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Abstract

This research aims to explore types of experiences and their effects on consumer
attitude and brand loyalty. By using Jimmy’s theme products as an example, this research
developsthe conceptual framework and questionnairesto investigate theimpacts of experiential
marketing on culture-theme products, based on relevant experiential marketing theories,
consumer behavior, and brand loyalty. The proposed measuring model in this research
encompasses two exogenous constructs, sensation and mind experience, as well as five
endogenous constructs, cognition, emotion, brand switching, brand fascination, and external
influence. To test our hypotheses, the proposed measuring model analyzed a pool of 152
sample users of Jimmy’s theme products by applying confirmatory factor analysis and
structural equation modeling analysis. The results show that sensation and mind experience
have a significantly positive influence on consumer cognition and emotion. In addition,
consumer cognition and emotion have a marked p ositive effect on consumer brand fascination
and external influence, but a noted inverse effect on consumer brand switching. These
findings show that experiential marketing has significant effects on consuming culture-theme
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products. Finally, based on the study results, this research came up with theoretical and
managerial implications and suggestions.

Keywords: Experiential Marketing, Consumer Behavior, Brand Loyalty, Cultural-
Theme Products, Jimmyspa
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