
.1134

mhshahri@alzahra.ac.ir    

sepideh.haddadi.m19@gmail.com   

4. Experiential Marketing

5. Customer Experiential Value

6. Brand Personality



1

2.  Traditional Marketing

3.  Bose, K. & Bansel, H. 

4.  Experiential Marketing

5

6

7.  Emotional Reponses

8

9.  Cristiane Vasconcelos Aronne, Maria Celeste Reis Lobo de Vasconcelos



1

2.  Cetin



1. Word of Mouth

2. Caru

3

4. Brakus et al.

5. Khan & Rahman

6. Corporate Brand Experience

7. Strategic Experiential Modules

8. Sense 

9. Feel 

10. Think

11. Act

12. Relate

13. Basaran & Ekici



1. Manhas & Tukamushaba

2. Hamzah

3. Customer Experiential Value 

4. Woodall



1. Zeithmal

2. Chen

3. Aesthetic

4. Playfulness

5

6

7. Wu and Liang



1. Brand Personality

2. Aaker

3. Azoulay and Kapferer 

4. Anggraenia and Rachmanita

5. Seimienea and Kamarauskaite





1. Hoch

2. Barkus et al.





Sense –

Feel –

Think –

Act –

Relate –

CEV

  Playfulness

  Service
Excellence

    
 Customer Return On

Investment

BP

Sincerity

Excitment

Competence

Ruggedness



 

 

  

 

1. SPSS and XLSTAT



EM1

EM2

EM3

EM4

EM5

EM6

CEV1

CEV2

CEV3

CEV4

CEV5

CEV6

CEV7

CEV8

CEV9

CEV10

CEV11

BP1

BP2

BP3

BP4

BP5

BP6

BP7

BP8

BP9



----

1

2



BEBPCEV(AVE)

1. Measurement Model

2

3. AVE

4

5



T

EM1

EM2

EM3

EM4

EM5

EM6

BP1

BP2

BP3

BP4

BP5

BP6

BP7

BP8

BP9

CEV1

CEV2

CEV3

CEV4

CEV5

CEV6

CEV7

CEV8

CEV9

CEV10

CEV11

1. structural model



 

-

1. Q2 (Redundancies)

2





“‘












