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Abstract

With the popularization of smart phones, the mobile phone market has
gradually shifted from the hands of the seller to the buyer’s hands, becoming
a customer-oriented buyer’s market. In this study, the user of the iPhone, a
well-known brand of Apple Computer, was the subject of the study. It was
discussed the relationship among brand image, experiential marketing,
customer loyalty and repurchase intention.

This study was mainly for sample users who used the iPhone, to explore
the relationships among Brand Image, Experiential Marketing, Customer
Loyalty and Repurchase Intention. A total of 326 questionnaires were issued
in this study, and the valid questionnaire respond rate was 94%.

The results of this study were as follows: (1) brand image was
significantly affected to customer loyalty; (2) experiential marketing was
significantly affected to customer loyalty; (3) customer Iloyalty was
significantly affected to repurchase intention; (4) brand image was
significantly affected to repurchase intention; (5) experiential marketing was
significantly affected to repurchase intention; (6) customer loyalty had
complete mediation effect between brand image and repurchase intention, and
(7) customer loyalty had part mediation effect between experiential marketing

and repurchase intention.
Keywords: Brand Image, Experiential Marketing, Customer Loyalty,

Repurchase Intention
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