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Abstract 
Traditional marketing focuses on the product attributes 

which has not become relevant in today‟s context. 

Present trend is moving   from the features-and-

benefits approach toward marketing to customer 

experiences. Experiential marketing becomes relevant 

in organized retailing when competition in Indian 

organized retailing is intensifying; it becomes 

critically important for organized retailers to involve 

the customers in self service organized retail store. 

Present study focuses on interrelationship of 

experiential marketing constructs on customer 

shopping involvement purchase process in organized 

retail stores. 

Keywords: Sense, feel, Think, Act, Relate. 

1. Introduction 

Dynamics of business is changing at very rapid 

pace in Indian organized retailing. The trend is 

moving from traditional marketing practices 

where core focus is on product features to 

consumer experiences to engage them from 

strategic prospective. It makes more sensible in 

service marketing prospective to enable 

customers for the hedonistic feeling like focusing 

on holistic experience of customers. Experiential 

marketers do not think in terms of product 

attributes but consider the holistic consumption 

experience of customers. Organized retailing 

refers to trading activities undertaken by licensed 

retailers, that is, those who are registered for 

sales tax, income tax, etc. These include the 

publicly traded supermarkets, corporate-

backed hypermarkets and retail chains, and 

privately owned large retail businesses. 

Experiential approach in organized retailing is 

moves beyond commodities, goods or services. 

The experiences provided to consumers may be 

similar to those provided to other 

consumers(Srinivasan & Srivastava, 2010).In 

traditional marketing, the goal of new product 

development is often the addition of new features 

and benefits that will improve old products or 

old technologies. Traditional marketing models 

view brand extensions in terms of the fit between 

product categories and the transfer of positive 

equity from the current brand to the extension 

product. In contrast, the experiential marketing 

approach are driven the experiential image of the 

retail company and new products and brand 

extensions add new experiences that can be 

leveraged in additional new products and further 

brand extensions in turn helps in the creation of 

holistic experiences(Schmitt & Management, 

1999). Holbrook (2000) concluded that 

experiential marketing focuses shift from product 

performance and benefits to experiences 

entertainment. It creates memorable experiences 

in customers mind. The same can be 

remembered and shared among other prospective 

customers generating increasing sales through 

the power of word of mouth and consumer 

loyalty. Experiential marketing necessarily 

involves consumer participation and goes 

beyond the consumer‟s stated needs taking into 

account the socio cultural context (Srinivasan & 

Srivastava, 2010) Traditional marketing  focuses 

on functional features and benefits ,products 

categories , competition and consider customers 

as rational decision makers (Schmitt & 

Management, 1999). Mathwick et al(2002) 

define the value of an experience as the extent to 

https://en.wikipedia.org/wiki/Hypermarkets
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which it helps or moves a consumer towards her 

consumption objectives. Experiential marketing 

is relevant in organized self service store  where 

customers goes through a process of „see-touch-

sense-select‟ in order to buy a product(Sinha & 

Uniyal Prasad, 2016) Schmitt identifies five 

different types of experiences or „strategic 

experience modules‟ (SEMs)(Grundey, n.d.) 

 (a) Sense  
These are sensual and tangible aspects of a 

product or experience that appeal to the five 

senses of sight, sound, scent, taste and touch. 

Sense experiences are particularly useful to 

differentiate products or services, to motivate 

potential customers, and to create a sense of 

value in the mind of the purchaser in a organized 

retail store.  

 (b) Feel   
Feel marketing is devoted to inducing affect that 

have positive or negative feelings toward a 

product or service will influence the extent to 

which it is consumed in retail store.  

(c) Think 
The objective of think marketing is to encourage 

customers to engage in elaborative and creative 

thinking that may result in a reevaluation of the 

company and products in retail store.  

(d) Act  
Act marketing is oriented towards the creation of 

experiences through behavior on the part of the 

customer, either privately or in the company of 

others. The goal is to change long-term behavior 

and habits in favour of the particular product or 

service in retail store.   

(e) Relate  
Relate marketing expands beyond the 

individual's private sensations, feelings, 

cognitions and actions by relating the individual 

self to the broader social and cultural context 

reflected in a brand. In other words, relate 

marketing plays upon the identification of self 

with the context and associations bound up in the 

product or service used in retail store.   

2. Customer Involvement  

Involvement has been treated as major socio-

psychological variable that explains individual 

differences (Slama, 1985). Besides the number 

of attributes used to compare brands, the length 

of the choice process and the willingness to 

reach a maximum or a threshold level of 

satisfaction, it is also indicated by the extent of 

information search, receptivity to advertising and 

the number of cognitive responses generated 

during exposure. Studies describe different types 

of involvement such as ego involvement, product 

class involvement, generalized purchasing 

involvement, enduring involvement and 

situational involvement (Richins and Bloch, 

1986). Involvement with shopping could be 

enduring and would be affected by the need for 

more information, different experiences can also 

change the level of shopping involvement. It is 

noted that the involvement level increases from 

convenience to variety indicating a heightened 

cognitive process. expressive involvement keeps 

increasing from convenience to variety to 

experience (Sinha & Uniyal Prasad, 2016). High 

customer involvement leads to customer 

purchase intension and loyalty in future 

prospective. 

3. Research Gap and Justification  

Many studies have shed a light on the positive 

influence of customer experience on consumers 

involvement. Very few studies in organized retail 

sector have empirical evidence of experiential 

marketing in relation  customer 

involvement(Khan & Rahman,2013). Customer 

experience involves the customer‟s emotional, 

social, cognitive, affective and physical 

responses, so it is important to consider the 

aspects related to the emotional side of customer 

behavior leading to customer involvement. 

Emotional thinking are more effective than the 

rational knowledge that account for the whole 

experience between a company and its customer 

(Gentile et al.,  2007). In order to fill this gap as 

discussed above, this study conducts a research 

in India by investigating the influence of 

experiential marketing (such as sense experience, 

think experience, feel experience, relate 

experience and act experience) on customer 

shopping involvement in organized retail stores.  

4. Research Methodology 

An exploratory study was conducted to explore 

relationship of experiential marketing 
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antecedents namely sense , feel, think, act and 

relate leads to customer purchase involvement in 

organized retail chain of all formats A 

questionnaire was study the responses of mall 

intercept method based in central Haryana. The 

data was collected through trained investigators 

who are well versed about the objectives of the 

study. The respondents were asked to evaluate 

the different construct of experiential marketing  

and different statement in each latent variable is 

measured through questions designed on a 5 

point Likert type scale ranging from strongly 

agree to strongly disagree. Sample size 340 

respondents were collected through mall 

intercept method For analysis initially factor 

analysis is applied to understand the underlying 

dimension and after that multiple regression was 

applied to meet out the objectives. 

4.1 Hypothesis 

On the basis of literature review and strategic 

experience model by Schmitt, the following five 

hypotheses are developed by the author in this 

research 

H1: The relationship between the sense 

experience and  customer shopping involvement 

is positive. 

 H2: The relationship between the feel 

experience and customer shopping involvement 

is positive. 

 H3: The relationship between the think 

experience and customer shopping involvement 

is positive.  

H4: The relationship between act the experience 

and customer shopping involvement is positive.  

H5: The relationship between the relate 

experience and customer shopping involvement 

is positive. 

5. Analysis and Findings 

5.1 Demographic Profiles Analysis  

Responses of 340 respondents were analyzed. As 

per the survey conducted, the distribution of 

gender among respondents includes male (59%) 

and female (41%). Large numbers of respondents 

are of age more than 27 years (62%) 

subsequently followed by the age group between 

21 to 27 years old (38%). The value of 

Cronbach‟s alpha of all construct is greater than 

0.60 is examined acceptable shown in table 2. 

5.2 Validity Test 

Validity of a scale is defined as the extent to 

which differences in observed scale scores 

reflect the true differences among objects on the 

characteristics being measured (Khan & 

Rahman, 2013) In this research construct validity 

was considered as tool for validity measurement 

and principal component factor analysis was 

adopted to measure the validity of construct. For 

this, Kaiser- Meyer-Olkin (KMO) test of sample 

adequacy and Bartlett test of sphericity were 

used to examine the validity of the factors. KMO 

can be performed by comparing the magnitudes 

of the observed correlation coefficient to the 

magnitudes of the partial correlation coefficients. 

High values (between 0.5 and 1.0) of KMO 

indicate factor analysis is appropriate and values 

of KMO below 0.5 imply that factor analysis 

might not be appropriate. The KMO value and 

Bartlett‟s test is within the permissible limits 

shown in table 1.  

 

Table 1: Results of KMO and Bartlett’s Test 

 

Kaiser-Meyer-Olkin Measure of Sampling 

Adequacy. 

.924 

Bartlett‟s Test of Sphericity Approx. Chi -

Square 

Df 

Sig. 

 

 

1134.458 

120 

.000 

 

Six factors were extracted through factor 

analysis for which principal component analysis 

was used and for factor rotation varimax method 

was used. Six constructs extracted were sense, 

feel, think, act, relate and customer purchase 

involvement. After rotation, the first factor 

accounted for 19.22% of the variance, the second 

factor accounted for 17.54%, the third factor 

accounted for 12.47%, fourth factor accounted 

for 11.05% and fifth factor accounted for 9.99 % 

of the total variance. Sixth factor of customer 

purchase involvement accounted for 5.55 percent 

of total variance shown in table 2.  Items and 

factor loadings for the rotated factors, with 

loadings less than 0.50 omitted to improve 

clarity. 
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Table 2: Factor Loadings 
 

Variable 
Scale Items Factor  Loadings 

Cronbach 

alpha 

Sense Visiting retail store 

attracts my senses 
0.77       

  .708 

The design of retail store 

attracts my senses 
0.74       

  

It is important to touch 

new products in retail 

store 

0.72       

  

The feature of retail 

store has special 

experience of purchasing  

0.79    

  

Think The arrangement in 

retail of various store 

products  

  0.88     

  .867 

Features of cars develop 

my interest 
  0.87     

  

Think of purchasing 

products from organized 

retail outlets 

  0.86     

  

Relate  
Purchasing products 

from retail relate me to 

other people 

    0.77   

  .789 

I can relate retail store as 

my image  
 .86 

 

   

It makes  other  to 

perceive  positive about 

me    
 

 .87 
 

  

Act New decors of retail 

store reflect my life 
    

 
 0.71 

  .745 

Website information of 

retail store make me feel 

positive 

      0.69 

  

Over  all environment of 

retail store attracts me  
     0.74  

  

Feel Purchasing from retail 

store make me feel 

comfortable 

       

0.71  .743 

Feeling interested in 

purchasing products 

from retail store 

      
 

0.83 

 

Ultra modern facilities 

in retail store made me 

feel joyful 

      
 

0.77 

 

Customer services make 

me feel happy 
      

 
0.71 
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Customer 

purchase 

involvement 

I derive pleasure of 

spending time at retail 

store 

   

 

 .82 .865 

 I feel contended after 

every time  I shop from 

retail store  

   

 

 .88 

 I take the risk of 

purchasing new products 

from retail store that is 

not available with 

unorganized retail 

outlets 

   

 

 .78 

% of variance explained 

19.22 17.54 12.47 

 

11.05 

 

9.99 

 

5.54 

 

 

No significant correlation was found between 

participants‟ age and gender and the two 

dependent variables namely, attitude and 

intention to use. These demographic variables 

were dropped from further analysis. Multiple 

regression was applied to study the influence of 

five construct ie sense, feel, act, think and relate 

on customer purchase involvement shown in 

table 3.   
 

Table 3: Results of Multiple Regression 

 

 

Model  

Un 

Standardize

d  

Standardize

d B 

t sig 

B Std 

Erro

r 

Constan

t 

1.4

5 

.434 .193  .00

0 

Sense .24

5 

.105 .227 4.93

3 

.03

4 

Think .43

5 

.103 .101 3.23

3 

.02

6 

Relate .10

8 

.132 .054 4.34

5 

.00

0 

Feel .13

2 

.145 .460 2.73

4 

.01

2 

Act .29

4 

.293 .080 3.24

1 

.00

0 

 

Dependent Variable: Customer Purchase 

involvement; R = 0.592; R Square = 0.345 
 

The result of the study shows that customer 

purchase intention is influenced by all the five 

experiences as mention by Schmit (1999).  

 

 

Out of these five constructs used to measure the 

experience and their relative influence on the 

customer purchase intention have been found 

important. As depicted in Table3  the results 

shows that customer purchase intention are 

highly influenced by  sense ,think , relate, feel 

and act. Hence the entire hypothesis supported 

the study. 

6.  Implication of the Study 

The organized retail stores should have high 

corporate visibility should create an experiential 

identity for itself. But retailers must also create 

experiential identities for its brands and 

products, and these should not clash with the 

corporate identity among the customers. Product 

features may forgo because it has less visibility 

in the store. So there is need to manage the 

experiential identities of its products and brands 

very closely. Experience stores expressive 

involvement when supported by cognitive action 

would increase involvement. Interactive 

communication tools would enhance shopping 

experience. Role of sales person becomes very 

critical here in terms for not being intrusive but 

still help. Time is changing, now it‟s not enough 

to convince a customer just on the basis of 

features and benefits of the product or service 

(traditional marketing). It requires thinking 

beyond this old concept of traditional marketing 

and needing to realize the importance of 

experiential marketing concept. 
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7. Conclusion 

This research will help in determining the 

influence of experiential marketing on the 

customer purchase intention which ultimately 

connected with the decision to purchase and to 

upgrade the marketing strategy, especially at 

touch point. Automobile marketers and 

passenger car companies will get benefited with 

these findings especially in this period of 

slowdown and in future also. This study is based 

on customer‟s perspective, so it will play a 

crucial role in designing marketing strategies in 

the passenger car market. 
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