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A Study on the Influence of Experiential Marketing in Deluxe Hotel
Restaurants on Brand Personality

Ju-young Kim'
Dept.of Hotel & Tourism Management, Graduate School, Dongguk University

Abstract

The purpose of this study is to investigate the impact of experiential marketing on brand personality in
the hotel restaurant. Especially, it verifies the relationship between experiential marketing and brand
personality factors in hotel restaurants. Research methods targeting customers with deluxe hotel dining
experience draw detailed brand personality factors and hotel restaurant experiences, along with an
investigation of relationship between brand personality and strategic experience. As a result, among five
factors of sense, emotions, perception, behavior, and relationship, only action and relationship influence
competence, good feelings, activity, sophistication among five factors of competence, good feelings, activity,
sophistication and strength. Therefore, future research should include the comparison of brand personality
dimensions and the development of criteria for brand personality.

Key words: Experiential marketing, Brand personality, Sensory marketing, Emotional marketing,
Behavioral marketing
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<Table 1> Factor analysis on experiential marketing

sz a2 A 187 Al 55(2012)

Name of

factor ftem

Eigenvalues

distributed(%) Cronbach's

The hotel restaurant is rich in sensual appeal

The food of the hotel restauran stimulates my senses.

sense

The interior and exterior designs of the hotel restaurants stimulate my senses.

26.263 .606

Music of the hotel restaurant stimulates my senses.

The hotel restaurant is interesting.

The hotel restaurant provides pleasure.

The hotel restaurant makes me fall in the atmosphere.

Emotions .
The hotel restaurant makes me sensitive.

I like the hotel restaurant.

16.596 .866

The food of the hotel restaurant raises interest.
The services of the hotel restaurant raise interest.
The food of the hotel restaurant stimulates curiosity.

Perception

14.815 .871

The services of the hotel restaurant stimulate curiosity.

I want to share experience at this restaurant with other people.

Behavior

I'd like to apply the experience in the hotel restaurant to my diet.

10.008 812

I want to make dishes I had in this hotel restaurant by myself.
Experience in the hotel restaurant makes me think about my life style.

I can feel a bond with the hotel restaurant through experience there.

Relationship

Other customers who visit this hotel restaurant seem to mix with me.

8.288 918

Those who visit the hotel restaurant seem to be ahead of their time than others
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<Table 2> Factor analysis on brand personality
Ei 1
Name of factor Item dislt%ieliltlz;(e"/i) Cronbach's
Competence Successful, Huge, Confident, Professional, Leader 22.006 929
Good feelings  Honest, True, Real, Healthy, Realistic 16.764 .873
Behavior Young, Free, Fantastic, Up-to-date 13.778 .876
Sophistication Feminine, Tender, Fascinating 13.293 905
Strength Masculine, Rough, Robust 10.001 738
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<Table 3> Effect of the hotel restaurant experience marketing upon competence
Unstandardized Standardized
subordination  Independent Coefficients coefficients Significance
variable variable B Standard Beta probability To!ergnce VIF
error limits
(Constant) 2.527 .363 6.969 .000
Sense 1 .015 .100 .015 .149 882 .613 1.631
abili sense 2 116 .099 127 1.168 245 .503 1.987
v feel .105 .103 .104 1.018 311 .564 1.774
Act -.048 077 -.060 -.633 528 .656 1.524
Relate 255 .069 343 3.696 .000** .692 1.446
R? = 198 Modified R>= .168 F =6.664 p = .000**

#p<0.05, **p<0.01
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<Table 4> Effect of the hotel restaurant experience marketing upon good feelings

Unstandardized Standardized
subordinatio  Independent Coefficients coefficients Significance
n variable variable B Standard Beta probability To!er?.nce VIF
error limits

(Constant) 1.654 .368 4.492 .000
Senses 1 .013 102 011 124 902 613 1.631
sincerity sense 2 131 101 132 1.299 .196 503 1.987
feel -.091 105 -.083 -.867 .388 564 1.774
Behavior 143 .078 .163 1.836 .068 .656 1.524
act relation 350 .070 432 4.985 .000** .692 1.446

2 =300 Modified R*= 274 F =11.554 p = .000%*

#£p<0.05, **p<0.01



40 gtz ske)#] A 188 Al 53(2012)

<Table 5> Effect of the hotel restaurant experience marketing upon activity

Unstandardized Standardized
subordination  Independent Coefficients coefficients Significance
variable variable B Standard Beta probability To!er?mce VIF
error limits

(Constant) 1.117 391 2.856 .005
Senses 1 .098 .108 .082 905 367 613 1.631
activity sense 2 .190 .107 178 1.777 .078 .503 1.987
feel 118 11 101 1.067 288 564 1.774
Behavior .004 .083 .005 .054 957 .656 1.524
act relation 315 .074 361 4225 .000** .692 1.446

R? = 316 Modified R>= 291 F =12.495 p = .000%**

#£p<0.05, **p<0.01
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<Table 6> Effect of the hotel restaurant experience marketing upon sophistication

Unstandardized Standardized
subordination  Independent Coefficients coefficients Significance
variable variable B Standard Beta probability To!er'fmce VIF
error limits

(Constant) 1.266 452 2.800 .006
Senses 1 .080 125 .062 .642 522 613 1.631
refinement sense 2 .066 124 .057 .536 593 .503 1.987
feel 233 128 183 1.812 .072 564 1.774
Behavior -.009 .095 -.009 -.097 923 .656 1.524
act relation 278 .086 295 3.225 .002** .692 1.446

R? = 221 Modified R>= .192 F =7.661 p = .000%*

#£p<0.05, **p<0.01
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<Table 7> Effect of the hotel restaurant experience marketing upon strength

[>

Unstandardized Standardized
subordination  Independent Coefficients coefficients ¢ Significance
variable variable B Standard Beta probability To!ergnce VIF
error limits
(Constant) 3.123 .501 6.236 .000
Senses 1 -228 138 -177 -1.652 .101 613 1.631
streneth sense 2 .022 137 .019 162 .872 .503 1.987
et feel -.015 142 -.012 -.105 916 564 1.774
Behavior .052 .106 .050 488 .626 .656 1.524
act relation 188 .095 .198 1.968 .051 .692 1.446
R? = .054 Modified R>= .019 F =1.552 p=.178
#p<0.05, **p<0.01
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