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Abstract

Experiential marketing focuses on the experience of customers to connect a company and a brand with
the lifestyle of customers that influences buying behavior. This study investigates how the persons who
experienced brand ambassadors for public relations as experiential marketing recognized brand equity, how
personal satisfaction accomplished as a brand ambassador influenced brand equity, and how the effects are
different based upon demographic information. The research methodology was a questionnaire distributed
to individuals who experienced work as a public relations brand ambassador. A total of 104 returned
questionnaires were analyzed by internal validity, t-test, and regression analysis with SPSS 12.0. The
results of this study are as follows: Experiential marketing through a public relations brand ambassador
positively influenced brand equity. The satisfaction at the company while working as brand ambassador
positively influenced brand equity. Experiential marketing influenced more men than women regarding
perceived quality and brand loyalty among brand equity. There is no significant differences regarding
career (bank or apparel) among brand awareness, brand image, perceived quality, and brand loyalty.
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o ZA T wg FHLAE HAllE AR, Bl 9 A H 32 Cronbach's o2 7022 Y
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A= Aqkol] AT EFEL BT e AH|R}9 e 702, B ojmx] #H F&2] Cronbach's o
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F9) A G o A e, BAE F4
S5 YR} 445 A7 440009 p<019] §2 FFo
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n g E3} AF EFZs AT 2
FHuS sgus t R F 3
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