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The Relationships Among the Department Store's Marketing Mix,
Experience Factors and Store Attitude
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Abstract

In this research, the object is to analysis the impact of
the four dimensions of Marketing Mix, product, price,
place and promotion on store attitude, At the same time
as mediating factors of relationship between Marketing
Mix and customer attitude, experience factors, such as
sense experience, feel experience and think experience
are also analyzed, The results show that the promotion
has a significant effect on sense experience, and place
also has a significant effect on sense experience, feel
experience and think experience, Another important
result is, experience factors, such as sense experience,
feel experience and think experience have significant
effect on store attitude,
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