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The purpose of this study was to develop a scale for evaluating experiential

value, which pertains to the value of experiences such as usage and possession rather than the
material or monetary value of products or services, and to examine its validity. In this study,
valuable experiences were objected as autobiographical memories which had important meanings for
participants and methodologies from memory research in psychology were applied. Results showed that
the high experiential value consists of five factors: "satisfaction,® "gift,” "identity,” "aesthetic
appeal,” and "intimacy." Furthermore, the criterion-related validity of this scale was confirmed
because the hypothesized correlations with related scales were generally observed.
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