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The Influence of InBloom's Craft Classes on its Brand
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Abstract

The research investigates the influence of InBloom's craft class on its brand
and investigates how experiential marketing influences brand loyalty and brand
reputation. The study is based on 219 people who have been interested in craft
class and paid close attention to creative Industries.The overall effective samples
were 219, and the response rate was 100%. Our study has the finding as below:
First, Feel marketing has a positive influence on brand loyalty. Second, Think
marketing has a positive influence on brand loyalty. Third, Act marketing doesn't
have any influence on brand loyalty. Fourth, Relate marketing has a significant
and positive influence on brand loyalty. Fifth, Feel marketing doesn't have any
influence on brand reputation. Sixth, Think marketing has a positive influence
on brand reputation. Seventh, Act marketing doesn't have any influence on brand

reputation. Eighth, Relate marketing has a positive influence on brand reputation.

Keywords: InBloom, Experiential marketing, Brand loyalty, Brand reputation,
Craft class.
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