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ABSTRACT
The economy has evolved in to the era of experiential economy. Just provid-ing products and services can no longer satisfy
consumers' thirst for the new con-sumption pattern of having an experience. Enterprises should build a surrounding atmosphere for
consumption to improve the consumer experience; as a result, consumers may attach the experiential value to the brand or product,
in turn, en-hancing consumers’ willingness to purchase. Therefore, it is necessary for busi-nesses to design an experiential
environment, creating ambience, enhancing con-sumers' perceived value, thus increasing their willingness to buy. This study
ex-plores consumer response to the relationship between experiential marketing, perceived value and purchase intention of the
IKEA’ s Taoyuan Store. The results may be used as a reference for marketing strategies by the business industry. This study
references relevant literature, formulates a research structure, pro-poses relevant hypotheses and operational definitions for each
variable, and then designs a questionnaire. Using consumers of IKEA' s Taoyuan Store as the re-search subjects, a total of 405
copies of valid questionnaire are collected. The sta-tistics software SPSS18.0 is used to perform data analysis to validate the
rela-tionship between each variable. The results show that experiential marketing has a positive impact on perceived value and
purchase intention, and perceived value has a positive impact on purchase intention. The research results also suggest that if IKEA
' s Taoyuan Store wants to ef-fectively increase a consumer’ s purchase intention, they must adopt experiential marketing
strategies for various customer clusters, and a complete customer ex-perience management process, in order to enhance a
consumer's perceived value, and in turn increase a consumer's purchase intention and the return-customer ra-tio.
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