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ABSTRACT

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.

Keyword : experiential marketing, decision rules, non-compensatory decision rules
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