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Abstract This study conducted an actual analysis on the effects of smart phone experience marketing
by brand on consumption value and purchase intention for Chinese consumers who are interested in
smart phone purchase experience or products. In addition, experience marketing was classified into
five components such as sense, emotion, cognition, behavior, and relationship. The results, In the effect
of the components of experiential marketing on purchase intention, sense, act, fell, and relate had an
obviously positive impact on purchase intention, however The result is that think does not affect. The
results of this study are more effective when considering the five components of smart phone
experience marketing. This The study will contribute to the projecting and establishment of long—term
experience marketing of smart phone producers by continuously providing experiences related to the

direction of pursuing brand image.
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Table 1. Demographic Variable

W Hle H (%)
A 275 (52.8%)
CE
o4 2454 (47.2%)
204 gk 72% (13.5%)
21~30A] 1389 (25.9%)
b 31~40A] 1694 (31.8%)
(o) ° ’
41~50A] 947 (17.7%)
504 ]’ 47 (8.8%)
200~ 29911 971 (18.2%)
300~ 39991 1449 (27.1%)
4 54
400~499%+H1 1614 (30.3%)
500 ~599%H1 1184 (22.2%)
Apple 1657 (31.7%)
Samsung 9574 (18.3%)
2upEE ) o
s Xiaomi 7073 (13.5%)
%
Huawei 120 (23.0%)
LG 701 (13.5%)
A 520
4.2 NFEel @018
B Aol 7 FE7ke] AAE A fate]

Cronbach’s Aipha7]®< AF&-3}2TH 18], Table 19
A B npe} o] gHe9] Cronbach's 3ke] 0.70]% 1
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Table 2. Result for Factor Analysis

. loadin | Crombac | Commu
Factor and items .
g h's « nality
1 .807 817
2 .886 811
think 3 862 1923 .816
4 .806 .689
5 .809 715
Inde
pend | experi 1 847 794
ent ential 9 864 743
Varia = marke
bles ting relate 3 .870 914 .818
4 .826 7117
5 792 677
1 877 .823
sense 2 878 .931 843
3 870 .831

4 794 .710
5 793 729
1 .802 .765
2 831 .766
act 3 .848 1922 .813
4 799 763
5 813 724
1 .845 797
2 828 .802
fell 3 .863 1929 822
4 .802 759
5 765 720
1 .885 .808
consu 2 .840 711
mption .894
value 3918 864
Dependent 4] M -681
Variable 1 857 784
purcha
se 2 861 745
L .882
ntentl 3 905 842
on
4 763 612
Kaiser—Meyer—01kin 91
Significance Probability .000
4.3 7VAH<
4.3.1 AuAR o] 2n)7px] el W X]= G
Table 3. Result of Hypothesis 1
Non— standardi
Standardization zation
del t
mode B Standard 8 B
Daviation
(constant) 1.436 207 6.943 .000
sense 083 .041 .089 2.055 .040
experi fell 199k .046 199 4.329 .000
ential e 117w 042 126 2783 .006
marke
ting act 1425 .048 138 2.937 .003
relate 096 .048 .094 1.996 .046
R?=.213 F= 27.871 P= .000 Dubin—Watson= 1.906
"p<.05, "p<.01, "p<.001
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Table 4. Result of Hypothesis 2

Non— standardi
Standardization zation
model Standard ! r
B Daviation s
(constant) 1.120 .213 5.268 .000
sense 088 .042 .091 2.116 .035
experi  fell 101 .047 .097 2.126 .034
;I;trfi think  .069 .043 072 1589 113
ting  act 1750 .050 .163 3.513  .000
relate 248 .050 232 4.997 .000
R?=.228 F= 30.381 P= .000 Dubin—Watson= 1.892
Notes: "p<.05, "p<.01, ""p<.001

4.3.3 27HA7F gl e wA= g

Table 5] At W=, Gt pgke w9 20]7}
A= ool SN+ TS 2 Alow A
FEof 7hdol A=,

Table 5. Result of Hypothesis 3

Non— standardi
Standardization zation
model S—— t P
Standar
B Daviation B
(constant) 2.266 167 13.592 .000
consumption - g5 043 352 8556 .000

value
R=.124 F= 73.213 P= .000 Dubin—Watson= 1.911

Notes: "p<.05, “p<.01, "™"p<.001
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