
 iii 

121 

( )

320

297 213 67%

(experiential marketing) (relationship 

strength) (customer satisfaction) (customer 

commitment) (bonds)

 

https://etds.ncl.edu.tw/theabs/service/search_result.jsp?hot_query=relationship+strength&field=KW
https://etds.ncl.edu.tw/theabs/service/search_result.jsp?hot_query=relationship+strength&field=KW
https://etds.ncl.edu.tw/theabs/service/search_result.jsp?hot_query=relationship+strength&field=KW


 iv 

The Relationship between Experiential Marketing  

and Business-Customer Relationship Strength 

Student: Tzu-Fang Fu                          Advisor: Prof . Chien-Heng Chou 

C h i n e s e  C u l t u r e  U n i v e r s i t y 

                                         A B S T R A C T 

In recent years, firms have paid much more attention to how to keep long term 

relationship with customers. Since customer needs are dynamic in nature, firms must 

response to the change in customer needs in time in order to attract new customers and 

retain old customers at the same time. In order to meet the latest trend of customer 

needs, the concept of experiential marketing has emerged, with an aim to provide 

customers with more added-value through experience of sense, feeling, thinking, action, 

and relation. The purpose of this thesis is to investigate the relationship between 

experiential marketing and relationship strength.  

Customers of restaurants were chosen as respondents. 320 structured 

questionnaires were distributed to the students of Chinese Culture University through 

convenience sampling method. 213 completed and valid questionnaires were returned.  

The results of the research show that experiential marketing was indirectly and 

positively related to relationship strength through customer satisfaction, customer 

commitment and bonds. In addition, experiential marketing was also directly and 

positively related to relationship strength. Furthermore, this study finds that direct effect 

is higher than indirect effect. The theoretical and practical implications of this research 

and future research suggestions are discussed. 
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