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The Causal Relationship Model among Experiential
Marketing Strategy, Customer Relationship
Management and Marketing Performance-An Empirical
Research of Hotel Industry in Taiwan

Chung-Li Chou
Chaoyang University of Technology
Cheng Chen
Chaoyang University of Technology

Abstract

The research on the integration of experiential marketing, customer
relationship management and marketing performance paid insufficient
attention. Systematic sampling was adopted and mailed the questionnaire to
600 hotels in Taiwan hotel industry. There were 119 valid respondents
received from the survey and the retrieve rate of valid respondents was
19.83%. Utilizing SPSS and AMOS, the frequencies, reliability and validity
analysis, exploratory factor analysis, LISREL statistics were conducted. The
empirical results include as the following: (1) Constructing a complete
causality relationship model. (2) The experiential marketing strategy
significantly influences the customer relationship management. (3) The
experiential marketing strategy significantly influences the marketing
performance. (4) The customer relationship management significantly

influences the marketing performance.

Keywords: Experiential Marketing Strategy, Customer Relationship

Management, Marketing Performance
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