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Abstract  

The use of experiential marketing (EM) is a communication tool is rapidly growing with 

companies believing that it can provide them with a competitive advantage in comparison to 

outmoded communication.The objectives of the research were to develop an understanding of 

experiential marketing, to characterize its impact on customer satisfaction in relation with 

customer loyalty.Experiential marketing events can be successful, when immerging customers in 

experiences, in changing customers’ perception about a brand’s essence in a positive way and 

might even trigger word of mouth and stimulate buying behaviour and lead to loyalty. 

The purpose of the research is to know whether there is any influence from the tools of 

experiential marketing to the customer’s satisfaction and the influence of customer’s satisfaction 

in their loyalty. 100 customers of different retail brands involved in this research as respondents. 

The result of the research shows that customer satisfaction has no significant role in the relation 

of experiential marketing and customer loyalty.  
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Introduction 

The   developmentofscienceandperformanceofthemarketingsystemhadbeendeveloped. 

Itcausesofchangesincustomersthatexpectanewthingthatcanplacatewhattheywant,notjusttheaccom

plishmentofbasicneeds. 

Businesscontinuestoembellishmenttothisdayanditwasfollowedbythedevelopmentofmarketing 

strategies.Inthepreviousdecadewejustknow thebasicthoughtofmarketingand 

nowtheperceptionhasprogressedinthedirectionofconsumerswhoincreasinglywantsomethingnew.T

hisisalsodoneinordertocarry ontostrivewithcompetitorsouttherebothinthesamebusinessor 

not.Thesurvivalofcompetitiveness,thedevelopmentofincreasinglyrefinedtechnologyisabitofsomeo

fthefactorsthatwillimprovetheinnovationand 

creativityoftheproducersinordertoattractmoreconsumers.  

Onethatcanbeusedasanalternative 

toproducesomethingdifferentfromtheinvolvement,thatissomewheretheconsumerperceivedexperie

nceintoapointoraorientationfromthemanufacturer.Experiencehasnowbecomeveryconcernedbecau

seapartfromtheproductsorservices 

offeredbutthesensationofwhatconsumersgetafterpurchasingtheproductorservicebeingofferedissom

ethingnew.Todaytheworldhasenteredtheeraofexperiential economy. 

Experientialmarketingisamarketingconceptinvolvingemotionaldevelopmentandthe 

psychologyofconsumersforgoodsorservicesofferedbymarketers. 

ExperientialmarketingistheprocessofidentifyingandsatisfyingcustomersneedandAspirationsprofit

ability,engaging 

themthroughtwowaycommunicationsthatbringbrandpersonalitiestolifeandaddvalueto 

thetargetaudience.Canbeinterpretedexperientialmarketingistheprocessofidentifyingand 

satisfyingcustomerneeds. 

The approachisconsideredtobeveryeffective becauseitfitswith the timesin which entrepreneurs 

emphasize the quality of service andsomething which is an added value for companies to 

differentiate their business with acompetitor.’ 

Strategic Experiential Marketing is usingthe whole approach to sensory experiences, feelings, 

affective, cognitive, physical and lifestyle, as well as the relationship with 

PROTEUS JOURNAL

VOLUME 11 ISSUE 10 2020

ISSN/eISSN: 0889-6348

http://www.proteusresearch.org/     Page No: 23



cultureorcertainreferenceswhicheventuallyabletogiveanimaginationthathaveanimpacton thevalue 

of the experience on a product or service. 

ExperientialProvider is the component that allows the formation of memorableexperience that 

includes communications, visual identity, product presence, co-branding,spatial environment, 

web sites and people. Observed provider strives 

togivegoodattentiontoconsumersindividuallyorpergroup,presentsacommunicative style 

ofcommunication,dialogue, so as to provide experience and empathy toconsumers. 

DESIGN OF THE STUDY 

2.1 Review of Literature: 

The practice of experiential marketing (EM) as a communication tool is hastily growing with 

companies believing that it can provide them a competitive benefit in comparison to traditional 

communication. 

Schmitt (1999)The practically oriented management literature in the late 1990s and 2000s largely 

followed Holbrook and Hirshman’s view. In a book titled “Experiential Marketing,” contrasted 

‘traditional marketing’s product-oriented focus on functional features and benefits with 

experience marketing’s customer-oriented focus on experiences. Rather than focusing on 

narrowly defined product categories (e.g., shampoo, shaving cream, blow dryer, and perfume) 

and their features, Schmitt argued that experience marketers focus on consumption situations 

such as “grooming in the bathroom,” and ask how products and brands can enhance the 

consumption experience. He argued that customers do not only engage in rational choice, but are 

just as frequently driven by emotions. As a consequence, Schmitt called for an eclectic, multi-

method research approach to studying experiences that focuses on customer insight. As a result, 

experience marketing is usually broadly defined as any form of customer-focused marketing 

activity that creates a connection to customers. Based on this broad view, experiences may be 

evoked by products, packaging, communications, in-store interactions, sales relationships, 

events, and the like. They may occur as a result of online or offline activities. Some writers, 

however, view experience marketing or customer experiences more narrowly, and apply the 

experience concept only to interactions, relationships, or event contexts.’ 
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Kotler 2003, there are two types of marketing activities, traditional marketing and modern 

marketing. The role of modern marketing seems to be more effective due to its emphasizing on 

the concepts of customer experience and experiential marketing. Experiential marketing intends 

to create a unique experience for customers and increase their purchase intention through sense, 

feel, think, act, dan relate. 

Williams (2006)Experiential marketing is more focused on extracting the essence of products 

and then applying it to intangible, physical and interactive experiences that increase the value of 

products or services and helps customers make their purchasing decisions. 

Pine and Gilmore (1999) explained that, “when a person buys a service, he purchases a set of 

intangible activities carried out on his behalf. But when he buys an experience, he pays to spend 

time enjoying a series of memorable events that a company stages to engage him in a personal 

way” 

Gentile et al. (2007) additional a new dimension, the pragmatic component, based on the design-

oriented literature on user experience and human-object interactions. However, they did not 

empirically test the model (in terms of its dimensionality and in terms of the discriminant 

validity of the pragmatic component, for example). In fact, in their empirical research with actual 

brands (e.g., iPod), not all components could be verified as independent through a factor analysis 

but showed overlaps (e.g., between sensorial components and lifestyle, or among pragmatic, 

cognitive, and lifestyle components). Gentile et al. (2007) did provide, however, the results of a 

survey that showed that the sensorial component was the most important one across several 

experiential brands (Swatch, Pringles, Harley-Davidson, Smart, iPod, Nike, HC Brands Bar, 

Playstation, Gatorade, McDonald’s Ikea, Swarowski). Yet, “complex experiences,” which 

involve more than a single component, emerged for many brands. An interpretive analysis 

revealed that each product leveraged more than one component, and the particular combination 

depended on the characteristics of the product itself. The components are, according to the 

authors, not activated independently, but have overlapping areas and interrelations. The study 

may be considered pretty exploratory, but it raises intriguing possibilities regarding the 

extremely interactive nature of complex — or “holistic” — experiences. 

PRAHALAD; RAMASWAMY (2004) ‘Consumer-to-consumer communication has an 

enormous impact on decision making .The customers have more influence than ever, which 
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forces the organizations to treat them as partners, sharing information, letting them contribute in 

the decision making and to join the competences in a profitable and beneficial way. For the 

organizations, the challenge of building and sustaining strong brands is connected to the ability 

to win consumer’s cognitive and emotional support and commitment and more importantly, to 

succeed their experiences. The focus has changed from the product-centered notion towards the 

experientialist consumer-center notion providing high quality interactions that allows the 

customer to co-create experiences and values connecting them with the organization’s offerings. 

The value is altering from utilitarian to hedonistic from commodities to transformations of 

customers through guided experiences and to be successful the managers must concentrate on a 

new set of building blocks such as in-depth communication with customers, transparency and 

freedom to exchange information.’ 

GENTILE; SPILLER; NOCI (2007) ‘The increase of offerings to customers and the rise of 

competition have made it harder for organizations to differentiate themselves solely by providing 

products or services that satisfy customer needs. The companies, in order to have a competitive 

advantage, are pressured by together the market and their customers, to come up with 

experiences that stimulate their target’s emotions and sensations. The focus has changed from 

product to experiences, and in order to achieve and create those experiences; marketers have 

started using experiential marketing (EM) tools.’ 

ADDIS ( 2005) ‘Marketers have started to focus on customer experiences through experiential 

marketing. According to the experiential interpretation, the interaction between a subject (the 

consumer) and an object (a product, an event, a person, an idea) within a given context originates 

the consumption experience and the companies benefit from this set of interactions. This 

experience has some characteristics: it has a temporal dimension originated from the set of 

contact points between the subjects and the object.’ 

CLIFFE; MOTION (2004) ‘The increasingly influential role of experience in brand evaluations 

encourages brands to use different strategies from the traditional advertising in order to create a 

deep meaning on customer’s mind. Fragmented media advertising has no longer the specialist of 

enhancing the persuasion and practices that focus only on customer satisfaction are not sufficient 

to maximize the holistic customer experience.’ 
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MASTERMAN; WOOD (2008) ‘Marketers use a set of tools in order to offer experience to the 

consumers; they have transcended from shopping experience and are exploring a whole new 

range of consumption fields as sporting, arts and leisure. All of these tools have to be directed to 

a target audience, but that does not mean that the audience will have the same experience since 

they are personal. Some of the most ordinary tools used to provide experiences are: Sponsorship, 

Brand communities, Product placement, Events, Brandscape. It is significant to highlight that 

some experiential marketing tools are used for hedonistic purposes (art, sport, music), others 

have instrumental purposes (sampling, trade shows) and others combine both (consumer shows). 

However, in order for the organization to transmit the right message to the customers these EM 

tools, when applied, have to provide an experience that has a meaning connected to the essence 

of the organizations’ brand.’ 

Hasan 2008customerloyaltyisdefinedasapersonwhobuys,especially 

thosethatbuyregularlyandrepeatedly. Customerisapersonwhocontinuouslyrepeatedly came to a 

similar place to satisfy his desire to have a product or obtain a service, and pay for products and 

services.  

Statement of the problem 

This research investigates the relationship between experiential marketing and customer 

satisfaction in relation with customer loyalty. The research focuses on various experiential 

marketing tools that are used by various retail brands that exists in the market. 

Objectives of the study  

 To observe the experiential marketing, its tools, challenges and desired objectives based 
on brands. 

 To study the impact of experiential marketing on creating the customer loyalty among 
various brands 

Scope of the study 

 This research was carried out to studycustomer satisfaction in relation with experiential 

marketing and customer loyalty in Retail Stores of Bangalore city. 

Hypothesis: 
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 H01: Experiential marketing does not have influence on customer satisfaction 

 H11: Experiential marketing has influence on customer satisfaction 

 

 

RESEARCH METHODOLOGY 

Research design:  

• A quantitative research design.  

• Primary as well as secondary data 

• Secondary data 

• Questionnaire 

• Participants 18-40 years 

Sample Design:  

 100 customers belonging to age group 18-40 years and residing in Bangalore.  

 Random sampling method  

Tools used for analysis: 

 Average, Percentage, Chi-square 

Retail Industry 

Manufacturers are under no obligation to only work with one retailer, and consumers are less 

brand loyal than they were in previous generations. This means that the retail sector is extremely 

competitive. The most well-known brands have been in business for ages and have extremely 

well-researched knowledge of their target demographics. This gives these older companies a 

foothold in the industry, provided they have high-quality and in-demand products.Retail makes 

its money by selling finished goods to customers in exchange for cash.Retail is also the vehicle 

by which manufacturers sell their finished products.Indian Retail Industry is ranked among the 

ten largest retail markets in the world. The attitudinal shift of the Indian consumer and the 

emergence of organized retail formats have transformed the face of Retailing in India. With the 

sign of re-emergence of economic growth in India, consumer buying in retail sector is being 
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projected as a key opportunity area. As a consequence, Indian corporate houses are refocusing its 

strategic perspective in retail marketing with the idea to use resources optimally in order to 

create core competence and gain competitive advantage. Retail trade has emerged as one of the 

largest industry contributing to employment generation, revenue generation, increased turn over 

and many more. Organized retailing is showing signs of enormous creativity. It. has emerged as 

one of the most dynamic and fast paced industries with several players entering the market. As a 

matter of fact, retailing in India is gradually edge its way towards becoming the 

next boom industry. Retail, one of India’s largest industries, has presently emerged as one of the 

most dynamic and fast paced industries of our times with several players entering the market. 

Accounting for over 10 per cent of the country’s GDP and around eight per cent of the 

employment retailing in India is gradually inching its way toward becoming the next 

boom industry. 

DATA ANALYSIS 

Table 1 
Experiential marketing 

 
The number of experiential marketing activities used by various brands for promoting there 

products. Some of the most used activities here taken are event marketing, product showcase, 

campaigns, exhibitions/tradeshows, sponsorships.  

Among the hundred responses received about 32% of them are more exposed towards 

exhibition/trade shows of products which are done by brands. And 27% of them have come 

across campaigns of various brands.15% of them had witnessed sponsorship programs and 14% 

have seen event marketing programs of various brands.12% of respondents have seen the 

product showcases 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Event marketing 14 14.0 14.0 14.0 

Product showcase 12 12.0 12.0 26.0 

Campaigns 27 27.0 27.0 53.0 

Exhibitions/trade show 32 32.0 32.0 85.0 

Sponsorship 15 15.0 15.0 100.0 

Total 100 100.0 100.0  
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Table 2 
Attitude towards brands 

 
The experiential marketing changes the customer’s attitude towards the brands. It shows that in 

39% of respondents experiential marketing activities creates awareness about the brands and 

their products. 26% of respondents uses experiential marketing activities for trailing on products 

 

Table 3 

                                                              Recommending brands  

 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Create memorability 15 15.0 15.0 15.0 

Create awareness on brand 39 39.0 39.0 54.0 

Positive brand image 20 20.0 20.0 74.0 

Trial on products 26 26.0 26.0 100.0 

Total 100 100.0 100.0 
 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Strongly disagree 3 3.0 3.0 3.0 

Disagree 34 34.0 34.0 37.0 

Neutral 21 21.0 21.0 58.0 

Agree 36 36.0 36.0 94.0 

Strongly agree 6 6.0 6.0 100.0 

Total 100 100.0 100.0  
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Thirty-sixpercent of respondents agrees that they recommend products to others after 

experiencing various promotional activities by various brands. At the same time thirty-four 

percent disagree to recommend products that involves in various promotional activities.  

 
 
 
 
 
 

Table 4 

Attention 

 

The study says that fifty-five percent agrees that they pay attention towards various experiential 

marketing activities and 22% have a neutral opinion on this. In this question, nineteen percent 

have a disagreement regarding this question. Three percent strongly agrees with this. 

Table 5 
CURIOSITY 

 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

Strongly disagree 1 1.0 1.0 1.0 

Disagree 3 3.0 3.0 4.0 

Neutral 22 22.0 22.0 26.0 

Agree 55 55.0 55.0 81.0 

Strongly agree 19 19.0 19.0 100.0 

Total 100 100.0 100.0  

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Strongly disagree 1 1.0 1.0 1.0 

Disagree 10 10.0 10.0 11.0 

Neutral 21 21.0 21.0 32.0 

Agree 39 39.0 39.0 71.0 

Strongly agree 29 29.0 29.0 100.0 

Total 100 100.0 100.0  
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The study shows that thirty-nine percent of respondents agrees that various experiential 

marketing activities creates curiosity on them to know more about the brand and their products. 

Twenty-nine percent of them also strongly agrees with that. And twenty-one percent of them 

have a neutral opinion on this, whereas, only ten percent disagrees with this question. 

 
 
 
 
 
 
 

Table 6 
Brand involving on experiential marketing 

 

Forty-three percent agrees and Forty-six percent strongly agrees that their favourite brands 

involves in various experiential marketing activities. This might be the reason that made 

customers to choose these brands as their favourite. 

Table 7 
Satisfaction on purchase decision 

 

 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

Neutral 11 11.0 11.0 11.0 

Agree 43 43.0 43.0 54.0 

Strongly agree 46 46.0 46.0 100.0 

Total 100 100.0 100.0  

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

disagree 5 5.0 5.0 5.0 

neutral 36 36.0 36.0 41.0 

agree 43 43.0 43.0 84.0 

strongly agree 16 16.0 16.0 100.0 

Total 100 100.0 100.0  

PROTEUS JOURNAL

VOLUME 11 ISSUE 10 2020

ISSN/eISSN: 0889-6348

http://www.proteusresearch.org/     Page No: 32



Forty-three percent of the respondents gets satisfied from the purchase decisions that they have 

made out of experiential marketing activities of different brands, whereas, five percent of them 

doesn’t get satisfaction from the purchase decision that they have made. Thirty-six percent of 

them have a neutral response for this.  

 

 

 

 

 

HYPOTHESE TESTING 

H01: Experiential marketing does not have influence on customer satisfaction 

H11: Experiential marketing has influence on customer satisfaction 

Table 8 

Case Processing Summary 

 Cases 

Valid Missing Total 

N Percent N Percent N Percent 

experiential marketing * 

customer satisfaction 
100 100.0% 0 0.0% 100 100.0% 

 
Table 9 

 
Table10 

Chi-Square Tests 

Experiential marketing *Customer satisfaction_on_purchase_decision Crosstabulation 
Count 

 satisfaction_on_purchase_decision Total 

disagree neutral agree strongly agree 

experiential marketing 

event marketing 0 5 7 2 14 

product showcase 2 4 6 0 12 

campaigns 1 13 9 4 27 

exhibitions/trade show 1 8 16 7 32 

sponsorship 1 6 5 3 15 

Total 5 36 43 16 100 
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 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 11.022a 12 .527 

Likelihood Ratio 12.412 12 .413 

Linear-by-Linear Association .585 1 .444 

N of Valid Cases 100   

a. 10 cells (50.0%) have expected count less than 5. The minimum expected count is .60. 

From the above table 12, the significance value is less .527 is much higher than the five percent 

level, therefore the Experiential marketing has no influence on customer satisfaction. We accept 

the null hypothesis 
 

 

FINDINGS 

The findings of the study indicate that experiential marketing is an important driver that can 

influence experiential value and purchase intention in consumers.  

 Experiential marketing (sense, feel, think, act and relate) of the consumers would affect 

the purchasing intention of the consumers.If the consumer has a memorable experience 

with the brands the purchasing intention would be higher. But it shows that most of the 

time, experiential marketing does not lead to customer satisfaction, which need to be 

considered by the brands.  

 It can also be said that, experiential marketing does not have a positive effect on 

Customer Loyalty, meaning that the higher Experiential Marketing will get low Costumer 

Loyalty. 

 Customer Satisfaction plays role as mediator between Experiential Marketing and 

Customer Loyalty, which means that the consumer feel 

 According to hypotheses testing sig>0.05 i.e., 0.527 so accept Ho that is, experiential 

marketing has no influence on customer satisfaction. On the basis of the study it can be 

said that majority of the respondents have exposed towards many experiential marketing 

activities.  

CONCLUSION  

PROTEUS JOURNAL

VOLUME 11 ISSUE 10 2020

ISSN/eISSN: 0889-6348

http://www.proteusresearch.org/     Page No: 34



Based on the research that has been done on the influence of experiential marketing on customer 

loyalty with customer satisfaction as an intervening variable, can be conclude as follows:  

 Experiential Marketing has a no significant impact on Customer Satisfaction  

 Experiential Marketing is insignificant and negative for Customer Loyalty 

 Customer Satisfaction has effect on Customer Loyalty 

 Customer Satisfaction has a role as an intervening variable between Experiential 

Marketing and Customer Loyalty. 

SUGGESTIONS 

 The study conducted on experiential marketing based on retail industry it shows more 

effective and intense promotional activities need to performed in order to create customer 

satisfaction and hence customer loyalty.  

 Experiential marketing does have an impact on customers, but, brands also need to 

conduct promotional activities through social medias, advertisements and other various 

media as well.  

 In order to create customer satisfaction, the brands need to make sure that they provide 

quality and innovative products at reasonable prices. 

  Brands need to understand the market and needs of customers very well. This can also 

help brands to choose the right medium of promotions. It can be also suggested that 

brands need to conduct more research on various variables and tools on experiential 

marketing. 
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