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論文提要內容：        

消費者評估準則是指消費者評估商品屬性及選擇商品之方

式，分為補償性與非補償性決策準則。在補償性模式中，消費者

會考慮將商品屬性不佳的部分，由其它較強的商品屬性來彌補；

而非補償性模式是指消費者對商品屬性之評比是獨立的，各屬性

彼此無法相互補償。隨著體驗經濟時代的來臨，消費者在消費時，

除了重視產品性能或服務效益之外，亦同時重視能否從消費活動

中獲得新鮮、愉悅之感覺，故以感性的體驗行銷來吸引消費者將

是未來的趨勢潮流。本研究引入體驗行銷策略，探討是否會影響

消費者資訊評估準則之變化，故本研究目的是以實證研究，探討

體驗行銷和消費者資訊評估準則之關係。 

本研究以結構式自我管理問卷調查法，以文化大學推廣部學

生、餐廰用餐之消費者與少數文化大學部學生為抽樣對象來發放

問卷，共計發出份數 450 份，有效問卷共計 176 份。 

研究結果顯示，在控制熟悉度、複雜度與涉入程度下，體驗

行銷之情感體驗與行動體驗對消費者資訊評估準則皆呈顯著負相

關；感官體驗、思考體驗與關聯體驗則未與費者資訊評估準則呈

顯著相關。依據本研究結果提出實務策略涵義及後續之研究建議。 
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Consumer information-processing decision rule means that the way how consumer 
assess and choose the attribute of the goods, divided into the compensatory and 
non-compensatory. In compensatory model, consumer will use the better part to com-
pensate the worse part. In non-compensatory model, however, consumer think refers to 
that the attributes of goods are independent. With the experiential economic coming, 
consumer not only care for the quality of products or the benefit of service, but also the 
feeling whether they care have the fresh and joyful feeling while consuming. Therefore, 
attracting consumers with the experiential marketing will definitely be a trend someday. 
This article lead into experience marketing to research whether experiential marketing 
influence consumer information-processing decision rule. Therefore, the study aims to 
explore the influence of experiential marketing on consumer information-processing 
decision rule. 

The data of research is composed of graduate students, undergraduate students in 
Chinese Culture University and customers of restaurant. 450 questionnaires were 
handed out in total and recycled 176 effective samples. 

As the results of the research showed that control of product familiarity, complexity 
and involvement, the feel experience and act experience have prominent negative in-
ter-influential relationship with consumer information-processing decision rule. Finally, 
the research provides advice to further research and practical management. 
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