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ABSTRACT
In marketing area among business domain, every service has numbers of means and methods to bring the benefit for the customers.
Our research is through percievied value to review experiential marketing and customer satification and have interference effects of
brand image. The study focuses the customers of chained coffee store, and non-chained coffee store. The total effective
questionnaires have 186 copies. The research result presents (1) the better experience customer has, the more customer satification is.
(2) Experiential marketing and customer satification will via Percievied value to achieve. (3) The relationship between experiential
marketing and customer satification is not affected by brand image, whether brand image is good or bad. Finally, the research also
discusses the implications of all results for the further suggestion.
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