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The Relationship between the Perception of Consumerson Experiential Marketing
and Consumer Price Sensitivity

Firms should manage to maintain low consumer price sensitivity that to enhance their
ability to extract price premiums and to improve their competitive advantage and long-term
profitability.

The antecedent variables of price sensitivity examined in existing literature have been
restricted to consumers’ characteristics, behaviors, attitudes, and firms’ short-term
promotion activities that influence consumer value perception. Basically, a price strategy
set up on the basis of these variables is reactive and short-term in nature. How to actively
influence consumer price sengitivity from a long-term perspective is the corner stone of
competitive advantage in the future.



Experiential marketing is an up-to-date marketing philosophy. By attracting
consumers to sense, feel, think, act, relate to the company offering products and the brand of
products, experiential marketing aims to increase consumer value perception actively.
Therefore, we argue that consumers’ perception on experientia marketing would be
negatively related to their price sensitivity.

Because the experiential marketing scale proposed by Schmitt (1999) is a basic but
rough one, the first purpose of this study is to develop a scale for consumer perception on
experiential marketing in the beauty parlor industry. This study used critical incident
technique in personal depth interviews to develop a scale with reliability and validity.
With this scale, the second purpose of this study is to test the hypotheses about the
relationship between the five experiential modules and consumer price sensitivity. The
results show that the five experiential modules are all positively correlated with consumer
price sensitivity. Theoretically and practically implications of the results are discussed.

Keywords. Experientiadl Marketing, Experiential Marketing Modules, Price Sensitivity,
Pricing strategy
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