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Abstract
Experiential Marketing can be termed as live marketing commitment where
there is a face to face interaction between the consumer and a product or a
brand .It is the art and science of engaging customers with in depth
experiences of the product. It is a concept functional so as to appeal to the
emotional senses of the customers and to influence their purchase decision.
This paper aims at investigating consumer's response to retail experiential
marketing. It would engage analytical study of the connection between
consumer lifestyle and behavior in contemporary retailing. The paper
would also suggest various characteristics and specifications that a retail
format should have in order to appear most appealing to the consumer in a
shopping experience. The facts will be collected through primary study
which would be qualitative in nature and a structured guideline will be

followed while interviewing consumers to scrutinize individual responses.
Keywords: Experiential Marketing, Indian Retail Way

emotional

attachments,  which

As pointed by Pine & Gilmore (1999),
economic development is entering into a
innovative stage of experience, which
leaves at the back the conventional sales
methods focusing on product sales and
service offering.  Experiential  retail

strategies facilitate the creation of

customers obtain a higher degree of
possessive control over in-store activities
(Schmitt  2003).

consumers' emotional associations to the

In order to augment
brand and provide a point of
differentiation in a competitive oligopoly,

retailers have turned their attention to
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creating memorable retail experiences,
which appeal to consumers at both
physical as well as psychological level. In
a sense these strategies allow consumers to
become immersed within the holistic
experience design, often creating flow-
type experiences (Csikszentmihalyi 1997).
Connecting the audience with the authentic
nature of the brand is one of the major
goals of experiential marketing. It is
achieved during participation in personally
related,  credible and  impressive
encounters. This also allows customers to
hold and interact with the brand's products
and services. As a final point, it
emphasizes on the value of the product to
the customers and aids them in taking the
right decision (of buying). Hence it can be

inferred that:

Experiential + customers = ROI

The term "Experiential Marketing" refers
toactualcustomerexperiences
w it ht h e brand/product/service that
drive sales and increase brand image and
awareness.

Shopping has been considered a
exploration process where shoppers would
like to ensure that they make the right
decision. In addition, they also aim to

derive emotional satisfaction (Tauber,

1972). It has been found that a elevated
level of brand alertness need not always
translate into sales. Shoppers do take into
consideration the information they acquire
in stores, rather than just relying on out of
store communication (Underhill, 1999). In
a study conducted by POPAI (2001), it
was found that the sales of some product
categories increased by almost 60% due to
effective communication at the store. Also,
every visit of the shopper is a distinct
encounter and a moment of truth. Unless
the interaction is satisfactory, the next visit
is not guaranteed. If the store does not
provide a compelling reason to visit, the
amount of purchase per visit is likely to go
down (Zeithaml, 1988).

The BMI India Retail Report for the third-
quarter of 2016, forecasts that the total
retail sales in India will grow from US$
353 billion in 2016 to US$ 543.2 billion
by 2018. With the expanding middle and
upper class shopper base, there will also be
opportunities in India's tier 1l and 11 cities.
The greater availability of personal credit
and a growing vehicle population to
improve mobility also contribute to a trend
towards annual retail sales growth of 11.4
per cent. This is a consequence of India's
dramatic, rapid shift from small
independent retailers to large, modern

outlets.
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According to a market research report
published in June 2017 by RNCOS titled,
'‘Booming Retail Sector in India’, number
of shopping malls is expected to increase
at a CAGR of more than 18.9 per cent
from 2007 to 2016 .Rural market is
projected to dominate the retail industry
landscape in India by 2021 with total
market share of above 50 per cent.
Apparel, along with food and grocery, will

lead organised retailing in India.

2) LITERATURE REVIEW

Traditional marketing strategies focusing
on price or quality are not anymore a long-
term source of differentiation and
competitive  advantage.  Researchers
advocate that one of the main routes to
reach it is by a much stronger focus on the
customer (Craig & Douglas, 2000; Peppers
& Rogers, 2000; Farinet & Ploncher,
2002; Kotler & Keller,2006).Sho
ppinginvolvesa "see-touch—feel-
select" sequence. The degree to which a
shopper follows the whole or part of this
process varies with brand, product
category, and other elements of the

marketing mix (Connolly and Firth, 1999).

Schmitt (1999) points that the experiential
marketing architecture consists of strategic
experiential modules (SEMs). The five

strategic experiential models proposed by

Schmitt create different experiential forms
for customers. As the basis of the

marketing, the details are as follow:

1) Sensory experience: the sensory
experience of customers towards
experiential media includes visual,
auditory, olfactory and tactile

response results.

2) Emotional experience: the inner
emotion and sense of customers

raised by experience media.

3) Thinking experience: customers'
thoughts on the surprise and
enlightenment provoked by

experience media.

4) Action experience: by experience
media, customers are linked so that
they can acquire social identity and

belonging sense.

5) Related experience for customers
through the experience of media
production links, and to social
recognition or a social belongs.
Experiential marketing is consisted
of five strategic models which are
sensory, emotion, thinking, action

and relevance.
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Relationship quality makes reference on
Smith's method (1998), which is consisted
of satisfaction, trust and commitment
dimensions. Good relationship quality may
reduce the uncertainty and have influence
on the expectation of future lasting
interaction (Crosby, Evans and cowls,
1990).  Customers'

customers' overall evaluation towards the

satisfaction is

whole buying experience on products and
service (Fornell, 1992).

Static design elements are the cold, hard,
tangible features of the store that facilitate
the functional characteristics of the
product(s), and the sensual and
psychological benefits that emanate from
the store's hard design features. These
benefits include sensory pleasures such as
sights and sounds, and feelings of status,
privacy and security (Pullman & Gross
2004). Schmitt (2003) describes static
elements as aesthetic qualities that include:
(1) the physical goods (its functional
attributes); (2) the look and feel of the
store, which includes the logos and
signage, packaging, brochures and
advertising that help to establish the store's
identity and brand experience; and (3) the
experiential theme/message. In addition,
static design elements are represented by
the atmospheric/ambient conditions of the

store (visual, aural, olfactory and tactile

cues), which can be used to increase a
consumer's rate of consumption, and
influence customer product evaluations

and purchase behaviour.

Pine and Gilmore (1999) identified that
retail experiences consist of holistic realms
(aesthetic,  entertainment,  education,
escapist), which allow flow between the
various static and dynamic elements within
the experiential environment. It is the flow
between static and dynamic elements that
helps the consumer to become immersed
and engaged within the retail event
(Csikszentmihalyi 1997). For this reason
experiential elements do not work in
isolation; they function as a holistic
mechanism driving the customer's retail
experience. While researchers have
calculated the retail experience at the
intensity of individual components, the
practitioners and academics that developed
the concept designed it to function as a

holistic mechanism.

In contrast, dynamic elements relate to the
exchange of dynamic information, which
emphasizes human interaction through the
customer-staff-store interface (Schmitt
2003). Pullman and Gross (2004) define
the store's dynamic element as the
relational context between the customer,

the store, the staff and other customers.
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The relational framework allows the
customer to identify with the retailer via
their interaction with the
human/warm/soft/dynamic elements of the
store, which helps to create a sense of

belonging.

Customer behavior in a retail experience
has been studied using a blend of three
methods. The first method is based on the
manipulation of store variables such as
display or promotions and measuring the
change in sales pattern through inventory
and purchase audit (Cox, 1964). The
second method involves entry and exit
interviews to understand planned and
unplanned purchases and the causes of
deviation from plan (Kollat and Willet,
1967). The third approach has been to
directly observe shoppers while they
perform their shopping activity (Wells and
LoSciuto, 1966). Atkin (1978), Rust
(1993) and Darian (1998) have used this
method  to

understand customers'

behaviour ~ while  shopping.  Some
researchers caution that observational
research relies heavily on deduction (and
hence speculation) and hence should only
be used in limited situations (Granbois,

1968).

It can be seen that the retail experience is

not only a material store layout but also a

maze of emotions. The combinations of
fixed and dynamic elements provide
customers with loaded emotional benefits.
While the customer explores their
environment they receive an exciting,
entertaining and playful form of retail
consumption (Holbrook 1999). Their
shopping trip becomes an exploratory
journey, not defined by the act of use but
quite by experiencing holistic immersion
(i.e. sensory, enjoyment, fun, pleasure,
gratification, social encounter, inspiration)
(Arnold & Reynolds 2003).

However, with a little exception, the
existing experiential retail literature has
focused mostly on the isolated testing of
static design elements (i.e. atmospherics,
ambient  conditions,  services  cape
architecture) of retail stores (Turley &
Milliman 2000). However, qualitative
research reveals that consumers process in-
store music in a rich context of brand
knowledge and perception, in-store cues
such as other atmospheric and design
features, and the look, age and dress of
staff. In comparison, quantitative research
that focuses on how to increase quality
perceptions through leveraging one 'sense’
could lead to perceptions of misfit between
this variable and the brand, resulting in
consumer confusion (Beverland et al.

2006).
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There are lots of parameters which a
retailer in today's market has implemented
to lure and maintain the customer;
however there always exists a gap in the
manner in which it is done and the way the
customer perceives it should be provided.
This research will throw light on the
expectations and understanding which has
been derived through a primary consumer

research.

3) OBJECTIVE
1) The objective of this research is to
gauge consumers' response to
Experiential Marketing in
contemporary retail outlets through

qualitative primary research.

2) The purpose of this study is to be
aware of the key factors that drive
customers to choose a particular
retail outlet and their unmet

requirements.

4) METHODOLOGY
This paper involves primary and secondary

research.

As part of primary research, this paper
uses qualitative research to determine the
relevance of both static and dynamic
elements in a retail store and the

customers' response to the same.

Qualitative research is being used as it
investigates not only the what, where and
when but also the why and how of
decision making through the analysis of
unstructured information. It doesn't just
rely on statistics or numbers, which are the

domain of quantitative researchers.

Qualitative research is used to gain insight
into people's attitudes, behaviours, value
motivations,

systems, concerns,

aspirations,  culture  or lifestyles.
(Interviews: an introduction to qualitative

research interviewing, Steinar Kvale)

In order to collect primary data the
instruments used were observation of
shoppers and in-depth Interviews with a
structured guideline. Interviews provide
rich description and explanation of a topic
under study (Kent, 2007).They find out
feelings, memories and interpretations that
we cannot observe or discover in other
ways (Patton, 1990). Observations provide
a whole range of more authentic and
spontaneous experiences which interviews

alone cannot provide.

The research was undertaken in four hyper
markets located in Jaipur, namely-

e MGF Mall
e Triton Mall
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e Crystal palm Bazaar

e Big Bazaar

The sample size for this research paper
was 40 and the sample studied was across
all age groups (18-24; 25-34; 35-49; 50—
65).

The process was carried out by visiting
each of the four malls and observing the
consumers and their interaction with the
retail space. In order to Dbegin
communication with potential respondents,
qualifier questions were asked to
understand their shopping frequency.
Respondents with a shopping frequency of
at least twice a month were further
explained the focus, objectives and
potential value of the research.
Appointments were fixed with the
respondents willing to give interviews over
telephone  which was followed by
structured  in-depth  interviews via
telephone or e-mails. The data was
recorded in the form of written notes.

The parameters chosen for analysis during

the depth interviews were as follows:

Static:
e Cleanliness of the Mall
e Store Range

e Auvailability of the Products

e Good Eating Places

e Clarity of Signage’s

e Location of the Mall

e Parking Facility

e Easy Movement within the Mall

e Product/store Display At The Mall
e Ambience Of The Mall

Dynamic:

e Product Knowledge and Courtesy
of the Staff

e Response to Complaints

e Feedback System

e Time Taken For Billing

e Accuracy of Billing

e Frequency and Attractiveness of
Offers

e Price / Value for Money

Secondary Research has been undertaken
through the following sources:
e KEIC (MICA's online library)

Newspaper Databases
e EBSCO

e Periodicals

e Newspapers

e Journals

5) FINDINGS
In terms of customers’ shopping
experience, following static parameters

emerged as customers' key preferences
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while choosing a particular mall or retail

outlet for shopping:

A working professional laid huge
importance to the parking area and said,
“Time is the most important factor for me
so | would any day prefer a mall with
convenient parking as it saves time. |
generally go to malls with valet parking

facility.”

Location of the mall is a pre-requisite for
most shoppers. An MBA student said, “I
generally prefer going to Triton Mall as it
is the closest mall from my college, also
because it is located in a less crowded

area.”

The ambience of the mall plays a major
role in providing the customer an
enjoyable  shopping experience and
ensures re-visit. According to a young
college-going respondent, “In today's
high-tech age the attention span is very
small so bright high-energy colors and a
lively theme makes me feel refreshed and
leads me into making a better buying
decision.” For a female respondent a factor
like fragrance, considered as very minor
for most retailers, plays an important role.
According to her, “Good fragrance is an
attraction, no fragrance is acceptable but a

foul smell is a big turn-off.” Another

respondent said, “For me it's very
important that the shopping area should
have proper seating arrangement to sit
down and relax. The place should have
comfortable furniture, soft colors, mild
lighting and soft music to rejuvenate me

for further shopping.”

Cleanliness is also an important issue for
shoppers. Most of the respondents,
especially those who are accompanied by
their kids, were concerned about the
cleanliness, hygiene and safety of the
places where they go for shopping. A
respondent with a two year old kid said,
“It's very important for me that the mall
where | go for shopping should be clean

and safe for my child.”

It was observed that ease of movement and
enough open space are also important
criteria leading to customer loyalty for a
particular mall over the other. Another
important parameter is the availability and
appearance of food courts. Both
observation and interviews revealed that
consumers tend to indulge in eating while
shopping and a good eating experience at a
mall builds a positive image about the mall
in their minds. This also enhances their

entire shopping experience.
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The product display and availability of the
products are the factors because of which
MGF Mall has become a crowd puller in
Jaipur. It contains a variety of stores
having a diverse range of products.

Observations and Interviews on the
dynamic parameters involved in a
customers' shopping experience revealed

the following aspects:

Most of the shoppers preferred Big Bazaar
as it provides value for money. The
promotional offers and discounts are an
important part of the final buying decision
made by the customer. A college going
girl responded, “I wait for the festive
season as the discounts offered during that
time help me in convincing my mom to
buy me new clothes. | tend to shop a lot
during that time and end up shelling out
more money.”

The staff at the mall play crucial role in
creating a good shopping experience. Well
informed, smartly dressed and courteous
staff members invoke a positive feeling in
the customer. The customer feels at ease
and shops more. However, rude and
pestering staff generates repulsion in the
mind of the customer. A respondent said,
“I feel annoyed when a sales staff tries to

push me to buy a particular product.”

Handling complaints efficiently emerged
as an important parameter while none of
the malls are doing it well. Also, time
taken for billing is a concern as today's
customers are always in a hurry. A
respondent clearly pointed out, “If I have
selected only a few items to purchase and I
find a long queue at the billing counter
then | tend to avoid the wait and generally

end up not buying anything.”

In terms of customer shopping experience,
Himalaya Mall is the top player followed
by MGF Mall, Big Bazaar and crystal

palm mall.

6) RECOMMENDATIONS

Today when so many shopping malls,
supermarkets and hypermarkets are
opening up, each one is competing hard
for the customers' money. There are more
choices available for consumers than ever
before. In such situation retailers must
develop business strategies that focus on
creating as well as maintaining customers,
by offering customers a differentiated
shopping experience. Big retailers spend
lot of money in getting high traffic
location but if customers don't find
anything systematic, unique and attractive,
they may just pass away from the door or
if visited will try some other place to shop

next time.
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Following are the tips to make customer

shopping an amazing experience for them:

There is a need to focus a lot more
onmerchandise and range of products.

Visibility of all the stores is an important
parameter. Stores in dark corners or dead
spaces do not get noticed and hence their
presence is not felt in the mall at all.
Facilities like washroom, drinking water
and overall cleanliness should be
maintained properly to avoid warding off
many shoppers to visit the second time.
Customer service aspects like courtesy of
staff, response to complaints and billing
are crucial parameters for customers to

visit and revisit a mall.

Value for money is a very important factor
for the population in Jaipur and Big Bazaar
is doing well in this respect because of
activities like frequent discounts and offers
and the “cheapest day of the week”. The
other malls also need to make the
customers feel they are getting value for

money.

The long time taken for billing is also
another aspect that needs to be taken care
of for the time pressed customers. There
should be more counters for people buying

lesser items.

CONCLUSION

The study reveals that experiential
marketing techniques used by retailers
play a chief role in attracting clients to the
stores and also inducing them to indulge in
a shopping experience. The observations
done on shoppers in the four major
shopping malls of Jaipur and the
subsequent interviews project that both the
static as well as the dynamic parameters
considered for this research hold more or
less equal importance in defining a

satisfactory experience for the customer.

These parameters would help many new
entrants in the designing of their store as
well as enhancing customer shopping
experience. It will even help the existing
players to make the  necessary
improvements. It is hoped that this study
will stimulate further investigation in this
field and thus prove to be more helpful for

the industry.

LIMITATIONS AND SCOPE FOR
FURTHER STUDY
1) The response given by some of the
respondents might be driven by
personal bias. Hence, the data
could not perhaps display the true
picture.
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