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ABSTRACT
The main purpose of this study was to investigate the relationships between experiential marketing and consumer behavior of the
themed restaurants. The research then investigated consumer personality traits as a moderator, and examined its interactive effect
with experiential marketing to consumer behavior. The investigation was done by using questionnaire survey. Questionnaires have
been given to consumers who have made consumption in the themed restaurants, which includes * Mon C?ur” ,“ Traveler
Kitchen- Greece” , " Banana New Paradise” and*“ Carton King” . Total survey samples issued by the author were 350 copies,
323 copies of them were retrieved and 301 copies of them were valid retrievals. The probability of total retrieval and effective
retrieval is 92.3% and 86% respectively. The data were analyzed by descriptive statistic analysis, one-way ANOVA, independent
samples t-test, correlation analysis, and regression analysis. Conclusions and suggestions are made from the results of the study. The
findings are as follows: 1. The experiential marketing of the themed restaurants has conspicuously positive effect on consumer
behavior. 2. The consumer personality traits don’ t have conspicuous moderation effect in the relationship between experiential
marketing and consumer behavior. 3. The residence of individual variables to the feel experience comes out a remarkable
discrepancy. 4. The degree of individual variables to experiential marketing and consumer behavior come out a remarkable
discrepancy.
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