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Abstract
At present, we have ushered in the era of experience economy. The changes brought by the era of
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experience economy are obvious. Today’s exhibition not only needs to meet the basic needs of the
audience, but also needs to meet their individual needs. Only by integrating more experience ele-
ments into the exhibition can we improve the experience value of the exhibition. In recent years,
there are few studies on the exhibition industry from the perspective of customer experience val-
ue, and there is no in-depth study on the relationship between exhibition experience value and
customer satisfaction. Therefore, this paper hopes to introduce the concept of experience value
into the discussion of influencing factors of customer satisfaction, and in accordance with the ac-
tual situation of experience value of Guangzhou B2C exhibition under the macro environment of
experience economy, study the influence of different dimension factors of experience value on
customer satisfaction for theoretical discussion and empirical test. The aim is to provide theoreti-
cal reference for the upgrading and management of B2C exhibition in the perspective of expe-
rience value.
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Figure 1. Research framework
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