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ABSTRACT

In recent years, rising consumer awareness and changes in consumption patterns,
consumer demand must master consumer demand in order to enhance the competitive-
ness and market share in the consumer market. With the changes in industry trends and
competitive conditions of intense, brand management is even more important, not only
highlights product differentiation, enhance-the brand image, but also the enterprises to
create a source of strength. Consumers now increasing emphasis on experience and
feelings in the consumption process, no longer only focus on product, also focus on the
buying process and artistic appeal. Therefore, by improving service quality, to provide
consumers with valuable consumer.experience,-enhance consumer satisfaction, and thus
achieve greater purchase intention the target.

In this study, brand image as in dependent variables, experiential marketing as the
Moderating Variable, and impact on consumers purchase intention research. Mainly
discusses good brand image would enhance consumers' purchase intention, and to ex-
plore the brand image in the consumer experience marketing higher satisfaction, will
enhance its purchase intention. Empirical analysis based on the practical experience of
the consumer brand clothing stores (chain) completed the questionnaire results showed:
(1) the better the brand image, the higher the willingness of consumer purchase. (2)
Experiential marketing relationship between the brand image and consumer purchase
intention has a significant moderating effect. Therefore, this study is expected to pro-
vide a reference to industry marketing strategies, based on the study results suggest that

business should enhance the brand image in order to enhance consumer awareness of



the brand, and by consumers for the experience and feelings of physical store sales per-

sonnel and commodities to improve consumers' purchase intention.

Keywords : brand image, purchase intention, experiential marketing.
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