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A study of aesthetic experience affecting word-of-
mouth marketing strategy of the cultural and creative
products — taking the Forest Bureau Calendar as an
example
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Abstract

The purpose of this study is to explore customer purchase intention behavior
and investigate word-of-mouth marketing and discuss how aesthetic experience
affects people's purchase intention and brand loyalty. The object of this study is
the people who use the Facebook platform. After statistical analysis, it is found
that word-of-mouth marketing has a significant positive impact on aesthetic
experience; aesthetic experience has a significant positive impact on purchase
intention; purchase intention has a significant positive impact on brand loyalty;
word-of-mouth marketing has a significant positive impact on purchase intention;
word-of-mouth marketing has a significant positive impact on purchase intention
through aesthetic experience. In the study, the research subjects were divided into
whether they had seen the Forest Bureau's calendar. It was found that those who

had seen the calendar indicated that they had already had support for the brand,



and word-of-mouth marketing had a higher positive impact on purchase intention,

and there is no significant positive effect on purchase intention.

Keywords: Aesthetic Experience, Word-of-mouth marketing, Purchase Intention,
Brand Loyalty.
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