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The Effect of Brand Experience on Consumer’s
Responses: The Moderating Effect of Self-
construal and Gender

Xu Sheng Yu Mingyang Xue Ke Zhou Guang

Abstract: Based on 207 surveys conducted by consumers
with an actual monthly income of more than 10,000 RMB, this
study explores the effect of brand experience of high-end brand
on consumer’s responses (purchase intention, willingness to
pay, and forward intention), under new media circumstance.
It further tests the hypotheses and the findings of empirical
analysis show that brand experience has significant effect on
consumer’s responses. Meanwhile, self-construal and gender
moderate the main effect.

Key words: Brand experience; Purchase intention;

Willingness to pay; Forward intention; Self-construal; Gender
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