
A study on the relationship among experiential marketing, consumption emotions and
customer response / 陳琬婷 撰 .- 彰化

陳琬婷、呂崇銘, 熊婉君

E-mail: 354781@mail.dyu.edu.tw

ABSTRACT

With development of the economic and the change of lifestyle, people pursue more spiritual satisfaction. Touched the hearts of

consumers will bring huge business opportunities. Therefore, this study investigates the relationship among experiential

marketing,consumption emotions and customer response. The study used purposive sampling method. The samples consisted of

grade five or six students of elementary school in Xitun Dist of Taichung City who has been to Formosan Aboriginal Culture

Village.There were 445 questionnaires distributed, 423 questionnaires were recovered and 370 questionnaires were valid. The

response rate was 95.05％. The effective response rate was 87.47％. The data in the study was analyzed by SPSS 12.0 and AMOS

19.0. The results are as following： 1.Experiential Marketing has a significant positive effect on customer response. 2.Experiential

Marketing has a significant positive effect on consumption emotions. 3.Consumption emotions have a significant positive effect on

customer response. 4.Consumption emotions have partial mediating effect on Experiential Marketing and customer response.

Finally, based on findings of this study, suggestions were provided for industry as a reference.
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