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ABSTRACT: Currently, the experience economy, as a new form of economy is 

developing and following the service economy. The experiential marketing is the 

product of experience economy and it is increasingly used by more and more 

enterprises. A good way of carrying out experiential marketing improves 

consumers’ user experience when they do shopping. Nevertheless, there are some 

issues regarding the existing marketing strategy that need to be looked into. The 

purpose of this thesis is to try to find out Chinese consumers’ attitudes towards 

experiential marketing. IKEA, a Swedish furniture retailer, has a large number of 

stores in China and IKEA is widely known for its experiential marketing. It seems 

appropriate for a case study on the Chinese consumers’ attitudes toward 

experiential marketing. The case study method has been chosen for doing this 

research, and the research is conducted from a consumers’ perspective. This thesis 

first introduces the background of this kind of marketing strategy and explains the 

basic theory of it and then, analyzed according to IKEA’s actual situation of 

implementing experiential marketing. How IKEA applies experiential marketing 

mode and makes full use of its characteristics is studied, especially from Chinese 

consumers’ perspective. The analysis is based on Chinese consumers who belong 

to different age groups. 

Keywords: experiential marketing, customer age, IKEA, China 
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I. INTRODUCTION 

  As economic development enters a new stage, we have gradually entered the 

era of experience economy. As a product of experience economy, experiential 

marketing has received more and more attention. Enterprises should seize this 

opportunity to make themselves stand out in the competition. As it is pointed by 

You-Ming (2010), market share is an important factor in determining the success 

or failure of a product in tradition. In the contrast, today, the determinant 

emphasizes the mental share of attitudes, which is the significant part of product 

must present. The research shows that experiential marketing does increase 

customer loyalty. When implementing an experience marketing strategy, 

companies need to think about whether this method can effectively enhance the 

customer's experience value and introduce it as an indicator of the enterprise's 

introduction to experience marketing. In addition, customers have significant value 

in sensory, emotional, thinking, action, and connected experiences. Companies 

must be able to motivate customers' positive emotional experiences when 

developing marketing plans. 

“Experiential marketing is everywhere” (Schmitt, 1999a). It has far-reaching 

influences on firms with the come of experience economy, especially on the 

marketing concept of firms. As Schmitt (1999b) defined, experiential marketing 

redefines and redesigns a new approach to marketing based on sense, feel, think, 

act and relate. That breaks through the limitation of traditional marketing, which 

assume customers are only rational buyers. It thinks that experiences during pre-

sale, sale and post-sale are the key to study consumer behavior and the evolution 

of company’s brands 

   According to Shi (2012), in China, where people have already met the basic 

subsistence needs and then turned to the pursuit of higher spiritual needs, 

consumers begin to increase the consumption in the spiritual dimension and pay 

more attention to integrated feeling. At this time, experiential marketing has 

become popular. However, this concept, which came from Europe, still has some 

problems when implemented in China. The economic situation in China is different 

from Europe, there exists a great gap between them. And because of the cultural 

difference, it is hard for Chinese customers to understand the definition of 

emotional experience from Europe. China is a country with strong culture identity, 

so it is inevitable to have a result far from expectation if completely applying the 

experience marketing theory in China. 

   The research is conducted from a consumers’ perspective on attitudes towards 

experiential marketing. The reason for doing in this way is to discover whether 

consumers like this kind of experience and what consumers really need and want 

to have, and how they will react to the five types of experiential marketing. And to 

different ages group of Chinese customers, what kind of experiential marketing can 

stimulate their purchase intention more. The results can be used as a source for 

companies to adjust strategy or get some practical ideas.  

My paper is organized in 6 chapters. After introduction, I do the lieterature 
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review. Then I move to define specific concepts involved and explain the models 

for empirical findings analysis. In next chapter, I introduce the methodology used 

in the research, which concludes research approach, design and credibility. 

Empirical findings collected from questionnaires are displayed in chapter four. In 

chapter five, I analyze the findings by comparing the questionnaire data and the 

theoretical framework. At last, I summamize my discussion and conclusion, 

besides limitations and suggestions. 

 

II. LITERATURE REVIEW 

Experiential Marketing 

   Lee, Hsiao & Yang (2010) claim that experiential marketing is an unforgettable 

memory or experience that is deeply rooted in people's minds. It can be based on 

the definition of experience. It allows emotionally savvy consumers to increase 

their desire to buy and increase the added value of their products. Experiential 

marketing requires marketers to emphasize the overall quality of the experience 

that the brand delivers to consumers, including rational decision making and 

emotional consumer experiences. According to Yuan & Wu (2008), in customer's 

view, they have their own expectations and opinions. There is a combination of 

experience marketing and customer perception in the process of experience. To be 

specific, this process can make up a phase, process of experience and perception. 

Customer perception can be considered the result of experience marketing during 

or after the experience. Therefore, this study examines the effects of experience 

marketing by measuring customer perception.  

   Schmitt(1999) proposed five strategic experience modules, which are 

composed of five different experience types of consumers, namely, sensory 

experience, emotional experience, thinking experience, action experience and 

associative experience. As the basis of the marketing, the details are as follow:  

Sensory experience 

The sensory experience consist of visual, auditory. Olfactory and tactile response 

results are also releted. (Schmitt, B.).  

Emotional experience 

Some sense and emotion can be raised experience media.  

Thinking experience 

It means how the customer think about surprise and enlightenment via experience 

media (Schmitt, B.).  

Action experience 

Experience media can link customers and then acquire social identity and 

belonging sense (Schmitt, B.).  

Related experience  

It refers to customers through the experience of media production links, and to 

social recognition or a social belongs (Schmitt, B.).  

Experiential marketing have five strategic models: sensory, emotion, thinking, 

action and relevance. Based on that, I carried out my research on the analysis of 
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relationship between experiential marketing and customer age via these five 

experiential models. 

Figure 1 

Conceptual Framework 

 

 

 

 

 

 

 

      

 

 

 

 

  

 

 

 Hence, I try to connect the customer experience with experiential marketing, 

and use the strategic experience modules (SEMs) to analyze the relations between 

the five dimensions and customer's purchase intentions. Based on this theoretical 

framework, I design the questionnaire to get answers to the research question. 

 

H1: Relationship between age and sense experiential marketing is positive 

H2: Relationship between age and sense experiential marketing is positive 

H3: Relationship between age and sense experiential marketing is positive 

H4: Relationship between age and sense experiential marketing is positive 

 

III. METHODOLOGY 

   According to Bryman & Bell (2011), there are five kinds of research design: 

case study design, experimental design, cross-sectional design, longitudinal design 

and comparative design. The case study is concerned with the complexity and 

particular nature of the case in question. Considering the research situation, a case 

study has been selected as research strategy. Subsequently, we selected IKEA as 

case. The main reason why IKEA has been chosen as case is because IKEA is very 

popular in China as well as its experiential marketing strategy. 

 

Population, Sample and Data Collection 

This research objects are Chinese consumers. However, there is a large group 

of consumers, I can’t get everyone to do the questionnaire. According to the data I 

plan to collect, simple random sample is used. I have chosen web survey as data 
collection method, this means that our population will all be netizens, each unit of 

the population has an equal probability of inclusion in the sample. 

Feel Think Act Relate 

Experiential Marketing 

Sense 

Customer Age 
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The questionnaire has been released online. I post my questionnaire WeChat, 

Weibo and QQ. I collected the data of all questionnaires and did analysis with the 

help of some tools. I have used “Wenjuxin” as my analysis tool to deal with data.  

Totally 205 pieces of questionnaires have been distributed, among which 10 

pieces are not fully completed. Therefore, 190 pieces of valid questionnaires, that 

is, valid responsive rate is 92％. I can use them and work on my research.  

 

Research Plan 

In order to keep interviewees patient with questionnaires, I set 14 multiple-

choice questions. The questions are divided into 2 categories: general questions and 

questions according to the 5 types of experiential marketing. In the general 

information part, the interviewees are asked to choose their age, gender and job. 

These should be taken into consideration because consumers that belong to 

different age groups, gender and job may have different ideas about IKEA. 

However, the old people do not usually have interest in this field, so I focus on 

consumers around 20 years to 60 years of age. I plan to analyze the results of the 

questionnaire based on different age groups. Also gender and job of the 

interviewees are necessary for the analysis of the questionnaire. From the part of 

“question according to 5 types of experiential marketing”, I want to gain a deep 

understanding of consumers’ attitudes towards the different types of experiential 

marketing that IKEA uses. These will be helpful for answering the research 

question. The questions in this part are closely connected with the characteristics 

of IKEA. To some extent, the respondents are familiar with them. I put the 

emphasis on the detailed consumer experience, which is the most important part in 

the questionnaire. I want to understand consumers’ feelings or thoughts when they 

are in some specific situations. The research purpose is to try to find out Chinese 

consumers’ attitudes towards experiential marketing. So I need to learn about the 

consumers’ opinions well. 

 

Data Analysis Techniques 

   Then I will put the data collected in to SPSS (Statistical Package for the Social 

Sciences). This software allows us to detect patterns and associations between 

several cases and variables. We have variables that are ordinal and dichotomous. 

Bivariate analysis is the approach we will use to analyze the data. Mostly because 

it is concerned with the analysis of two variables at the same time in order to detect 

if there is any relation or not between these two. The methods that will be adopted 

concerned with bivariate analysis is Spearman’s rho. 

This is the method approach that is recommended for analyzing data that are 

ordinal and dichotomous (Bryman & Bell 2015). 

 

 

 

 

IV. RESULTS 



 

 

 
 5 

Result of general questions 

Here I display some result of the general questions, which show some basic 

information of the respondents.  

 

Table 1 

General Questions 

Respondent 

characteristic 

Number of 

observations 
Frequency (%) 

Gender   

       Male  

       Female 

106 

84 

55.80 

44.20 

   

Age   

19-30 

30-40 

41-50 

50 above 

87 

37 

53 

33 

45.78 

19.47 

27.89 

11.10 

How often do you go to IKEA?   

Servral times a month 

Nearly once a month 

Nearly once a six month 

Nearly once a year 

Never 

46 

28 

39 

47 

30 

24.21 

36.31 

20.52 

24.73 

15.78 

 

Q1: Based on Table 1, male to female ratio of respondents is known, which shows 

obvious that the number of female respondents are more than male ones and 

account for 55.8%.  

Q2: Besides, Table 1 shows the age distribution of the participants. Most of 

respondents are at the age of 19-30. 

Q3: Table 1 displays the frequency of respondents going to IKEA.  

 

 From the 3 tables above, we can see that among the respondents, most of them 

are female (71.8), and only 28.2% of them are male. As it mentioned in the method 

part, I planned to analyze the results of questionnaire based on different age groups. 

The respondents aged in 31-40 years-old account for the largest proportion of 

respondents, at 27.18%. The second is the 18-30 age group, at 24.10%. In addition, 

there are 23 respondents aged over 60. It is clear that the major group is middle-

aged people which is good to us because the middle-aged consumers have the 

strongest ability in shopping. It would help us to get an accurate conclusion. 

Moreover, there are 90.26 percent of the respondents that have been to IKEA in 

China. ‘Occasionally every 6 months’ and ‘occasionally the past 12 months’ 

occupies the largest percent of the frequency about going to an IKEA store. 

Correletion Results  

I want to know the relationships between these variables. To know the 
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relationship, I need to test the correlation and significance value between these data. 

So I analyze Pearsons correlation in SPSS.  

Significance value specifies whether what we are seeing is due to chance or not. 

To be 95% certain that it is not due to chance significance value should be no more 

than 0.05. If I want to be 99% sure the significance value should not exceed 0,01. 

 

Table 2. The correlations between the age and SENSE 

  What 

is your 

age? 

How do you feel about the 

decoration of IKEA’s model 

room  

What is your age? Person Correlation   

Sig. (2-tailed) 

N 

1 

 

195 

-.114 

.112 

195 
Do you think the sense of experience in 

IKEA, like visual, hearing, smell, taste 

and touch feeling will stimulate your 

desire of buying? 

Person Correlation   

Sig. (2-tailed) 

N 

-.114 

.112 

195 

1 

 

195 

 

Table 2. The correlations between the age and FEEL 

  What 

is your 

age? 

How do you feel about the 

decoration of IKEA’s model 

room  

What is your age? Person Correlation   

Sig. (2-tailed) 

N 

1 

 

195 

-256** 

.000 

195 

How do you feel about 

the decoration of 

IKEA’s model room 

Person Correlation   

Sig. (2-tailed) 

N 

.256** 

.000 

195 

1 

 

195 

**Correletion is significant at the 0.01 level (2-tailed)  

 

Table 3. The correlations between the age and THINK 

  What 

is your 

age? 

How do you feel about IKE’s 

product? 

What is your age? Person Correlation   

Sig. (2-tailed) 

N 

1 

 

195 

-103 

.152 

195 

How do you feel about 

IKE’s product? 

Person Correlation   

Sig. (2-tailed) 

N 

-103 

.152 

195 

1 

 

195 

 

Table 4. The correlations between the age and ACT 

  What 

is your 

Do you like IKEA’s self-

assembling way 
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age? 

What is your age? Person Correlation   

Sig. (2-tailed) 

N 

1 

 

195 

-128 

.074 

195 

Do you like IKEA’s 

self-assembling 

way 

Person Correlation   

Sig. (2-tailed) 

N 

-128 

.074 

195 

1 

 

195 

 

Table 5. The correlations between the age and RELATE 

  What is 

your 

age? 

Will you relate yourself with the social 

and cultural context reflected in IKEA 

when you buy the products? 

What is your age? Person Correlation   

Sig. (2-tailed) 

N 

1 

 

195 

-.222** 

.002 

195 

Will you relate yourself with 

the social and cultural context 

reflected in IKEA when you 

buy the products? 

Person Correlation   

Sig. (2-tailed) 

N 

-.222** 

.002 

195 

1 

 

195 

**Correletion is significant at the 0.01 level (2-tailed)  

 

When I analyze the relationship between age and the five dimensions of 

experiential marketing, the significance values shown in are pretty small, they are 

0.112, 0, 0.152, 0.074 and 0.002. That means, I am 88.8% certain that the 

relationship between age and sense experiential marketing is not due to chance. 

And I am 100% certain that the relationship between age and feel experiential 

marketing is not due to chance. I am 84.8% certain that the relationship between 

age and think experiential marketing is not due to chance. I am 92.6% certain that 

the relationship between age and act experiential marketing is not due to chance. I 

am 99.8% certain that the relationship between age and relation experiential 

marketing is not due to chance. From the analysis above, Hypothesis 1-5 are  

supported. So the analysis of relationship between age and the five dimensions of 

experiential marketing is valid.  

 

V. DISCUSSION 

To figure out to what extent can experiential marketing affect the Chinese 

marketing, I separate the participants into different age groups. Based on the age 

groups, we can know the different influences that comes from the five dimensions. 

From this perspective, Ikea, as well as other companies can get some feedback from 

this study, and make some marketing strategies to adapt to different age groups.         

In the age group 18-30, 78.7% respondents think the sense of experience in 

IKEA will stimulate the purchase intentions and have the feelings, such as kinship, 

friendship and love, toward Ikea’s model room, 80.9% respondents think Ikeas 

products are creative, 63.8% respondents hold a positive attitude to the self-
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assembling way and relate themselves with social and cultural context. It means 

that to consumers between 18 and 30 years old, THINK has a more positive effect 

on them.  

   Among the participants between 31-40, 90.6% respondents think the sense of 

experience in IKEA will stimulate the purchase intentions, 96.2% respondents have 

the feelings, such as kinship, friendship and love toward Ikea’s model room, 88.7% 

respondents think Ikeas products are creative, 60.4% respondents hold a positive 

attitude to the self-assembling way and 71.7% respondents relate themselves with 

social and cultural context. It means that to consumers between 31 and 40 years 

old, FEEL has a more positive effect on them. 

   Among the participants between 41-50, 94.3% respondents think the sense of 

experience in IKEA will stimulate the purchase intentions, 88.6% respondents have 

the feelings, such as kinship, friendship and love toward Ikea’s model room, 82.9% 

respondents think Ikeas products are creative, 62.9% respondents hold a positive 

attitude to the self-assembling way and 91.4% respondents relate themselves with 

social and cultural context. It means that to consumers between 41 and 50 years 

old, SENSE has a more positive effect on them. 

   Among the participants between 50 above, 88.2% respondents think the sense 

of experience in IKEA will stimulate the purchase intentions, 97.1% respondents 

have the feelings, such as kinship, friendship and love, toward Ikea’s model room, 

91.2% respondents think Ikeas products are creative, 82.4% respondents hold a 

positive attitude to the self-assembling way and 91.2% respondents relate 

themselves with social and cultural context. It means that to consumers between 51 

and 60 years old, FEEL has a more positive effect on them. 

   

 Reliability and Validity 

The credibility of the results can only be relied on if the participants are 

involved in the topic. For my questionnaire, I have not checked out the respondents’ 

group. I just published the questionnaire on the website and everyone had the 

chance to answer the questionnaire, even if they have never been to IKEA. That 

would have bad effects on the credibility of results and analysis. Age, gender, jobs 

and other factors should be considered in connection with the credibility problems. 

If there were some respondents who were not aware of their consumer behaviors, 

it would lead to some inaccurate information. 

   Validity can be divided in two aspects, internal validity and external validity. 

Since my research is based on the collected data from Chinese consumers’ attitudes 

to IKEA’s experiential marketing strategy, it is hard to apply my conclusion to 

other countries, in other word, the external validity is relatively weak. In order to 

keep a strong internal validity, I always keep the theoretical framework in mind 

when designing the questionnaire. I should make sure that the core question in the 

questionnaire must have a strong relationship with the theory. At the same time, the 

respondents are also important, I translate our questionnaire into a Chinese version 

and release it on a Chinese platform to confirm that all respondents are Chinese.    

Limitations 
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In this research, IKEA is chosen as the research case. This leads to my main 

limitation that I investigate only one company when studying experiential 

marketing. The fact is, IKEA is a typical company that is using experiential 

marketing, but it doesn’t represent other companies in other businesses. 

   Another limitation is that experiential marketing is a difficult concept to 

respondents, and it is hard to explain clearly in questionnaire and translate the five 

dimensions into questions, so the questionnaire may have been a little confusing to 

respondents. The validity could therefore be questioned. 

Theoretical Contribution 

  This is a case study that focuses on one company. Therefore, there are many 

further questions that can be investigated. For example, it is interesting to 

investigate some similar companies that belong to one business area, furniture 

industry. And from the comparison of the results between these companies, we can 

know whether the research is applicable to the companies in the same industry or 

not. 

   Another study can be conducted to compare different businesses. Also, from 

the performances that experiential marketing do in different businesses, We can get 

to know if the results that get from my investigation in IKEA can be also applicable 

to other businesses more than just the furniture business. 

   It would also be interesting to study the customers in different countries, to 

investigate their attitudes toward experiential marketing and learn how experiential 

marketing performs in different countries. 

 

VI. CONCLUSION 

   So I get the implication that young people are more interested in the creative 

experience, but they are less sensitive about feelings. In order to cater to young 

consumers, company can put more efforts on stimulus of sense and self-assembling 

products. To middle-age consumers, act and relate is the least concerned aspect, to 

meet their requirement, company should focus more on the creative products and 

give them more experience of emotion. As for the old consumers, they concern 

little on act, so company should design easy-to-use products for old consumer to 

meet their needs, or, as IKEA also do, offer them assistance in assembling the 

furniture. 

   As presented in the first chapter, the research question is “Which type of 

experiential marketing can have a more positive effect on Chinese customers?” 

From the discussion above, we found that in different age groups, the five 

dimensions of experiential marketing perform differently to consumers. It is hard 

to recognize the influence to the Chinese customers in general, we found that it is 

more accurate to segment the Chinese customer into different age groups. So we 

can generate the answers to the research question. Companies have their own target 

customers, if their target customers are selected by age, then my conclusion can 

help them to better cater their customers. To attract consumers under 18, company 

should focus more on SENSE, ACT and RELATE. To consumers between 18 and 

30 years old, THINK should be an emphasis when designing the products. If the 
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company’s target group is between 31 and 40 years old, company should make 

more efforts on FEEL, it should pay attention on creating an atmosphere of kinship, 

friendship and love. To consumers between 41 and 50 years old, SENSE has a more 

positive effect on them. Company should give the stimulation of visual, hearing, 

smell, taste and touch feeling to customer. To consumers between 51 and 60 years 

old, FEEL has a more positive effect on them. And if company wants to attract 

consumers above 60, it seems like that they do not like body experience, it’s better 

for a company to design some easy-using products. 

   From this, we have learned about Chinese consumers’ attitudes towards 

experiential marketing. The findings from this research can help companies have a 

better understanding of  Chinese consumers, and improve its marketing strategy 

that focus on their customers of different age to meet their requirements. 
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Appendix 1: 

The questionnaire about Chinese consumers’ 

attitudes towards 
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IKEA’s experiential marketing 

1. What’s your gender? 

A. Male B. Female 

2. What’s your age? 

A. Under 18 B. 18~ 30 C. 31~ 40 D. 41~50 D. 51~60 E. Above 60 

D. Retired worker E. Housewife F. Other 

3. How often do you go to IKEA? 

A. Multiple times every week B. Occasionally every month 

C. Occasionally every 6 months D. Occasionally the past 12 months 

E. Never 

5. How much you spend on average when you go to IKEA? 

A. Under 200 B. 200~500 C. 500~1000 D. 1000~2000 E. Above 2000 

6. What’s your purpose for going to IKEA? 

A. Shopping 

B. Accompanying with family members or friends 

C. Seeking for the inspiration of interior decoration 

D. The food of IKEA 

E. Other 

7. What do you think about the form that consumers can try every product 

freely in IKEA 

store? 

A. Very good 

B. Quite good 

C. Neither good nor bad 

D. Not particularly good 

E. Bad at all 

8. Do you think the sense of experience in IKEA, like visual, hearing, smell, 

taste and touch 

feeling will stimulate your desire of buying? 

A. Yes B. No C.I don’t know 

9. What does the decoration of IKEA’s model room make you feel? 

A. Kinship B. Friendship C. Love D. All of above E. Nothing 

10. What do you think of IKEA’s products? 

A. Creative B. Nothing special 

11. Do you like IKEA’s self-assembling way? 

A. Yes B. No C. I don’t know 

12. Will you relate yourself with the social and cultural context reflected in 

IKEA when you 

buy the products? 

A. Yes B. No C. I don’t know 

13. How do you perceive the advertising stories of IKEA? 

A. Impressive B. Touched C. Creative D. Nothing 
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Appendix 2: 

Table 1 

General Questions 

Respondent 

characteristic 

Number of 

observations 
Frequency (%) 
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Gender   

       Male  

       Female 

106 

84 

55.80 

44.20 

   

Age   

19-30 

30-40 

41-50 

50 above 

87 

37 

53 

33 

45.78 

19.47 

27.89 

11.10 

How often do you go to IKEA?   

Servral times a month 

Nearly once a month 

Nearly once a six month 

Nearly once a year 

Never 

46 

28 

39 

47 

30 

24.21 

36.31 

20.52 

24.73 

15.78 

 

Table 2. The correlations between the age and SENSE 

  What 

is your 

age? 

How do you feel about the 

decoration of IKEA’s model 

room  

What is your age? Person Correlation   

Sig. (2-tailed) 

N 

1 

 

195 

-.114 

.112 

195 
Do you think the sense of experience in 

IKEA, like visual, hearing, smell, taste 

and touch feeling will stimulate your 

desire of buying? 

Person Correlation   

Sig. (2-tailed) 

N 

-.114 

.112 

195 

1 

 

195 

 

Table 2. The correlations between the age and FEEL 

  What 

is your 

age? 

How do you feel about the 

decoration of IKEA’s model 

room  

What is your age? Person Correlation   

Sig. (2-tailed) 

N 

1 

 

195 

-256** 

.000 

195 

How do you feel about 

the decoration of 

IKEA’s model room 

Person Correlation   

Sig. (2-tailed) 

N 

.256** 

.000 

195 

1 

 

195 

**Correletion is significant at the 0.01 level (2-tailed)  

 

Table 3. The correlations between the age and THINK 

  What 

is your 

age? 

How do you feel about IKE’s 

product? 
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What is your age? Person Correlation   

Sig. (2-tailed) 

N 

1 

 

195 

-103 

.152 

195 

How do you feel about 

IKE’s product? 

Person Correlation   

Sig. (2-tailed) 

N 

-103 

.152 

195 

1 

 

195 

 

Table 4. The correlations between the age and ACT 

  What 

is your 

age? 

Do you like IKEA’s self-

assembling way 

What is your age? Person Correlation   

Sig. (2-tailed) 

N 

1 

 

195 

-128 

.074 

195 

Do you like IKEA’s 

self-assembling 

way 

Person Correlation   

Sig. (2-tailed) 

N 

-128 

.074 

195 

1 

 

195 

 

Table 5. The correlations between the age and RELATE 

  What is 

your 

age? 

Will you relate yourself with the social 

and cultural context reflected in IKEA 

when you buy the products? 

What is your age? Person Correlation   

Sig. (2-tailed) 

N 

1 

 

195 

-.222** 

.002 

195 

Will you relate yourself with 

the social and cultural context 

reflected in IKEA when you 

buy the products? 

Person Correlation   

Sig. (2-tailed) 

N 

-.222** 

.002 

195 

1 

 

195 

**Correletion is significant at the 0.01 level (2-tailed)  

 


	112810434855_54
	54



