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Experiential Marketing Applied Research 
in the Theme Restaurant 

Hui-Chu Tseng 
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Abstract 

This article selected topic is derived from the concept of experience marketing which has 

risen in recent years. In the current economic environment, the role of the traditional marketing 

greatly abate and experiential marketing now has penetrated into every corner of the market. 

The emerging theme restaurant in the market is the application of experiential marketing. 

Through a restaurant with one or more themes as the sign of attraction, it creates a specific 

cultural atmosphere for customers. Based on creative, unique and humanized experience, it 

emphasizes more in-depth communication with consumers to establish emotional connection. 

Thesis will select several domestic cartoon theme restaurants, using literature review, 

questionnaire survey, field investigation, comparative analysis to analyzes the current 

development status of domestic themes, the concept, characteristics and application of 

experience marketing. This article points out the insufficiencies, put forward reasonable 

suggestions for the long-term development of the theme restaurant, to improve the marketing 

strategy. 

Keywords The Experience Economy, Marketing strategy, Consumer experience. 

 

 


