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Extensive Summary 
 
 

In today’s increasingly volatile business community, retailers face fierce 
competition environment. Retailers ensure the sustainability of their firms by creating 
valuable experiences to their customer s and subject of costumer experience occupies as 
a corporate objective of their firms. By the mean of experiences retailers differentiate 
themselves from their competitors and gain competitive advantage. Therefore 
experiences have moved to the center of retailer’s competition strategy. 

Although the concept of experience entered in the field of marketing in 1982, this 
concept has now become a key constituent of understanding customer behavior because 
academicians and practitioners have captured the alteration of customer behavior. 
Today’s customers are involved with products, communications, and campaigns which 
they can pertain to and that they can attach to their lifestyles. Also they are interested in 
products, communications, and marketing campaigns that can procure unique and 
memorable experiences. That’s why modern customers are not suitable to evaluate by 
traditional marketing approach.  

In traditional marketing approach, customers focus on functional features and 
benefits of products and services. Product categories and competition are narrowly 
defined and customers are viewed as rational decision makers. In contrast to this 
approach, customers focus on customer experiences in experiential marketing approach 
that makes for a much deep view. In this view, experiences can formed as a result of 
meeting, undergoing, or passing through specific situations and consumption is defined 
as a holistic experience. Customers are considered as both rational and emotional 
decision makers.  Experiences provide sensory, emotional, cognitive, behavioral, and 
relational values which can replace functional values for customers (Schmitt, 1999a). 
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Moreover, experiential marketing approach has important strategic contributions. 
It presents two key strategic concepts: strategic experiential modules (SEMS) and 
experience providers (ExPros). SEMs refer strategic experiential modules that 
practitioners can perform to generate different types of customer experiences for their 
customers. SEMs are consisted of five different experiential models are namely; sense, 
feel, think, act and relate. All these modules have their own characteristics, objectives 
and natures. SENSE refers sensory experiences which are appealed to the senses. FEEL 
refers affective experiences and mentions customers’ intrinsic feelings with the purpose 
of making affective experiences. THINK refers creative cognitive experiences which 
appeals to the intellect, with the objective of creating cognitive, problem-solving 
experiences that engage customers creatively. ACT refers physical experiences, 
behaviors, and lifestyles which deals with ensue ways of doing things. RELATE refers 
social-identity experiences and discourses to individual’s especial feelings, thus relating 
the individual to something outside individual’s especial situation. As is seen each 
SEMs are completely different to each other. Other important strategic importance of 
experiential marketing approach is experience providers (ExPros). Expros contain 
communications, identities, product presence, co-branding, environment, web sites and 
people. 

On the other hand, one of the important term introduced by Pine and Gillmore 
(1999) is “Experience Economy”. In this approach they offered economic distinctions 
between commodities, goods, services, experiences and transformations.   They argued 
that companies can differentiate their pricing strategy by offering experience with 
product or services instead of only commodities.   

Today a great majority of scholars and managers have noticed the power of 
experiences. From managers’ point of view, experiences have provided them to 
differentiate themselves in the increasingly competitive environment, enhance customer 
satisfaction and consequent return on investment. That’s why they need to consider new 
concepts of experiential marketing and they need to enrich their offerings with 
experiential components. From scholars’ point of view, experiences have been 
concerned as explicit economic offerings, different than products or services and they 
need to focus on this new era.  

 

 
 

 


