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Abstract

Today, people can use their smartphone to take a photo easily and share the photo to friends. Smartphones have monycamera
applications to help modify users' photos. Moreover, many smart phone camera APPs in Apple store or Google market,
smartphone users can easily get them for free or bill. If users do not understand camera App which is suitable, users can download
the experiential APP to test its function. In this research, we use experiential marketing, eWOM, satisfaction and perceived value
to survey purchase intention of consumer on smart phone camera APPs.

The results are as follows: (1) The top 5 useful functions of respondents are photo editing, photo puzzles, scene mode, beauty
mode and effects. Moreover, there are 12 camera applications in beauty mode and 46 camera applications in effects needed to be
charged. It means that beauty function and effects mode have more business opportunities to increase company’s revenue; (2)
Experiential marketing and eWOM have a significant and positive effect on perceived value and customers’ purchase intention
desire. If beauty function and effects mode can be downloaded and used for free, it might increase company’s revenue in the
future; (3) Experiential marketing and eWOM have a significant and positive effect on perceived value, and perceived value has a
significant and positive effect on satisfaction and customers’ purchase desire.
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4> APP Store 572 Google Market Stz APP G5 2 Dike, 18 ¥ {87 FH 3 A8 Lo 2 APP ThRe AR B
R FLCR,  DRIEAE o B T RS B is, F e IR ThRE AT S M AR . RS APP Rt i TRE,
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BARAT S22 w48 T B3 RIS A 880, I IRIR 2 s R O E B b i AME E 5, Wy & & sy
R 2R (Mathwick %%, 2001) 2. Dwyer %5(1987) PR 2 b 2 S (L E R HOBUBRIE I, SEREIR N 1M
SR T R . R AR IIAT B RN, I RRR B A B RS2 S BB, T8 P W) 8 W % IR B 2 (Carbone,
1999) M1, 54N, 5S35 3 A9 B 1 1 (eWOM) [z BE 32 354 A i B i (Purchase Intention) & 8835 IE T s 2, [
B % (Purchase Intention)¥f//A i B 1T Z(Purchase) /7 83 IE S22 (Cheung %5,2012) VA, BI7E 23 4
T EE S AN E M B S ANE TR, T AR RS O E S R AR B G AR AT LR s 2 . AR, 97.9%11
BRI B AEBATIE E 2 AT 2% 13.9 SS49E% 1118 (Doh 2£,2009) P, Monroe %5 (1985) F=126 BF f ] 2 %477
P o P R0 ot IR R R A A P R A 2R A Al

fiE 3R 7E APP store 5%, Google Market, 15ZAHRE APP 4 i8i# 200 i LA . 7E% & APP £ 1h4E,
BHEEAH A SHEAH . A PEE . Bl SRR QR HSHEEIIGE. . 5F. B LTRSS T A Y
BEAT SH AR FL AN BB AE S B, TN B T E R, WARLAG RS APP AT H T HEERS,
5] AR SR .
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825 FFES Smartphone B Tablet 5535 & 140, #H8)4EK APP E{H EFb, 2012 4% 132 {83t
APP f£ 2008~2010 4 A £ ZE W LLBL O R sl B 2y 32, 2011 LB RS 20 54%, FEH5ELE In-APP
Purchase )24 SO w2 BUAC B 3 Rl 8. FHAL A 2015 4E, In-APP Purchase 5§ il 2 =5 1) APP 5 i 7Y
e, fLEHRENL 45%, B BT U E Al 28%.
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A A 118 T 5t 2 R I8 A RIS SR HE R 4 & i — SR IR A A .
2 b PR AT A [ A B 2 A R 1T 8 8. A LINEcameraif§ 45t AN Y58 Al BN, Af
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S LB A 2 MR BTS2 A . IBETE B BORRE LR, A ERRE N
IZr~N %Q
e 4 TSR R A B CUR AN R SR BT I R AR R . BN OGEEIER . Roess. BRI
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Howard & Sheth (1969) P12 7 7 i 155 A BEU2 S0 A 1 10 S PO A L BIROPE 15 PO S e AT AR A, Bl L
O PRI L FERE o Day(1983) PO 22 2l R R AR RE AT B R 2 AR, AN B A S R O R
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Cina(1989) P32 2 1 75 A Vi 2 A B (1 ISR BUIR A5 IO AC B R B0, #0301, RS &3, Engel 2%
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1.3 BEESITEN

AR G JF B — R PR R R R SR, TR — B RO 1B R (Carbone, 2004) M7, 75 4T 85 15t A LR 25 1)
ST BH PR R A L 2 A D RE BRI, R AR AR EN O BB AE, S I A B ] R ) R T (Schmitt,
1999) ™, Schmitt (1999) POV 2 Bl B 4T 5 A4l 2 46 IR X DR 2 B FPEA% , IO RAT 7 S L Bh ik, s 2k 2
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Schmitt(1999) PP R il it 7T LA S 1), A SRR 20— I (RO M SRR (0t 7 R0 067 B 1 T 32 v
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AR . R RN, AT A KB B EE, BORFA DI B A s O B SE RE A1 LG A S B
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B APP, JH B E i BRI A EE . Fr2 M APP AL G B R A, DT B T DL R
BEATREER A AR . EHEE R AR, MEEAETEE. G LIREERRIRBERI T
H3: f#52 APP 88 E1% 1E A 52 28 50 5 M (E

Anderson & Sullivan (1993) M2 7B 1 € B 80 B SIS F W A2 . Ulaga & Andreas (2006)
(30 R B S5 A i 2 P R B TR i S . 2 f1%%(2009) HR e s BB M S B IE I S 2 B
SRR B4R 5 (2013) P 1 L4 A B e S (S R 2 R BB R )

EOH BE S D H T BT E) APP TR, RIe ARSIk APP AR . FERSBRTTIY B A
WATE) APP &5 WIEME, 7EBSBRidfErh e TE) APP B A BB, B2 MERINAMEE. 2% Lk
LH AT, MEAEERWNEE R IERRGR. 286 LR AR AR R R

H4: $E52 APP 151 BL R IE 7] 5 800 =R

Cronin %5(2000) PH& t 15 (2 2 R 2 U 5 i itk 4 1) 42 ¥ B2 B3 . Monroe & Kerishnan (1985) M4
HAEEAEES T8N & TR ] 50, 5 a8 A Jn 8 4 Ry B 1 i B =0 .
Swait & Sweeney (2000) P2 H n R G 2 S S B S REIN N K 2 — . AT 8 S R A S0 AR R — R B
EEnH B RS En . RSB 2 NTERREE, W HE R A EEERET TSR, 426 LR EH mit
HBRER T

H5: 152 APP [ A0S B H 1E 7 52 280 H SRR

Cardozo (1965) M8 i % 364 75 it P0G 25 & S 28 LI B B FH.  Anderson & Sullivan (1993) M2 2 &
B 2 A e T 0 S0 L A% 1 R R LS B 2 A5 L. Ollsen & Johnson (2003) M7
BT H A ) 2 L AC 2 BUIR A B RE R BT A B AR B, RN R EIRL . 1TE) APP FEMI I 2% H A O
A AR B INATE) APP IIHERMEAR, 7EASH fo & Nl —BeRp 4, BB & AR B s PR 7k 2, It
EZRFEA [HEERN RS ] o DIREEFTIREBIER A, WERRYEHEAWMEEHRNEZ —. 5%
b B RGER W T

H6: 52 APP (13 = B IE [) 52 22 il B i

3 ER o
3.1 SURMEHE ST

A FEERERIFA L VL, FI AL S S5 A i G IR . SE50Re ] 49 2014 4F 4 1 H& 4 7 30 HE,
Lk E 320y, PR BB ILAE 300 1A S

PR R e Hh M 64.33%. B3Pk 35.67%; FEE £ 1E 30-39 KM, i 66.67%; FHiRA 20-29 5%, H
20.00%. N FEFINZLE 52~117 B G, £ 47.33%; FLIRkA 20~52 BJG, £ 36.67%. KAl =R
TR oA 1 5 3/NRe [ 32 5 /Mg, B %% 32.33%.
—. FHENEEEE R

RIEFETH 99.67% (1) 57 5 (% 8 -0 P s AR BT R . IR TR N AR DhRETf & . #R4ER 4-5 9%
B 94.339% % FH o HE I A i Th A6 80.0096 15 F ol 3 it 4 i R ThBE;  42.33%(43.00%) i FH o5 5 i I 8% 1) RE 5
1.00% 5 5 516 5l {5 FH 4t
T BRECAPPAHIEE KL bt

RIS ST 88.67%IMI 25 [ ik APP, 11.33%3% A 1% AiA MR APP. Bl |- &5 rh i 4G 14 FH i@ T-4%
N IIREE 2 T 11%. FIE, dF22aia manmEn b, sUlFRNEm s E.

B APP SRALE ZICHIThAREAA M H 6. iBIBIS L IhAE, AEsEIR 815 A B A Ml e A0 FiE s
iR REHET, 5B 64.00%0M 5257 A Bith 5 fd FH i@ 4m i AH Fr Dhfe;  60.00% F Hi sl (i FH a8 AH Fr 4 1 )
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S

Rt 49.87% A HiiE B A5 e X 4100004 FE it B8 A 36 AR B2 A0 Fr D BE: 32.33% A Hi it B {5 FH ith 55 25
ROR ;s 28.00% A i sl Af A RF AL D BE s 26.33% A HEiE Bl {F HIG R ARG E DIGE:; (E£F 7.67% %A Hid sl fff
Fi s APP TR LT RE .

WK IR & RS2 5 A TR A D Be B2 APP SRALIDIRE, AmiEAH A A2 B S Bl s
Z iR,

7£ APP store 2 Google Market 2 #52 APP J5 i, 52ahi7a Blid el fdf i i APP ERIA ARLL, Kath
72.33%HE 3% B0 A A i LINE camera; 57.00%%& i 5l ffi FHi# Camera 360: 57.00% 5 it mii {7 FH i 3 [ 55 75 ;
39.33% itk B {5 FH it AH v 4H G s 36.00005 16 B A FH it V2 AH A% 16.33% Hiif Bl (i A4 Cymera-3& & 38 21 ;
9.67% 7 Hill it 5 A FH it 4% ] cute.

&R 4T, LINE camera f& 52554 0 FH HE i@ sl ] APP HE44 55 —. LINE camera HA B2 B E
RO FERA R ()R ] 5 A FCAR [ AE L R FH S R 20 R A S 1 e [ 2 A SRR 4 = . LINE camera /2 % 2
TEREES, TR TR ANE IMERCR, SR TR B R AR BN, SR L A
AT ER A TR SR I A A

Camera 360 #5352 5f# O i B A A i APP HEA 28 =, LR APP A % & AT B RA, AT B lE
FaIBEAR, AT B AL G B RO 2 F A — 3, (T B WA % HelloCamera, %t B fit A%y Camera360. fIIfE
BRERATERA, T EMAHREEDIREZ | 5 BN A PHEDIREZ T s MR . S 2 T
SAERI. BHEMIRZ T S FBHE, BRI Z 1 5 MR .

3.2 1&E APP IhEEHIESK

B JPS 52 50 B APP DHREM FoRtat Wik 2 o, JEC APP THBEM 5K AR ERAH A Shae At T
B8 6.05; HLORAFEM T ThRe, P 577 SR AR PHEDIRE, B 5.59; SBIURGREA, oF
P8 5.29; HIHERBNCR, TP 5.06; HULR RIS & L AR APP IRy SEAWBEA Fr . SR 3AH A
R SR 3 S S BRROR

*® 2 ZEhEHRES APP IhgEMRT R

IR A 2 P8 e
A A F 6.05 1023
gﬁ%*ﬁﬁ 577 1044
[ 5.59 1335
s 5.29 1321
REHCR 5.06 1.448
R 4.85 1.439
! 4.80 1.509
IBHERCR 4.80 1.417
QR 3.80 1.644
i 3.75 1.454

i R &R HTEL Camera360(HelloCamera) i APP LL#Rf% 3531, 4Bt AT B E R, B AREY
APP THAEF RIGAT 4 . BRBE A W) vl INs@iE 7 Ihae, R E e T ET &,

3.3 REHEYE S

AHFFLLAL SPSS M PLS #RESHEAT (5 FLERHUE /M, 7EA5JE_EAEH] Cronbach’so 1 2y BT STl B AR ME, B
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TN FUAE SRR A — B . PE R BRSO RE DS RS, A A AR e, FEUSCBOSRERS 7 ()4
HIEEE(CR)LZARIL 0.7, (=) P58 AR (AVE)YH LA NR 0.5, AR T K CR A1 AVE {873 73 A H8
B547 8K 0.837 A1 0.631. ZNELHAE 0.918 F1 0.736. Wi JE 45 0.944 F1 0.848. i H = FHA 0.879 1 0.785. DL L
BUE B AFE Hair 5 (1992) BAROREYE, BRI AT 3R ACHT 5T B A W RORE . SRS TAH RS R . T 15 SR B DL
MAAGERERE 3:

RITMBRENE. HAGEREENE

W AVE HERRE i3
e mAT 58 0.631 0.837 0.709
e mp 0.711 0.925 0.898
HEREAE 0.736 0.918 0.881

T 0.848 0.944 0.910
i H RBH 0.785 0.879 0.726

R4 Ry ORI )RR, A T )1~ 249 588 S AR U5 AR A RO LA T 2 e F) A ol 4 B
1.

FETH HRERAT SN e qmp MBEE WEE BEER
RYERAT H 0.794
A% 0.434 0.843
HELEE 0.41 0.507 0.858
W 0.438 0.47 0.758 0.921
M E AR 0.343 0.504 0.596 0.61 0.886

34 WMREERBELER

AWFFL LA SPSS Fl PLS &t n TR A8 AT B BERTY )M, FEEEEPER /> B 1EF] p value < 0.001 1 FIHE1E,
PEARHF TR 1 2IMEER 6 B aior, S AH B EUE an2k 5 DL IE 2 Fios.

* 5 SEMEELERR
BRRR TERNRE (Beta) t-value R B R
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