & Colby, 2015). 

Therefore, it was decided to deepen this study in the dimension of optimism. 

Because of this perspective and considering that tourists have been actively using optimism in technological readi-

ness in their consumption experiences in theme parks, the following hypothesis is developed: 

H3a: Optimism in technology readiness positively influences the consumption experience of the millennial genera-

tion in theme parks. 

For Prahalad & Ramaswamy (2004), consumers started to look for alternatives that led them to create new experi-

ences different from those previously experienced, where only the company endeavoured to offer the product. To 

this end, Disney uses several devices to take consumption experience to another level, as with applications and 

interaction systems: My Disney experience and MyMagic +. These applications and operating systems are designed 

to be used remotely in all phases of the consumption experience (Disney World, 2023). In this new way of creating 

experiences, the consumer is co-responsible for this construction, using the advent of technology as an apparatus 

to obtain the expected result (Prahalad & Ramaswamy, 2004). 

Therefore, due to the optimisation of the active use of technological devices in co-created experiences, such as 

applications and systems, the following hypothesis is developed: 

H3b: Optimism in technology readiness positively influences the co-creation experiences of the millennial generation 

in theme parks. 

2.5 Theoretical Framework 

Based on the literature review, a theoretical framework is proposed, represented in Figure 1. 

 

Figure 1 – Preliminary theoretical framework 

 
Source: prepared by the author (2023). 
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3 METHOD 

3.1 Population and Sample 

In order to achieve the objective proposed for this research, the population of this investigation is made up of indi-

viduals who have already had consumption experiences in any of the 12 theme parks of the Walt Disney Company. 

Another relevant characteristic of this sample is that the respondents are in the age group previously defined for 

this research since they represent a specific generation to be studied, the millennial generation, which, according 

to Pedergast (2010), corresponds to those born between the years of 1982 and 2002, implying that these individ-

uals must be between 18 and 38 years old during the period of data collection. 

The type of sampling used in this study is non-probabilistic for convenience (Malhotra, 2011), and we used the 

snowball technique to intensify the questionnaires’ reach (Malhotra, 2011). We use the criteria previously defined 

by Hair Jr. et al. (2009) to define the sample size. Thus, the collection was completed with a total of 722 answered 

and valid questionnaires, but among these, 20 were used as a pre-test, and 702 were considered valid for the 

research. However, due to the second filter question, which asked about the temporality of the last visit made by 

the respondent to a Disney theme park, this number was reduced to 530, as only visitors who had visited a theme 

park in the last five years were considered. Therefore, the final sample is 530 (n = 530) applied valid questionnaires. 

3.2 Data Collection Procedures 

In order to reach the public the study sample, the closed-ended questionnaire is used as a collection instrument 

(Leeuw, Hox & Dillman, 2008). In addition, this questionnaire was developed based on several authors, using or 

adapting some scales. In addition to the scales previously selected according to the theoretical basis, questions of 

demographic characterisation were also inserted in the questionnaire to detail and relative identification of the 

participants. 

After consulting the theoretical framework, we opted for the scale adapted from Consumption Experiences in Theme 

Parks, developed by Tasci & Milman (2017), with an emphasis on hedonic issues, which shows adherence to the 

context of this research. The delight construct was measured using the scale adapted by Torres et al. (2019) for 

items on customer delight in leisure and entertainment environments. 

Regarding the independent variables of this study, value co-creation was measured using the scale adapted by 

Ranjan & Read (2014) for the items of the value co-creation experience. For the independent variable Technology 

Readiness, the scale adapted by Parasuraman & Colby (2014) is used, emphasising the motivating factors of Opti-

mism, which represents greater technological control, flexibility, and efficiency in the relations of consumers and 

technologies, considering the purpose of this research. 

Table 1 summarises what the collection instrument represents, as Creswell (2010) suggested. 

 
Table 1 – Composition of the collection instrument             (continue) 

Construct Items (dimensions and variables) Code 

Consumption Experience in Theme Parks 

 

Adapted from Tasci & Milman (2017) 

- I felt excitement and fun 

- I felt the excitement of the rides and shows 

- I stimulated emotions that I do not feel in everyday life 

- I felt like a child again 

CETP01 

CETP02 

CETP03 

CETP04 

Customer Delight 

 

Adapted from Torres et al. (2019) 

-I felt euphoric 

-I felt happy 

-I felt moved 

-I felt very happy 

-I felt delighted 

-I felt special 

-I felt welcome 

-I felt recognized 

-I felt like a unique customer 

CEN1 

CEN2 

CEN3 

CEN4 

CEN5 

CEN6 

CEN7 

CEN8 

CEN9 
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Table 1 – Composition of the collection instrument          (conclusion) 

Construct Items (dimensions and variables) Code 

Optimism in Technology Readiness (TR) 

 

Adapted from Parasuraman & Colby (2014) 

Optimism 

- New technologies contribute to a better experience in theme parks 

- Technology gives me more freedom of movement 

- Technology gave me more control over my experience 

- Technology has made me more productive in my experience 

 

OTR01 

OTR02 

OTR03 

OTR04 

 

Co-creation Experience  

 

Adapted from Ranjan & Read (2014) 

Co-creation Experience 

- It was a memorable experience for me (that is, the memory of the 

process lasted quite a while); 

- Depending on the nature of my own participation, my experience in 

the process may be different from that of another consumer; 

- During my visit, it was possible to improve the process by trying and 

experimenting new things 

 

 

CV01 

 

CV02 

 

CV03 

Source: Prepared by the authors (2023). 

The questionnaire for this study comprises 20 statements plus the respondent's profile. It is essential to highlight 

that the presented constructs are measured using a Likert-type scale, with a score ranging from 1 (strongly disagree) 

to 7 (strongly agree) (Cooper & Schindler, 2008). 

After completing the collection instrument, a pre-test was applied with 20 respondents, masters and doctors from 

correlated areas (Malhotra, 2011). Respondents who participated in the pre-test are not part of the final sample. 

After the validation of the instrument by the pre-test, the collection began on 08/06/2020 through the access link 

to the online form. It ended on 12/08/2020, totalling six uninterrupted days of uninterrupted collection via a Google 

Form questionnaire made available on WhatsApp, Instagram, and Facebook platforms. 

3.3 Data collection analysis 

The processing of the data obtained from the online field research was carried out using statistical techniques of a 

univariate and multivariate nature. IBM SPSS (Statistical Package for the Social Sciences) and IBM SPSS AMOS 

were used as analysis software. Descriptive statistics tests were analysed: frequency, mean, standard deviation, 

and coefficient of variation (Hair Jr. et al., 2009). In order to verify the reliability of the scales, Cronbach’s alpha 

coefficient was used, which, according to Hair Jr. et al. (2009), is considered acceptable from 0.7. 

After the index was confirmed, the Structural Equation Modeling (SEM) tests were started. Structural Equation Mod-

eling is characterised by two elements: the structural model and the measurement model. For Hoyle (2012), each 

construct’s indicators are specified in the measurement model to estimate causal relationships. In contrast, the 

structural model would be a group of one or more dependency relationships linking the constructs. 

4 PRESENTATION AND ANALYSIS OF RESULTS 

4.1 Respondents Profile 

Initially, a survey was carried out using the basic descriptive statistics of frequency (f) and percentage (%). Thus, it 

is found that, of the 530 respondents, 75.8% majority are women, 54% have a college degree, and 70.6% are single. 

The other demographic variables were analysed using the mean and standard deviation for greater numerical pre-

cision. Thus, it is found that the average age of the respondents is 26.07 years old, with an SD of 6.986 years. The 

average family income is R$ 12.943,47, with (an SD) of R$ 11.555,45, and the number of individuals sharing the 

same residence is approximately three inhabitants per respondent, with a per capita income of R$ 4316,65.  

The coefficient of variation (CV) was also calculated to characterise the data’s dispersion in terms of its average 

value. Regarding the data's normality, even though it does not display a normal distribution (as determined by the 

Kolmogorov-Smirnov test), we opted to use structural equation modelling based on covariance. This is because this 

type of analysis is the most widely used in consumer behaviour, and is considered the standard method of analysing 

structural equations. 

The profile of the respondents about the last year of their consumption experience at a Walt Disney Company theme 

park was also evaluated. Thus, as a result, the number (36.4%) of respondents visited Disney parks in 2019, 

(18.9%) in 2016, (16.6%) in 2018, (15.8%) in 2020, and (12.3%) have visited Walt Disney theme parks in 2017. 
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4.2 Measurement Model 

Using the Mahaloanobis Squared Distance (D2), we identified 26 questionnaires from the sample with high rates. 

Thus, these observations were removed from the database. In addition, Pearson's correlation between the items of 

the constructs was also assessed, and some multicollinearity problems were identified between the items within 

each construct, with values above 0.9. The items that show the highest correlations with the other construct items 

are CETP1, CEN2, CEN4, CEN5, and OTR3. Other items also show values above 0.8. However, none of the items 

was previously removed from the structural equation modelling analysis. 

Continuing the research analysis, the measurement model was applied. The initial results pointed out problems in 

the model's adjustment indexes. Thus, the indexes that showed high rates of correlations were removed, namely: 

CETP1 of the Consumption Experience in Theme Parks construct; CV1 of the Co-creation construct; OTR1 and OTR3 

of the Optimism in Technology Readiness construct; and CEN2, CEN3, CEN4, CEN5 and CEN7 of the Costumer 

Delight construct. After removing the items and with a new round of the measurement model, the obtained indexes 

are X2 / df (57.669 / 32) = 1.802 (p = 0.04); TLI = 0.992; CFI = 0.995; NFI = 0.989; PCFI = 0.579; RMSEA = 0.04; 

PCLOSE = 0.837; ECVI = 0.249; MECVI = 0.52. Thus, the indices obtained for the measurement model are shown 

in Table 2. The presented values support the indexes with adequate adjustment of the model. 

 Table 2 - Adjustment Indexes of the Measurement Model 

Indexes Results Criteria 

X2/Gl (58,950/33) 1,786 [1; 2] Good adjustment 

p-value 0,004 >0,05 Acceptable adjustment* 

GFI 0,979 >0,95 Very good adjustment 

IFI 0,995 >0,95 Very good adjustment 

TLI 0,992 >0,95 Very good adjustment 

CFI 0,995 >0,95 Very good adjustment 

NFI 0,989 >0,95 Very good adjustment 

PCFI 0,579 <0,80 Inadequate adjustment 

RMSEA 0,038 <0,05 Very good adjustment 

PCLOSE 0,951 >0,05 Very good adjustment 

EVCI 0,883 The smaller the better 

MEVCI 0,902 The smaller the better 

 *Large samples are more sensitive regarding significance in the p-value 

Reliability (Cronbach's alpha) and composite reliability (CR) were used, as well as the average variance extracted 

(AVE). The Cronbach's alpha values for all the studied constructs are above 0.7, thus presenting consistency (Hair 

et al., 2009). Still esteeming for reliability, the indexes of composite reliability (CR) were evaluated, which, in order 

to be considered in a desirable format, must show values greater than 0.7, following the recommendations of 

Marôco (2010) and Hair et al. (2009). 

In Table 3, it is possible to ascertain the measures of Mean and Standard Deviation (SD) of responses to the varia-

bles, in which the Likert scale from 1 to 7 was considered. For that, it was necessary to create composite variables 

using a summated scale, where the items belonging to each construct are grouped into a single variable. Thus, 

when verifying the average of the variables, there is a tendency to agree with the assertions since it varies between 

5 and 6. 

Table 3 - Descriptive statistics, reliability and validity 

Variables Mean S.D. Cronbach CR AVE 

Technology Readiness – Optimism (OTR) 6,068 1,372 0,939 0,968 0,938 

Co-creation of Value (CV) 6,064 1,429 0,893 0,941 0,888 

Consumption Experience in Theme Parks (CETP) 6,101 1,337 0,916 0,934 0,876 

Customer Delight (CEN) 5,535 1,424 0,901 0,918 0,839 

Note. S.D. - Standard Deviation; CR - Composite Reliability; AVE - Average Variance Extracted 

For Kline (2011), evaluating the validity of the scales and constructs is essential. Thus, three validities were per-

formed: factorial, convergent and discriminant validities. In the factorial validity, the values represented by the 
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standardised coefficients for each item of the constructs are taken as a base, in which all of them presented coef-

ficients above 0.5. As for convergent validity, the AVE values are used as a parameter, which, for Kline (2011), are 

defined as values above 0.5, as shown in Table 4. Therefore, based on the AVE values, it is possible to state that 

convergent validity is met. 

Table 4 - Correlations, Shared Variance and AVE 

Variables OTR CV CETP CEN 

OTR 0,938 0,649 0,592 0,633 

CV 0,806 0,888 0,635 0,562 

CETP 0,77 0,797 0,876 0,622 

CEN 0,796 0,750 0,789 0,839 

 

Note. The values of the AVEs are in the diagonal of the table (in bold), the values below the diagonal are the corre-

lations, and the ones above it are the shared variances (squared correlations). 

In the case of discriminant validity, it was suggested by Fornell & Larcker (1981) that the AVE of each construct 

should be compared with the shared variance. Therefore, it was evaluated whether the items of a construct do not 

present a high correlation with other constructs that are theoretically different. Thus, the AVE values must remain 

higher than the shared variances (Fornell & Larcker, 1981). As can be seen in Table 4, the AVE values are higher 

than the shared variances, and the discriminant validity is within the recommended values. 

4.3 Structural Model Analysis and Discussion of Hypotheses 

In the second stage of Structural Equation Modelling (SEM), the measurement model was evaluated by assessing 

the validity of the structural model and incorporating relations between the latent variables into the model. For this 

purpose, the adjustment indexes were recalculated and present the following arrangement: X2/df (57.669/32) = 

1.802 (p = 0.04); TLI = 0.992; CFI = 0.995; NFI = 0.989; PCFI = 0.579; RMSEA = 0.04; PCLOSE = 0.837; ECVI = 

0.249; MECVI = 0.52. Therefore, it is possible to note that the obtained values show adequate adjustment rates, 

according to what is recommended by Hair et al. (2015). 

Furthermore, the hypothetical model was evaluated using the trajectory diagram with standardised regression 

weights (β) and p-valued values to assess the influence of independent or predictor variables on dependent varia-

bles in a similar model, as shown in Table 8. Therefore, it can be verified using the p-value that all four hypotheses 

are confirmed, namely, H1, H2, H3a and H3b, since they present values lower than 0.5. 

 

Table 5 - Research hypothesis testing 

 

 

 

 

 

 

 

Source: prepared by the author (2023). 

 

Urbach and Ahlemann (2010) emphasise the importance of high R2 values for structural models to have explanatory 

power. Our results show strong associations between value co-creation, consumption experience, and delight with 

overall satisfaction in theme parks (R2 = 0.65, 0.83, and 0.92, respectively). These R2 values are consistent with 

Chin's (1998) classification of substantial, medium, and weak values. Thus, to provide a better graphic visualisation 

of the relationships between the hypotheses and the analysed constructs, Figure 3 presents this relationship in a 

theoretical model with its respective coefficients and significance. 

 

 

 

 

 

Hypothesis 
Standardised 

coefficient 

Unstandardised 

coefficient 
S.E. C.R. p Status 

H1(+): PT ---> EC 0,967 1,031 0,050 20,463 0,001 Supported 

H2(+): CCV ---> PT 0,583 0,531 0,055 9,646 0,001 Supported 

H3a(+) PO ---> PT 0,360 0,339 0,053 6,425 0,001 Supported 

H3b(+): PO ---> CCV 0,806 0,834 0,039 21,200 0,001 Supported 
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Figure 2 – Theoretical Model with Coefficients 

 

Source: prepared by the authors (2023). 

Therefore, according to the model and the results presented in this study, it is found that H1: the millennial gener-

ation consumption experiences in Disney theme parks positively influence customer delight, since p <0.05, thus 

confirming the hypothesis. Thus, it can be said that individuals of the millennial generation have experiences that 

can be called memorable or extraordinary because, for Berman (2005), reaching such a level of experience is a 

determining factor for reaching customer delight by being directly linked to the most practical side of the experience. 

Thus, in line with Veiga et al.’s (2017) statements about this generation, these consumers are characterised by the 

search for memorable and authentic experiences, which is also evidenced in the Walt Disney World theme parks. 

Thus, it is possible to highlight the relevance of the relationships of the previous generation with thematic environ-

ments since, according to Schmitt (2004), the consumed experience is developed based on consumption factors, 

such as the sensations experienced during the offered service. This makes Disney theme park’s environment con-

ducive to developing this atmosphere (Milman, 2009; Ma et al., 2013; Tasci & Milman, 2017). 

Still based on leisure environments, Disney Institute (2017) states that there are daily efforts on the part of everyone 

involved in this process for the “guest” to be awakened to the happy surprise of the necessary “magic” to reach 

delight in their experience, especially the new generations (Barnes, 2018). This surprise is also a fundamental part 

of the delight process since, according to Berman (2005), delight comes from a positive surprise, taking the client 

beyond their expectations. 

Thus, this research corroborates studies, such as those by Ali et al. (2016), that deal with the importance of delight 

in the process of experience in theme parks. Other researchers (Silva, 2016; Ma et al., 2017; Torres, Zhang & 

Ronzoni, 2019; Torres & Milman, 2020) have also produced specific research on the relationship between experi-

ences in theme parks and visitor delight, addressing the influence of singularity of consumption behaviour of the 

studied generation. 

Concerning H2, "Co-creation experiences positively influence the consumption experiences of the millennium gen-

eration in Disney theme parks", we found that p <0.05, and the hypothesis is therefore confirmed. This finding 

corroborates the studies by Ellis & Rossman (2008), pioneers in evidencing consumer engagement during this ex-

perience. These researchers warned of the importance of co-creating value in leisure environments since the expe-

rience cannot be fully provided and manipulated by just one agent since, despite all the technicality involved in the 

process, elements such as motivation and the visitor’s conditions during the experience must also be taken into 

account (Ellis & Rossman, 2008). 

Specifically, about the millennial generation, authors such as Leask et al. (2014) provide support and reaffirm the 

results of this study when emphasising that millennial generation consumers tend to search for experiences that 

make them feel thoroughly involved in the process, which leads them to search for even more immersive and unique 

experiences, leading them often to the level of co-producers of their own experiences. 
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In addition, these results are still in line with research such as those by Payne, Storbacka & Frow (2008), in which 

the relevance of constant sharing among the members of the Disney “cast”, who have direct contact with visitors, 

was evidenced, providing them with interpersonal exchanges due to the policies and practices implemented by 

Disney, leading to the effective and active participation of the visitor in the construction of the experience. 

Concerning the two hypotheses proposed for optimism in technology readiness, it appears that both are confirmed, 

namely: H3a, optimism in technology readiness positively influences the consumption experience of the millennial 

generation in theme parks; and H3b, optimism in technology readiness positively influences the co-creation of the 

value of the millennial generation in theme parks, since for both p <0.05. Therefore, they are considered confirmed. 

As Sheaffer (2009) stated, the millennial generation has a great affinity with technology, making these customers 

even more optimistic about the technological consumption process. Thus, regarding the discussion on hypothesis 

H3a, which represents the influence of optimism on technological readiness in experiences in Disney theme parks, 

the importance of the use of technology by consumers in consumption experiences is evidenced, as pointed out by 

several studies in the field of tourism and hospitality (Lu, Wang & Hayes, 2012; Wang, So & Sparks, 2016). In the 

case of theme parks, studies such as those by Kirova (2018) show the importance of using smartphones in these 

experiences, which is proven due to the confirmation of this hypothesis. 

This reflection is supported, given that other authors such as Wei, Qi, and Zhang (2019) warn of including virtual 

reality in thematic attractions, which would further influence these consumers' consumption of technological inno-

vations since they have a particular affinity with that kind of offer. In line with these ideas, some researchers (Sun 

& Zhang, 2019) are direct and assertive when placing the relevance of the use of technology in experiences in 

theme parks such as Disney since, according to the results of this research, it is shown to be a factor of great 

importance, especially for the generation in focus. 

Still, based on research by Sun & Zhang (2018), the importance of identifying how much affinity this visitor has with 

technology will be explained. Thus, with this study, it is possible to evaluate how interested in technology the con-

sumer of thematic entertainment of the millennial generation can be, demonstrating once again the outstanding 

character of this generation’s connection with technology and its experiences. 

Regarding the second hypothesis of this construct, H3b, it is found that optimism in technological readiness influ-

ences co-creation experiences. This finding is supported by the statement by Prahalad & Ramaswamy (2004), where 

these authors deal with the importance of the consumer's search for actively participating in the consumption ex-

perience using devices such as the Internet. Specifically, millennials are considered to be the generation that has a 

great affinity with technology (Sheaffer, 2009) and that searches for memorable experiences different from conven-

tional ones (Veiga et al., 2017), which makes them more likely to search for these experiences and is confirmed 

with the results of this research. 

Some practical tools lead this consumer to this zone: My Disney Experience and MyMagic+. According to Disney 

(2020), with these interaction systems, the customer can interact technologically and actively during all phases of 

the consumption experience. According to Arnould et al. (2002), this process of consumption experience starts in 

anticipation of the experience, continues during the purchase, settles down in the moment of consumption, and is 

remembered in the memory phase of the experience. 

Therefore, with the remote use of these systems, the customer can be involved in several phases of their experience, 

including the preservation of the parks, the choice of attractions, the interaction with online games (in real-time), 

and even the time waiting in line at the parks (Disney, 2020). Therefore, given this perspective and these results, it 

is possible to endorse the result obtained in this research. 

5 CONCLUSION 

This study seeks to highlight the peculiarities of consumer behaviour of the millennial generation in their consump-

tion experiences in leisure and entertainment environments, such as Disney parks. For this, variables considered 

as characteristics of this generation were evaluated, such as optimism for technological readiness and co-created 

experiences, which positively influence the consumers’ consumption experiences and elevate them to a state of 

delight regarding the experiences. 

Thus, generational studies have been gaining strength, specifically studies referring to the millennial generation, 

because it is a generation in constant development and with vast purchasing power. This generation shows a great 

affinity for the use of technology and the search for more immersive and unique experiences, as seen in previous 
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related studies. Another important highlight is the need for these individuals to actively build their experiences, 

making them even more participative in the process and generating value in co-creating with the company. 

Therefore, intending to fill this theoretical gap, this study seeks to investigate the influence of optimism on techno-

logical readiness and co-created experiences in consumer experiences of the millennial generation and its possible 

relationship with customer delight. Among the results achieved by this research, it is considered that co-creation 

experience and optimism for technological readiness demonstrate a specific influence on the consumption experi-

ences of the millennial generation, which, in turn, influences consumer delight. 

In this sense, optimism's positive influence on millennial consumers' technological readiness can lead them to 

unique experiences, which may lead them to previously unimagined stages since technology can lead them to a 

memorable experience. This finding was never measured in studies related to theme parks and especially Disney 

parks. 

In addition, this research presents other relevant results. It can be explained that co-created experiences between 

consumers and the company are also apparent and have some relevance during the experience process at Disney 

parks. Thus, for the millennial generation, it is relevant, in line with previous studies that point to the explicit exist-

ence of active consumer participation. 

Regarding customer delight, it can be seen that it receives a positive influence from the experiences of the millennial 

generation. Given the studied literature, this result confirms the perspective that the experiences of this generation 

take this consumer beyond the scope of satisfaction, leaving them even more involved in the processes and enjoying 

experiences, using their most intense emotions and senses throughout the process, which will lead them to high 

degrees of satisfaction and the desired delight.  

Thus, it is possible to evaluate a redesign of the consumption of experiences in thematic environments such as 

Disney parks, which reaffirms the importance of observing the consumer in a specific way to generate these unique 

moments that will last in their memories. 

5.1 Theoretical and practical implications 

Regarding theoretical contributions, it is clear that the study has a distinctive character since no research was found 

that relates the constructs of Consumption Experience, delight, Co-Creation Experience, and Optimism in Techno-

logical Readiness applied to tourism at Disney theme parks. Therefore, it can be considered that the study improves 

the knowledge on the role of consumption experiences of the millennial generation, thus contributing to the ad-

vanceent in research related to generational consumption and consumption experiences. 

Considering the academic scope, no studies were found in the researched bases that related technological opti-

mism and consumption experiences in theme parks, demonstrating a valuable contribution to the literature on the 

subject. Regarding co-created experiences in amusement parks, the amount of research that links the theme with 

theme parks such as Disney's is still incipient, again showing this study’s relevance to world literature. 

Still emphasising theoretical implications, the concept of customer delight in thematic environments is growing 

considerably, in the case of studies on theme parks, specifically the parks of the Walt Disney Company, due to the 

policy of attention to visitors offered by “cast on the scene”. Thus, even with a more comprehensive universe of 

studies, this construct’s relationship with the previously presented factors evidences a considerable contribution to 

the literature. 

Concerning practical implications, this study shows to be relevant due to the growth in the consumption of experi-

ences by the generation in focus and its growing purchasing power. Therefore, understanding the behaviour of this 

consumer can help the company in question, as well as all organisations based in the thematic entertainment sec-

tor, to understand a little more of the profile of this consumer, who has specific wants and needs that are shared 

with other individuals. 

In this research, it is found the importance of increasing the use of technology by the millennial generation in the 

experiences in Disney theme parks, which can demonstrate a character of originality and innovation for the experi-

ences in the attractions present in the parks, as well as in the use of applications that help consumers and interact 

with them during all stages of consumption, lasting until their memory phase. 



Santos, R. C., Costa, M. F. 

 

RBTUR, São Paulo, 17, e-2746, 2023.     13 

 

 

Therefore, the importance of co-created experiences in a practical context is also worth noting. As previously men-

tioned, co-created experiences depend on the company's interaction and the consumer's active participation, re-

flecting the generational profile. The researched generation is a significant holder of purchasing power, implying 

more business generation and later customer delight. Companies in the entertainment segment, such as Disney, 

must continue and massify investments in this format. 

Therefore, by improving the factors in question, these institutions can offer even more immersive, unique and mem-

orable experiences to theme park consumers with this purchasing profile, generating more value, involvement and 

increasingly strong demand. Therefore, companies should consider this evidence for more significant customer ac-

quisition and retention. 

5.2 Research Limitations 

Even though this is an innovative study that shows theoretical and empirical advances, it has some limitations that 

can be addressed in future research. Therefore, conducting a qualitative study to seek other factors influencing this 

demand would be an interesting contribution; the survey was conducted virtually due to the COVID-19 pandemic. 

This methodological choice made it challenging to mitigate possible problems and difficulties with filling out the 

instrument, preventing data collection at the research site. There were also no possible differences in results be-

tween the different types of theme park groups. For this reason, it is impossible to state precisely that the findings 

of this study apply to the different types of theme parks 
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