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A Study of the Relationship among Experiential Value ~ Customer
Satisfaction and Customer Loyalty From the Experiential

Marketing Viewpoint: The Case of Landscape Restaurant

Abstract and Keyword

This research is studying the Relationship of Experiential Value ~ Customer Satisfaction
and Customer Loyalty from the viewpoint of Experiential Marketing. From literatures review
by experiential marketing, experiential value, customer satisfaction, customer loyalty as the
primary measure of dimensions and submit six hypotheses. Questionnaire was adopted for this
survey, issued a total of 500 questionnaires, 453 valid questionnaires. This study applies the
Regression Analysis. From the research analysis and finding: There was positive relationship
between the “experiential marketing, experiential value, customer satisfaction and customer
loyalty”’; Customer loyalty could be predicted by experiential value; Customer loyalty could
be predicted by customer satisfaction.

Keyword: Experiential Marketing -~ Experiential Value ~ Customer Satisfaction -~ Customer
Loyalty
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