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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.   
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1. Introduction 
This initial chapter discusses our research area, the background of experiential marketing, the 

research problem and purpose. It also describes the thesis’ structure and some delimitations of 

our study. 

 

1.1 Background 

 
1.1.1 History of experiential marketing 

 
Experience marketing, was first propounded by Pine & Gilmore in 1998. As they stated in 

Welcome to the Experience Economy, economy processes with the change of consumption 

conformation and economy have transformed from agrarian economy, industrial economy 

and service economy into experience economy. In their article, Pine II and Gilmore (1998, 

p.97) wrote: “As services, like goods before them, increasing become commoditized －think 

of long-distance telephone services sold solely on price － experience has emerged as the next 

step in what we called progression of economic value”. Gupta (2012, p.171) also mentioned 

“there has been a progression of economic value from product through service to experience”. 

 

Unfortunately, traditional marketing and other business fields offer hardly any guidance for 

capitalizing on the emerging experiential economy. “Today’s information, branding, and 

communications revolution calls for a different approach” (Rhea 2014, p. 20). Traditional 

marketing is also regarded as product and service marketing. In Gupta’s (2012, p. 171) 

opinion, “for traditional marketing, it focuses on product and service, the efforts it put are 

usually on technology up gradation, manufacturing capabilities, new product development 

and economies of scale, customer satisfaction and employee engagement”. However, with the 

furious competition in a saturated market, it is difficult to differentiate the product or service 

from other competitors. Customer cannot have any experience memory, so it is hard for a 

company to build brand and maintain brand loyalty. That is why the traditional approach has 

lost effectiveness. 

 

In contrast to traditional marketing’s narrow focus on functional features and benefits, 

experiential marketing focuses on customer experiences, which put emphasis on a much wider 

view. As Schmitt (1999a, p. 57) demonstrated, “experiences provide sensory, emotional, 

cognitive, behavioral, and relational values that replace functional values”. Schmitt (2011, pp. 

8-9) 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”. 

Benefits are usually created from consumer experience, instead of existing in the products 

(Janiszewski 2009). Smilansky (2009, p. 16) thought “by creating a brand experience, which 

makes an emotional connection with its target consumers, those consumers are more likely to 

develop brand loyalty to that product, allowing the company to stabilize market share and 

avoid relying on sales promotions”. 

 

“Experiential marketing is everywhere” (Schmitt 1999a, p.53). 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. “To an experiential marketer, 

customers are emotionally, as well as rationally, driven. That is, although customers may 

frequently engage in rational choice, they are just as frequently driven by emotions because 
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consumption experiences are often ‘directed toward the pursuit of fantasies, feelings, and 

fun’”(Schmitt 1999a, p.59). 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. 

 

1.1.2 Definition of experiential marketing 

 

Schmitt (2011) thinks experience marketing is generally defined as a type of marketing that 

focuses on creating activities for customer, in that way to create some connections with 

customers. 

 

Pine II & Gilmore (1998) says that there are two dimensions to think about experience. The 

first dimension relates to customer participation. One side is passive activity; another is active 

participation. In passive participation, customers don't influence the result of activities at all, 

like concert audiences who can't influence the concert but just be listeners. In active 

participation, customers act as key roles in creating the event that can generate the experience. 

For example, basketball players act as active participants. The second dimension is the 

connection, which relates customers to the event or activities.   

 

Gentile et al. (2007, p. 397) define that 
       “ The Customer Experience originates from a set of interactions between a customer and a product, 

a company, or part of its organization, which provoke a reaction. This experience is strictly 

personal and implies the customer’s involvement at different levels (rational, emotional, sensorial, 

physical and spiritual). Its evaluation depends on the comparison between a customer’s 

expectations and the stimuli coming from the interaction with the company and its offering in 

correspondence of the different moments of contact or touch-points”.   

 

There are many kinds of definitions of experience marketing, and the definition is broad. In 

our research, we study the experiential marketing in the emotional area. As Karadeniz, Pektas 

& Topal (2013, p. 48) said “experiential marketing is a kind of face-to-face communication 

method, which mainly raises customers' physical and emotional feelings”. YOU-MING 

(2010, p. 190) also argued “Customer’s rational needs become outer apparent emotional needs 

and sublimate to experience level now”.   

 

In this thesis, we use Schmitt’s (1999) definition of experiential marketing, a new approach to 

marketing based on sense, feel, think, act, and relate. 

 

Experiential marketing is sometimes called "experience marketing", "event marketing",  

"engagement marketing" and so on. There are small differences between them, but in this 

article, we don’t distinguish the difference of definitions of these terms. Therefore, when we 

use experiential marketing and experience marketing, they mean the same.  

 

1.1.3 Status of experiential marketing in China 
 

Experiential marketing has been widely used around the world. It is also not a very new 

marketing concept in China. However, compared to the successful use in Europe and America, 

it is usually with bad performance that experiential marketing is implemented in China, no 

matter it is Chinese local corporations or multinational corporations. 
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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. 

 

In Europe and US, experience marketing is relatively mature. Some companies have 

implemented experiential marketing strategies for years and confidently differentiated 

themselves from the competition, forming long-lasting relationships with their target audience 

and maintaining customer loyalty (Smilansky 2009). There are many famous experience 

marketing cases, like Doc McStuffin’s checkup clinic, Red Bull Stratos, Adidas and Derrick 

Rose, Game of Thrones, UK store sleepover and so on. This process adds value to the 

consumer, and gives something back, paving the way for innovating, market-leading brands 

(Smilansky 2009). However, you can hardly find a Chinese brand which performs well in 

experiential marketing. Experience commercials and events seldom occur to customers. 

 

1.2 Purpose  

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

experiential marketing. We hope that the findings from our research can help companies have 

a better understanding of Chinese consumers and improve their marketing strategy to meet the 

requirements of the customer. 

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 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.  

1.3 Research question 

 
According to Schmitt (1999), there are five types of experiential marketing, sense, feel, think, 

act and relate. Different types of experiential marketing has different stimulus to customers. 

And we want to know, to what extent can each experiential marketing type influence the 

Chinese customer? In other words, which type of experiential marketing can best adapt to 

Chinese marketing. 

 

So our main question is:  

Which type of experiential marketing can have a more positive effect on Chinese customers? 
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1.4 Delimitations 

Our research is from a customer’s perspective and based on the analysis of IKEA, so the 

result may be not applicable in other situations.  

The research in practical application of experiential marketing in China are limited in number, 

it is difficult to find a lot of exact usage of experiential marketing in Chinese marketing. Also, 

it is very hard to find some English scientific articles related to Chinese experience marketing, 

so some contents about Chinese experience marketing are cited from Chinese scientific 

articles and translated into English by the authors. The information of Chinese experiential 

marketing is not sufficient. 

1.5 Structure 

There are six chapters and each part plays its own role in this thesis. 

 

Chapter 1: Introduction. 

 

This chapter introduces the general background of experiential marketing and the 

development in China. It also explains what is experiential marketing and the specific area we 

used in this thesis. In addition, we describe the purpose, raise the research question as well as 

some delimitation. 

 

Chapter 2: Theoretical framework 

  

This chapter explains some concepts involved in this research and the models that are used to 

help analyze the empirical findings. 

 

Chapter 3: Method 

 

This chapter introduces and discusses the methodology and methods we have chosen for our 

research. It concludes research approach, research design and credibility. Moreover, this 

chapter presents the process of applying a case study and describes how to collect and analyze 

the research data. 

 

Chapter 4: Result 

 

Chapter four shows the empirical findings that are collected from a questionnaire. The results 

are displayed according to research question and will be analyzed in the next chapter. 

 

Chapter 5: Analysis 

 

In this chapter, the analysis is conducted by comparing the questionnaire data and the 

theoretical framework. The findings of the empirical study will be analyzed. We will build the 

connection between theoretical framework and empirical findings. 

 

 

Introduction
Theoretical 
framework

Method Result Analysis
Discussion 

and 
Conclusion
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Chapter 6: Discussion and Conclusion 

 

This chapter consists of discussion, conclusion of this research and the answers to the research 

question. It also describes the critical issues about this research. In addition, suggestions for 

future research will be given.  
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2. Theoretical Framework 
This chapter introduces the theoretical framework that will be used in the analysis chapter. 

Theory models used are chosen from literature and scientific articles. 

2.1 The customer experiences 

 
Experience is “a subjective mental state felt by participants” (Musa et al. 2015, p. 236). It is 

defined as “mental, spiritual and physiological outcomes” resulting from on-site recreational 

engagements (Schänzel and McIntosh, 2000, p. 37).  

 

Customer experiences can be classified into four types of study according to Bruhn and 

Hadwich (2012). Gurski (2014, p. 7) concluded them as: “product experience, service 

experience, brand experience, and consumption experience”. 

 

According to Barbara E. Kahn’s theory (2013), there are four stages for a company to manage 

its customer centricity maturity. They are 1) Product orientation, 2) Market orientation, 3) 

Customer experience and 4) Authenticity. Customer experience is regarded as the third stage 

of the process, which more focus on the mental state of the customer. In this stage, companies 

try to offer an emotionally positive experience to customers instead of just focus on products 

or the services.  

 

A recent article in the Harvard Business Review (2013) “The Truth About Customer 

Experience” defines the customer experience as the customer’s end-to-end journey, not just 

the key touchpoints or critical moments when customers interact with the organization and its 

offerings before purchase, in purchase and after purchase (Rawson, Duncan & Jones, 2013). 

Customer experience is the accumulated effect of multiple touchpoints over time, which can 

lead to a real relationship feeling or lack of it. 

 

Gurski (2014, p. 6) argued that “the existing practically oriented literature on customer 

experiences claims that customer experiences need to be extraordinary, memorable and 

compelling in order to generate a competitive advantage”. 

 

To measure and manage the customer experiences, we have to figure out the nature of 

customer experiences. Gurski (ibid, p.7) argued that “Customer experiences blur the 

traditional dichotomy of goods and services by ultimately focusing on customers’ value-in-

use, which is created by the orchestral combination of goods and services during the 

interaction between customer and company”. He (ibid.) mentiones “A customer experience is 

a holistic personal, customer specific perception of a company’s overall market offering 

which is generated in a wide array of situations and contains a significant amount of hedonic 

benefits and emotional value for the customer”. 

 

2.2 Experiential marketing and SEMs 
 

Experiential marketing is a form of advertising that focuses primarily on getting consumers to 

experience a brand. It means that the company provides services such as holding an event in 
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order to make consumers get a sense of the product. The aim of this kind of marketing is to 

meet consumers’ desire of experiences.  

 

Compared to the traditional way, experiential marketing has particular characteristics. It puts 

the emphasis on the consumer’s feeling and experience. It makes profits by providing all-

around services while traditional marketing tends to focus on the profits made by the sale of 

products. In the traditional way, customers are passive to receive the service, however, 

consumers are both receivers and participants in an experiential process. This is the real 

customer orientation. 

 

2.2.1 The features of experiential marketing 

 
As Schmitt (1999) summarized, there are four features of experiential marketing. 

 

The first one is meeting the consumers’ desire of experiences. The company focuses on the 

communication with consumers because the products should be designed according to them. 

For that, the experience is the result after the consumers have taken part in some activities, so 

it will inspire their feelings, emotions, and actions. Thus, the company must catch the 

psychological demands of the consumers and focuses on their satisfactions. 

 

The second one is designing a good scene for consumers. In the experiential marketing, the 

consumption experience after purchasing a product has become an important factor in 

customer loyalty. It is obvious that if consumers can have some good feelings of the product 

before purchasing, it will no doubt make them eager to buy it as soon as possible. Therefore, a 

specific scene in which a synergy can be created with the consumer’s feelings, emotions, and 

actions should be designed, in order to make consumers have more fun. 

 

The third one is that consumers are rational and emotional. Although consumers make 

rational decision, they will be also driven by emotions. Consumers want to get something 

exciting and receive a creative challenge. It is the base of experiential marketing. 

 

The last one is focus on the communication with consumers. In traditional marketing, 

enterprises are in predominance. Consumers are always controlled by temptation, in this way, 

enterprises can make profits which means that consumers are in a passive position. It is a one-

way relationship. In experiential marketing, there are communication of information and 

emotion between consumers and enterprises in order to promote each other. It is a two-way 

interaction. 
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2.2.2  Types of experiential marketing (SEMs) 

 

 
 

 
 

 

 

There are five types of experiential marketing, which are identified by Schmitt (1999) as five 

different dimensions, or strategic experience modules (SEMs).  

 

Sense 

 

The aim of this kind of experiential marketing is to create the sense of experience which 

means that consumers will be given the stimulation of visual, hearing, smell, taste and touch 

feeling. Not only can the sense experiential marketing promote product identification but also 

it will increase the additional value of the product. 

 

Feel 

 

The emphasis of “feel” experiential marketing is inner feelings. The aim of it is to create 

emotional experience from which consumers can feel many kinds of emotions such as kinship, 

friendship and love when doing purchase. A good operation of feeling experiential marketing 

needs a deep understanding about how to integrate the consumer into the scene. 

 

Think 

 

The key point of “think” experiential marketing is intelligence. Creativity is used to arise 

consumer’s interest and thinking. At the same time, it always uses stratagems and temptations 

to cause different thoughts in the consumer. 

 

Act 

 

The aim of this kind of experiential marketing is to build tangible experience. It is about 

lifestyle and interaction. It enriches our life by increasing the body experience. The changes 

of lifestyle can both be passive and active. 

 

Relate   

 

This kind of experiential marketing consists of sense, feeling, thinking and action. It is at a 

higher level and comprehensive. It is above personal emotion, personality and character. It 

has relationship with culture and ideal self. It represents the desire that everyone wants to 
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improve him-/herself and everyone is eager to be the same as the ideal one. Thus, this kind of 

experiential marketing builds a relationship between the individual and the social system. 

 

2.3 Purchase intention 
 

Purchase intention is defined as the possibility that customers will buy the product. When this 

intention is stimulated, customers usually show an interest in the product and get an impulse 

to buy the product (Nigam, 2012).  

 

Purchase intention is classified into two types by Newberry, Klemz and Boshoff (2003). One 

is that the consumers have the purchase intention and decide to buy the product. Another is 

that the consumers have the intention but decide not to buy. Nigam (2012, p. 73) argues 

“variables such as customers' consideration in buying a brand and expectation to buy a brand 

can be used to measure consumer purchase intention”. 

 

So in this thesis we choose these three theories to build our theoretical framework. We 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, we design our questionnaire to get 

answers to our research question. 
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3. Method 
This chapter introduces how we choose the method, the way we collect data and how we 

design the questionnaire. It concludes research approach and research design.  

The purpose of this study is to find out Chinese consumers’ attitudes towards experiential 

marketing, which may provide suggestions to the companies and improve the quality of 

services. So it is necessary to choose some adequate methods to design the research step by 

step. 

 

For collecting data, a research method is required as a technique. A research method involves 

a specific instrument such as questionnaire. A research method is related to different research 

designs. The type of research design being used in the research reflects the priority of 

different parts of the research process (Bryman & Bell 2011). 

 

3.1 Research approach 
 

A quantitative methodology has been applied in this research. Bryman & Bell (2011, p. 410) 

describes the differences between quantitative and qualitative research with the table in figure 

1. 

 

 
Figure 1: Features of Qualitative & Quantitative Research (Bryman & Bell, 2011, p. 410) 

 

As the purpose is to find the Chinese consumers’ attitudes towards experiential marketing, 

this research carries out the investigation from a user’s perspective. It collects data about users’ 

experiences, feelings and thoughts. Comparing the different parts of the quantitative method 

and the qualitative method, qualitative research can offer a chance of getting a deeper 

understanding of thoughts and feelings. However, Chinese consumers is a large group of 

people, so with qualitative methods, it is difficult to collect enough data and it is more likely 

to make results accidentally. A user’s feelings and thoughts are abstract variables. The 

collection process is complex. Questionnaire is a suitable approach to get data. The reasons 
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why we choose this method are that it is a cost-effective method, it is convenient for us to do 

statistics and analysis. On the other hand, it is helpful for us to do large-scale survey and 

people can have enough time to think about it when answering questionnaires. As a result, this 

research will be conducted by using a quantitative method. 

 

3.2  Research Design - Case study 
 

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. 

 

3.2.1  Case study plan 
 

Questionnaire 
 

After narrowing down the research question, a questionnaire has been conducted to collect the 

empirical data that is necessary in order to find the Chinese consumers’ attitudes towards 

experiential marketing. 

 

According to Bryman & Bell (2011), with a web survey, the respondent is directed to a 

website in order to answer a questionnaire. Because of the large group of Chinese consumers, 

we have chosen web survey as data collection method. 

 

Respondents answer questions by completing the questionnaire themselves online. Compared 

with structured interviews, a questionnaire can save expenses and it is useful in the situation 

in which we do not know users’ e-mail addresses. So, an online questionnaire application 

(Sojump) is our choice. 

 

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

we can’t get everyone to do the questionnaire. Bryman & Bell (2011) claimed that the simple 

random sample is the most basic form of probability sample. With random sampling, each 

unit of the population has an equal probability of inclusion in the sample. According to the 

data we plan to collect, simple random sample is used. We 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. However, we haven’t done 

random sampling. The respondents have, by choosing to answer, made the sampling 

themselves. That is of course a limitation. 

 

3.2.2  Case study data collection 
 

Case study data collection - How to design the questionnaire 

 

In order to keep interviewees patient with questionnaires, we set 14 multiple-choice questions. 

The questions are divided into 2 categories: general questions and questions according to the 

5 types of experiential marketing. 
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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 we focus on consumers around 20 years to 60 years of 

age. We 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”, we 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 our research question. The 

questions in this part are closely connected with the characteristics of IKEA. To some extent, 

the respondents are familiar with them. We put the emphasis on the detailed consumer 

experience, which is the most important part in our questionnaire. We 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 

we need to learn about the consumers’ opinions well.  

 

Case study data analysis - How to analyze the questionnaire 

 

Our questionnaire has been released online. We collected the data of all questionnaires and 

did analysis with the help of some tools. We have used “Sojump” as our analysis tool to deal 

with data. “Sojump” is one of the most popular online questionnaire applications among 

Chinese people. It is easy to create multiple choice questions and open questions. The 

questionnaire data can be analyzed by using the general functions in “Sojump”.  

 

Then we 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 our 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).  
 

 
3.2.3 Credibility 
 

The credibility of the results can only be relied on if the participants are involved in the topic. 

For our questionnaire, we have not checked out our respondents’ group. We just published 

our questionnaire on the website and everyone had the chance to answer our 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. 
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3.2.4 Validity 
 

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

validity refers to the extent to which the results of a study can be generalized or extended to 

others. However, our research carried out based on the collected data from the questionnaire 

about Chinese consumers’ attitudes to IKEA’s experiential marketing strategy, so the 

conclusion can hardly be extended to other cases, which means that compared to internal 

validity, the external validity is weak in our study.  

 

In order to keep a strong internal validity, we always keep the theoretical framework in mind 

when designing the questionnaire. We 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, we translate our questionnaire into a Chinese version and 

release it on a Chinese platform to confirm that all respondents are Chinese.  
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4. Results 
Chapter four shows the empirical findings that are collected from the questionnaires. The 

results are displayed according to research question and will be analyzed in the next chapter. 

 
Our questionnaire was published on “Sojump”, a research platform among Chinese people. 

There were 195 people who answered this questionnaire and the results of the survey have 

been summarized into tables and charts. 

 

4.1 Result of general questions 
  

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

our respondents. 

 

Table 1 shows the male to female ratio of our respondents. It is apparent that most of 

respondents are female, which account for 71.8%. 

 
Table 1: Gender 

Gender 

  Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Male 55 28.2 28.2 28.2 

Female 140 71.8 71.8 100.0 

Total 195 100.0 100.0  

 

Age of respondents is displayed in table 2, which shows the age distribution of the 

participants. 

 
Table 2: Age 

 
 

The bar graph in table 3 is the result of question 4 “How often do you go to IKEA”. That 

illustrates the frequency of respondents going to IKEA. 
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Table 3: How often do you go to IKEA? 

                                                       

 
 

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

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

 

 

4.2 Result of user attitudes to 5 types of experiential marketing 
 

What do you think of the form that consumers can try every product freely in IKEA store? 

 

From the data, we can see that most of the respondents think the form that consumer can try 

every product in IKEA store is a good way. There are 48.72 percent and 42.56 percent of the 

respondents that think this way is very good and quite good respectively. It means that only 

0.51% respondents don’t like it. 

 

How does the decoration of IKEA’s model room make you feel? 

 

It is obvious that 47.69% respondents can feel kinship, friendship and love from the 

decoration of model room. The percent of respondents who can feel kinship, friendship or 

love are 38.46%, 2.56% and 1.03% respectively.  

 

What do you think of IKEA’s products? 

 

The question was to which extent the IKEA products surprise consumers. More than 86 

percent of the respondents hold a good attitude towards the design of them. Only 13.85% 

respondents think that there is nothing special about the products.   
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Do you like IKEA’s self-assembling way? 

 

From the question about acting experiential marketing, it is clear that more than half of the 

respondents like IKEA’s self-assembling way while 20 percent of the respondents don’t like 

this way. 

 

Will you relate yourself with the social and cultural context reflected in IKEA when you 

buy the products? 

 

The answers show if consumers can feel IKEA’s culture when they do shopping. About 80 

percent of respondents chose ‘Yes’, which means that a majority of the respondents can feel 

enthusiasm, togetherness and willpower of IKEA. 

 

What do you feel about the advertising stories of IKEA? 

 

The information about consumers’ attitudes towards advertising stories of IKEA are presented 

from this question. ‘Creative’ accounts for 44.62% of respondents, followed by the 

‘impressive’ and ‘nothing special’, at 23.59% and 16.92% respectively. 
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5. Analysis  
In this chapter, the analysis was conducted by comparing the questionnaire data and the 

theoretical framework. The findings of the empirical study will be analyzed. We will build the 

connection between theoretical framework and the empirical findings. 

 

We chose question 2 (Age) and questions about consumers’ attitudes (question 9, 10, 11, 12, 

13) as variables and crosstabulated them. 

 
Table 4 

 

 

We can see from the table that 88.2% respondents would be driven by the sense of experience 

in IKEA. People who are under 18 and in 41-50 age group rank at the first and second 

position. In addition, the 18-30 age group is ranked at the last. This group of people are less 

sensitive to sense, so maybe sense experiential marketing isn’t an attractive method to them. 

 

Table 5 

 

 

This is the result of feeling experiential marketing. It is obvious that 97.1% respondents who 

are in 51-60 age group can feel kinship, friendship or love in the IKEA’s model room while 

the people under 18 and those between 18-30 years old only account for 66.7% and 78.7% 
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respectively. Obviously, old people are much more sensitive about the emotion, while young 

people don’t care that much about that compared to other age groups. 

 

Table 6 

 
 

From the part of thinking experiential marketing, it shows that the highest proportion that 

chose ‘Creative’ was by people who are above 60 years old, at 91.3%, followed by the figure 

by the 51-60 age group, at 91.2%. It’s an interesting result that older people are really 

sensitive about the creative things. But on second thought, there weren’t any similar products 

when they were young, so they may be very curious about this kind of things. 

 
Table 7 

 

 

According to act experiential marketing, we see that the average percentage of ‘Yes’ is lower 

than other questions. All respondents under 18 like IKEA’s self-assembling way. This kind of 

people are full of energy; they are willing to try the latest things. However, the 31-40 age 

group only accounts for 60.4%.  
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Table 8 

 
 

The result of relate-experiential marketing is presented above. The older people who belong 

to 41-50 age group, 51-60 age group and aged over 60 are much more sensitive about the 

IKEA’s social and cultural context. By contrast, only 63.8% of those in the18-30 age group 

chose ‘Yes’ in this question.  

 

 We also analyze between the five experiential marketing with other questions, including 

gender, job, frequency to IKEA, average expenditure. We want to know the relationships 

between these variables. To know the relationship, we need to test the correlation and 

significance value between these data. So we analyze Pearsons correlation  in SPSS. And we 

put all the related tables in appendix 2. 

 

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 we want 

to be 99% sure the significance value should not exceed 0,01.  

 

Appendix 2 shows the relationship between the five dimensions of experiential marketing and 

age, gender, job, frequency. As displayed in those tables, we found that age is the most 

appropriate variable to analyze the relationship with the five dimensions of experiential 

marketing. Gender, job and frequency have little relationship with the five types of 

experiential marketing, also the significances between these are too small to analyze. 

 

As displayed in appendix, significance values between gender and five dimensions of 

experiential marketing are 0.846, 0.351, 0.860, 0.255 and 0.806 respective. That’s to say, we 

are only 15.4% certain that the relationship between gender and sense experiential marketing 

is not due to chance. Similarly, we are only 64.9%, 14%, 74.5% and 19.4% respectively 

certain that the relationship between gender and sense, feel, think, act, relate are not due to 

chance. 

 

It is in the same situation with job and visiting frequency. For the relationship between job 

and the five dimensions of experiential marketing, significance values are 0.355, 0.362, 

0.250,0.955 and 0.021. For relationship between visiting frequency and five dimensions of 

experiential marketing, significance values are 0.204,0.461, 0.010, 0.081 and 0.115. It’s 

apparent to see that the significance value is too big to analyze. So the result is very largely 
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dependent on chance and thus does not say much about the relationship between these 

variables.  

 

However, when we 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, we are 88.8% certain that the relationship between age 

and sense experiential marketing is not due to chance. And we are 100% certain that the 

relationship between age and feel experiential marketing is not due to chance. We are 84.8% 

certain that the relationship between age and think experiential marketing is not due to chance. 

We are 92.6% certain that the relationship between age and act experiential marketing is not 

due to chance. We are 99.8% certain that the relationship between age and relation 

experiential marketing is not due to chance. 

 

From the analysis above, age is the only variable with small significance value. So the 

analysis of relationship between age and the five dimensions of experiential marketing is valid. 

 



 

- 21 - 

6. Discussion and Conclusions 
This chapter consists of discussion, conclusion of this research and the answers to the research 

question. It also describes the critical issues about this research. In addition, suggestions for 

future research will be given.  

 

6.1 Discussion 
 

The result from the analysis reveal the relation between Chinese consumers and the five 

dimensions of experiential marketing.  

 

To get the results from the questionnaire, we need to connect to the theoretical framework, so 

we can explain our questions in this way:  

 

The result from question number nine "Do you think the sense of experience in IKEA, like 

visual, hearing, smell, taste and touch feeling will stimulate your desire of buying?" can be 

connected to the SENSE dimension. As described in the theory chapter, consumers will be 

given the stimulation of visual, hearing, smell, taste and touch feeling in the sense experiential 

marketing. Question number ten "What does the decoration of IKEA’s model room make you 

feel?" can be linked to the FEEL dimension, which is described as customers' emotions such 

as kinship, friendship and love when doing purchase. The THINK dimension is connected to 

question number eleven "What do you think of IKEA’s products?" The answer “creativity” is 

used to arise consumer’s interest and thinking. Question number twelve "Do you like IKEA’s 

self-assembling way?" is about the ACT dimension, which is described as tangible experience. 

It is a lifestyle and interaction. It enriches our life by increasing the body experience. So the 

self-assembling can reflect the body experience. The RELATE dimension connect to question 

number thirteen "Will you relate yourself with the social and cultural context reflected in 

IKEA when you buy the products?" It has relationship with culture and ideal self. It represents 

the desire that everyone wants to improve himself and everyone is eager to be the same as the 

ideal her/him. Thus, this kind of experiential marketing builds a relationship between the 

individual and the social system. 

 

Experiential marketing does have positive influence on Chinese consumer. To figure out to 

what extent can experiential marketing affect the Chinese marketing, we separate the 

participants into different age groups. Based on the age groups, we 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. 

 

To the participants that are under the age of 18, 100% respondents think the sense of 

experience in IKEA will stimulate the purchase intentions, 66.7% respondents have the 

feelings, such as kinship, friendship and love, toward Ikea’s model room, 66,7% respondents 

think Ikeas products are creative, all of the respondents hold a positive attitude to the self-

assembling way and relate themselves with social and cultural context. It means that to 

consumers under 18, SENSE, ACT and RELATE have a more positive effect on them. 

 

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, 
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toward Ikea’s model room, 80.9% respondents think Ikeas products are creative, 63.8% 

respondents hold a positive attitude to the self-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 51-60, 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. 

 

To the participants above 60 years old, 91.3% respondents think the sense of experience in 

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

love, toward Ikea’s model room and think Ikeas products are creative, 69.6% respondents 

hold a positive attitude to the self-assembling way and 91.3% respondents relate themselves 

with social and cultural context. It means that to consumers above 60, ACT has the least 

positive effect on them. 

 

6.2 Conclusion  
 

So we 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 
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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 our 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 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.  

 

6.3 Reflections 
 

In this research, IKEA is chosen as the research case. This leads to our main limitation that we 

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. 

 

6.4 Further research  
 

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 our investigation in IKEA can be also applicable to other businesses more than just 

the furniture business.  
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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.  
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Appendix 1:  

The questionnaire about Chinese consumers’ attitudes towards 

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 

 

3. What’s your job? 

A. White collar B. Blue collar C. Freelancer 

D. Retired worker E. Housewife F. Other   

 

4. 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 



 

VI 

 

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 
 

Correlation tables 

 
Table 1. The correlations between the age and SENSE 

 
 

Table 2. The correlations between the age and FEEL 

 
 

Table 3. The correlations between the age and THINK 
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Table 4. The correlations between the age and ACT 

 
 

Table 5. The correlations between the age and RELATE 

 
 

Table 6. The correlations between the frequency and SENSE 



 

IX 

 
 

Table 7. The correlations between the frequency and FEEL 

 
 

Table 8. The correlations between the frequency and THINK 

 
 

Table 9. The correlations between the frequency and ACT 



 

X 

 
 

Table 10. The correlations between the frequency and RELATE 

 
 

Table 11. The correlations between the job and SENSE 

 
 

Table 12. The correlations between the job and FEEL 



 

XI 

 
 

Table 13. The correlations between the job and THINK 

 
 

Table 14. The correlations between the job and ACT 

 
 

Table 15. The correlations between the job and RELATE 



 

XII 

 
 

Table 16. The correlations between the gender and SENSE 

 
 

Table 17. The correlations between the gender and FEEL 



 

XIII 

 
 

Table 18. The correlations between the gender and THINK 

 
 

Table 19. The correlations between the gender and ACT 

 
 

Table 20. The correlations between the gender and RELATE 



 

XIV 
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