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A B S T R A C T 

Involvement is an critical determinant of consumer behavior. Different level of 

involvement leads to different models of consumer information processing and has an 

impact of the effectiveness of firms’ marketing efforts. Therefore, firms should pay 

attention to the possible impact of their marketing strategies on consumer involvement. 

Since experiential marketing is one of the latest marketing philosophy that is aimed to 

affect consumer behavior through the experience of sense, feeling, think, action, and 

relation. The purpose of this thesis is to investigate the possible impact of experiential 

marketing on customer involvement. 

  The data source of this study is the customers of eating at restaurant. 418 structured 

questionnaires were distributed to the students of Chinese Culture University through 

convenience sampling method. 289 complete and valid questionnaires were returned. 

The results of the research that controlling for the effects of perceived risk, price 

perceptions, product knowledge, product attribute and consumer’s self-confidence, 

sense experiential, feel experiential and relation experiential are positively and 

significantly correlated with product involvement, support our hypotheses. Think 

experiential and act experiential are negatively and significantly correlated with product 

involvement, support our hypotheses. Finally, the theoretical and practical implications 

of this study and future research suggestions are discussed. 
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