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Creating Rational  

and Emotional Liaisons 

with Consumers  
 

Dainora Grundey 
The purpose of this paper is to show peculiarities of traditional and experiential 
marketing and describe why experiential marketing is better way to understand 
consumer behaviour. Comparative analysis shows the main characteristics of tra-
ditional and experiential marketing. Traditional marketing characteristics are 
there: product functional characteristics and superiority, narrow determinate 
product categories, point of view to the consumer as a rational thinker, applica-
tion analytical, quantitative and verbal methods, mechanical standpoint to the 
consumer “Stimulus- Reaction”. Experiential marketing present these character-
istics: orientation to the consumer experience, looking to the consumer experience 
holistically, point of view to the consumer as rational thinker and emotional too, 
exclectizm of methodical, “from Stimulus to Reaction”. As we can see out of tra-
ditional marketing characteristics this standpoint to the consumer is insufficient, 
because it evaluate just one side of consumer behaviour: rational conduct so look-
ing the biggest benefit from purchase. Meanwhile experiential marketing estimate 
both sides of consumer: rational and emotional, this standpoint to the consumer is 
more personal, individual. 

Key words: traditional marketing, experiential marketing, product superiority, 
consumer, emotions, rationality. 
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Introduction 

Nowadays then the world is very quickly change, coming new tech-
nologies, communication, comes changes in to the marketing too. In 
the Great Britain, USA and similar counties markets are overfill with 
products and services. There are big competitions so principles and 
actions of traditional marketing do not work. How attract new con-
sumers, cause? These opportunities have experiential marketing. 

Some propositions of traditional marketing are discussed. In the tradi-
tional marketing commodity is understanding as accomplice of attrib-
utes. K. Lancaster expressed this standpoint the first time in 1966. 
Then this standpoint was developing by F. Kotler, T. Nagle. In the 
newest science literature we can find good description as a complex of 
characteristics and superiority.  

Many consumer behaviour researches such as Kotona, Engel, Black-
well, Minard (1999) consumer estimate like rational thinker. This 
standpoint is based on concept of information remaking. This concept 
widely comes from cognityvical psychology. 

Marketing-mix inventor Neil Borden (1964) asserts that united com-
ponents in the marketing-mix are not. Marketing-mix theory was criti-
cising due to its mechanical point of view (stimulus- reaction). Now is 
proved that between stimulus and reaction is process.  

The notion of experience has entered the field of consumption 
and marketing through Holbrook and Hirschman’s 1982 pioneering 
article. Twenty years after, this notion has gained ground to be recog-
nised as important for what it can contribute to marketing knowl-
edge of the consumer. As a consequence, it is the pillar of the so-
called experience economy and experiential marketing. Building on 
Arnould and Price’s well-known 93’s “River Magic” paper on extraor-
dinary experiences, marketers tend to engage consumers in a memora-
ble way, offering them extraordinary experiences. For them, experi-
ences provide consumers a way to engage physically, mentally, emo-
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tionally, socially and spiritually in the consumption of the product or 
service making the interaction meaningfully real. 

Empiricism – this is base oneself one experience, sensual perception 
guarantee reliability (Hollis, 1994). Experiential marketing includes 
much more than sensual and rational perceptions. 

In 1982 B. Holbook and E. Hirshman separate only experiential 
standpoint, but experiential marketing conception still not using. 
These scientists trying replenish rational consumer understanding with 
experiential point of view. 

But only B. Scmitt (2001) totally separately divided traditional and ex-
periential marketing. 

The main purpose of the paper is two-fold, namely a) to demon-
strate the evolution of the notion of experience applied in experiential 
marketing and b) to show why experiential marketing could be applied 
in theory and practice rather than traditional marketing. 

 

EXPLORING THE NOTION OF ‘EXPERIENCE’ 

For researchers in consumer behaviour, an experience is above all a per-
sonal occurrence, often with important emotional significance, founded on 
the interaction with stimuli which are the products or services con-
sumed. This occurrence may lead to a transformation of the individual 
in the experiences defined as extraordinary.1  Taking up the argument 
of sociology research in consumer behaviour considers experience as a 
central element of the life of today’s consumer, a consumer who is 
looking for sense: “for the post-modern consumer, consumption is 
not a mere act of devouring, destroying, or using things. It is also not 
the end of the (central) economic cycle, but an act of production of 
experiences and selves or self-images...”2 

                     
1 Arnould and Price, 1993 
2
 Vezina, 1989, p 62 
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Life is to be produced and created, in effect, constructed through the 
multiple experiences in which the consumer implicates. As a conse-
quence, a key concept developed along with experience is the one of 
immersion: the post-modern consumer is said to take pleasure “in be-
ing immersed in McDisneyfied banalities”.1 

Indeed, there is the recognition of a “growing quest on the part of the 
contemporary consumers for immersion into varied experiences” 
more and more conceptualized as “embodied experiences”. The roots 
of this so-called experiential consumption must be sought in the 
growth of services, for which the good that is purchased is an experi-
ence rather than a material object. Its main feature is to grant space to 
emotions. This leads to an experiential approach to the study of con-
sumption which recognises the importance of variables that have pre-
viously been neglected: “the roles of emotions in behaviour; the fact 
that consumers are feelers as well as thinkers and doers; the signifi-
cance of symbolism in consumption; the consumer’s need for fun and 
pleasure; the roles of consumers, beyond the act of purchase, in prod-
uct usage as well as brand choice, and so forth”.2 

In the experiential perspective, the consumption experience is no 
longer limited to some prepurchase activity, nor to some post-
purchase activity, e.g. the assessment of satisfaction, but includes a se-
ries of other activities which influence consumers’ decisions and fu-
ture actions. Consumption experience is thus spread over a period of 
time which, according to Arnould and Price (1993), can be divided 
into four major stages: 

• The pre-consumption experience, which involves searching for, plan-
ning, day-dreaming about, foreseeing or imagining the experience; 

• The purchase experience which derives from choice, payment, packag-
ing, the encounter with the service and the environment; 

                     
1 Thompson, 2000 
2
 Addis and Holbrook, 2001, p. 50 
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• The core consumption experience including the sensation, the satiety, the 
satisfaction/dissatisfaction, the irritation/flow, the transformation; 

• The remembered consumption experience and the nostalgia experience acti-
vates photographs to re-live a past experience, which is based on 
accounts of stories and on arguments with friends about the past, 
and which moves towards the classification of memories. 

Thus, the consumption experience cannot be reduced to the sole shop-
ping experience, e.g. the experience at the point of sale. This concept of 
shopping experience is based on work which since the 1970’s has 
looked at purchasing behaviour at the point of sale and sought to go 
beyond the hypothesis of consumer rationality. This first revealed a 
type of consumer termed ‘recreative’. Later, broader studies high-
lighted hedonistic behaviour in most consumers, so moving attention 
from the utilitarian to the hedonistic value of shopping. 

For marketing, design and economy, an experience is mainly a type of offer-
ing to be added to merchandise, products and services to give a fourth 
type of offering which is particularly suited to the needs of the post-
modern consumer. Indeed, there is a shared belief among these au-
thors that the post-modern or “millennial consumer” is simply not 
what the rational model of marketing wanted her/him to be. Thus, 
for marketing, as Gupta and Vajis state, a good experience is ‘memo-
rable’, if not ‘extraordinary’, allowing this consumer to exploit all 
his/her senses through the staging of the activity/physical sup-
port/social interaction triptych. This type of experience produces emotions 
(in marketing, emotional experience or emotion is often cited as the 
heart of the consumption experience) and also transformations in in-
dividuals. “Some industry experts argue that economic value now 
turns on more than a high-quality product or good service delivery: it 
turns on engaging customers in a memorable way offering them an 
experience, or even better, transforming them by guiding them 
through experiences. When offering experiences marketers are con-
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cerned with staging the experience – making it memorable and per-
sonal”.1  

Experience, in this paper, is defined as a subjective episode in the construc-
tion/transformation of the individual, with however, an emphasis on the emotions 
and senses lived during the immersion at the expense of the cognitive dimension. 
Marketing, on the other hand, gives experience a much more objective 
(rather than subjective) meaning, confirming the idea that the result 
may must be something extremely significant and unforgettable for 
the consumer immerged into the experience. 

Despite the existence of different experience typologies, it is the flow 
experience with its idea of total immersion or plunge which has most 
attracted marketing researchers, in particular those working on con-
sumer behaviour, who, as Arnould and Price state, have compared it 
to the peak experience conceptualised by Maslow  in the 1960’s with 
reference to religious ecstasy. The experience has also been compared 
to the epiphanic experience described by Denzin and to the extraordi-
nary experience introduced by Abrahams. For Denzin , “epiphanic 
experiences rupture routines and lives and provoke radical redefini-
tions of the self. In moments of epiphany, people redefine them-
selves”.2  

 

SHMITT’S APPROACH TO THE NOTION OF 
EXPERIENCE 

It is very important to analyze Shmitt’s (he is the great initiator of ex-
periential marketing) attitude to experiences. In particular, Schmitt 
takes issue with the features and benefits approach of traditional mar-
keting. In this (traditional) model, consumers are thought to go 
through a considered decision-making process, where each of the fea-
tures or characteristics of a particular product or service are seen to 

                     
1 Arnould., 2002, p. 423 
2
 Denzin, 1992, p.26 
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convey certain benefits, and these are all assessed by the potential pur-
chaser (either consciously or unconsciously). However, for Schmitt, 
this is far too limited a way of viewing the purchase decision, with ex-
cessive emphasis on the rational and logical elements of the decision, 
and not enough (or any) on the emotional and irrational aspects in-
volved in the purchase. 

The alternative framework that Schmitt proposes is based upon two 
elements: strategic experience modules (which he calls SEMs), which 
are different types of experiences, and ExPros (short for experience 
producers) which are the various agencies that deliver these experi-
ences. Experience marketing is the discipline of creating products and 
services that consider all elements of this framework. Schmitt identi-
fies five different types of experiences or ‘strategic experience modules’ (SEMs). 
These are: 

SENSE: These are sensual and tangible aspects of a product or ex-
perience that appeal to the five senses of sight, sound, scent, taste and 
touch. Sense experiences are particularly useful to differentiate prod-
ucts or services, to motivate potential customers, and to create a sense 
of value in the mind of the purchaser.  

FEEL: Feel marketing is devoted to inducing affect (i.e. the creation 
of moods and emotions) that adhere to the company and brand. 
Clearly, positive or negative feelings toward a product or service will 
influence the extent to which it is consumed.  

THINK: The objective of think marketing is to encourage customers 
to engage in elaborative and creative thinking that may result in a re-
evaluation of the company and products. 

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.  
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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.  

These five different types of experiences (SEMs) are conveyed to indi-
viduals through experience providers (ExPros), which are vehicles 
such as: 

1. Communications: advertising, external and internal company 
communications, public relations campaigns visual and verbal 
identity and signage, including names, logos, colours, etc.  

2. Product presence:   design, packaging, and display  

3. Co-branding: involving event marketing, sponsorships, alliances 
and partnerships, licensing, product placement in movies, etc.  

4. Spatial environments: which include the external and internal de-
sign of corporate offices, sales outlets, consumer and trade fair 
spaces, etc.  

5. Web sites. 

6. People: salespeople, company reps, customer service providers, 
call centre operators. 
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Figure 1. Shmitt’s Experiential Grid  

  
Source: www.exmarketing.com, referred on 26/03/2008. 

 

Interaction of SEMs with ExPros generates what Schmitt calls the 
‘Experiential Grid’: a comprehensive framework for considering all the 
ways in which experiences can be induced on the part of an actual or 
potential customer. The first two sections of the book are devoted to 
an elaboration of the underpinnings of this framework, which is con-
ceptually illustrated in Figure 1.                   

 

Traditional VS. Experiential Marketing: comparative analysis 

When we talk about experiential marketing superiority against tradi-
tional marketing, it’s only theoretical preposition. But why experiential 
marketing is better then traditional marketing and what revolutionising 
experiential marketing doing that we have better opportunity in the 
best way to understand consumer behaviour.  This problem may help 
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decide comparative analysis between traditional and experiential mar-
keting. In this analysis we will see disadvantages of traditional market-
ing. 

 

Traditional Marketing Defined 

Bernard  Schmitt (2001) like this describes traditional marketing: there 
are complex of principles, conceptions and methodology, working off 
by  scientists, consults and marketing practices (Schmitt, 2001).   In 
the traditional marketing principles and conceptions talking about 
product and its nature, consumer behaviour and competition wars. 
These things are using to new products creation, planning sales as-
sortment and brands, projecting communication with consumer and 
doing returning actions to the competitors.  

Traditional marketing and its four main characteristics that it is have 
by Bernard  Schmitt (Figure 2).  

Functional characteristics and superiority: Traditional marketing is orientated 
to the commodity functional characteristics and superiority. In the any 
market clients look some characteristics of the goods that have the 
biggest benefit for them. F. Kotler (1969) talking about goods charac-
teristics emphasise that “characteristics add traditional goods func-
tion”. In the traditional marketing, marketing specialist have to know, 
that consumer interested no good as itself, but it’s characteristics, that 
have each of it.  The first time this standpoint was expressing by Lan-
caster in 1966. He talks about products attributes, so individuals have 
different reaction to the same good because they gives preference to 
the good attributes. 
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Traditional Marketing 

Functional 

Characteristics and 

Narrow determinate product 

categories 

Consumer as a rational 

thinker accepting decision 

Analytical, quantitative and 

verbal methods 

Figure 2. Peculiarities of Traditional Marketing 

 

 

 

 

 

 

 

 

Source: Schmitt (2001). 

 
If we think that consumer choose product according to its characteris-
tics therefore we differentiate products according to its characteristics 
too. Superiority appears from products functional characteristics. Su-
periority – this is consumption characteristics what wants consumer 
then he buys a product. 

Bernard Scmitt (2001) asks, does the good is only characteristics and 
superiority? (Scmitt, 2001). We have opportunity to answer the ques-
tion, only if we would like to consumer from both sides: rational and 
emotional. 

Narrow determinate product categories and surrounding competitor limits: Tradi-
tional marketing looks narrow to the surrounding competitors and to 
the products too. Traditional marketing separated concrete goods and 
services. For example if we want separate Chinese restaurants as our 
competitors we turn one’s attention to other Chinese restaurants. But 
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we may name all surrounding restaurants and bars, pubs, in generally 
all public-feeding institutions. Consumers want not only to eat or to 
have some benefit but also to get sense, feelings; they want to enjoy 
with internal atmosphere.  

Consumer as a rational thinker accepting decision: Marketing and economic 
specialists value consumer purchase process like rational decision 
looking then consumer only wants to solve a problem. 

J. Engel, R. Blackwell and P. Miniard (1999) separate seven consumer 
purchase process stages (Engel, Blackwell, Miniard, 1999): 

1. Problem. 

2. Search of information. 

3. Estimation of versions. 

4. Purchase. 

5. Consumption. 

6. Estimation of versions after purchase. 

7. Release of the problem. 

Traditional marketing says that consumer controls the situation and 
purchase is sensible action. This action consumer does then he wants 
to solve a problem. 

Using analytical, quantitative and verbal methods: Traditional marketing is 
using analytical, quantitative and verbal methods.  And instruments are 
using too to the making research. 

In the traditional marketing all marketing- mix is orientated to the 
consumer, believing results according to this principle: “Stimulus- Re-
action” (Van Vaterschoot, 2002). This standpoint is the biggest mar-
keting-mix disadvantages, because this point of view is very limited, in 
the other worlds it is mechanical. We do not estimate other factors 
such as individuality of consumer, emotions, feelings and other. 

 



The Romanian Economic Journal 

 

Year XI, no. 29                                                                                (3) 2008 

145 

Experiential Marketing Defined 

In our days consumer perceive goods characteristics and superiority, 
quality of good, positive brand image as them goes without saying. So 
this thins does not work, consumer is waiting such product, commu-
nication or company which wake his feelings, agitate his soul and 
mind. He wants such products, advertising and company, which will 
be orientated to him and corresponds his life style. Consumer wants 
that all these things raise experience (Scmitt, 2001).  

Paul Postma looking over new marketing era related to the new tech-
nology, said that is going changes in the obtaining information about 
consumer, information rendering to the consumer- appears new tech-
nologies, new advertising opportunities. But technology and its new 
era does not work to the person and his behaviour (Postma, 1999). 
The author said that some methods we can change, but personal needs 
always are very important. People have inclinations and specific fea-
tures, and these things do not change all over century. 

Experiential marketing has also four characteristics by Bernard Scmitt (Figure 
3). 

Figure 3. Characteristics of Experiential Marketing 

 

Source: Scmitt (2001) 
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Client experience: At different from traditional marketing in the experi-
ential marketing the main accent is client experience, which appear-
ance when client benevolent or by force is in the determinate situa-
tion. Experience this is result of soul, mind and stimulation to the 
sense. Experience shows sensitive, emotional cognitive characteristics 
of the behaviour, characters, standpoints, and values, which are equal-
ised with functional values. 

Consumer like a holistically experience: In the traditional marketing we saw 
narrow determinate products and competitors; experiential marketing 
does not have personal categories for example shampoo, cream. In-
stead of we state “body and hair care in the bathroom”. Then we de-
cide that products are in this using situation. Acceding products, its 
packing, advertising can awaken wish to experience those product us-
ing. 

Consumer situation analysis and selecting more general product cate-
gories and competitors in the some frames allow understanding other 
possibilities in the market. 

Consumer as a rational thinker and emotional “animal”: Consumer behaviour 
influence rational factors but emotional too. So consumer chooses his 
purchase following rational causes and his fantasies, feelings. Person is 
waiting that somebody stimulates him/her, agitate his feelings. There-
fore, the traditional point of view is insufficient. 

Methodical eclecticism: In the experiential marketing we have possibility to 
use many research methods. There is no one a methodological model 
and in its own research this marketing is eclectically. In the newest 
marketing theories we can see process between Stimulus and Reaction. 
This process is represented in Figure 4. 
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Figure 4. From Stimulus to Reaction 

 

Source: Postma (1999) 

 

Information assignment means make Stimulus which accept feelings 
and then assignment to the brain where is all points of view about re-
ality. Coming impressions is changing by the brain  and then format-
ted reception which help to reach some action (Postma, 1999). 

Psychological standpoint: G. Foall (2002) analysing relation between mar-
keting and psychology almost combine traditional and experiential 
marketing. He notes that talking about consumer behaviour is very 
important sensations before purchase, in purchase time and in using 
process (Foxall, 2002). But in this theory goods characteristic is very 
important too.  
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Results 

In the result chapter we describe two marketing paradigms. The main 
differences of two marketing paradigm shown in Figure 4 - traditional 
vs. experiential. 

In Figure 5 we saw that traditional marketing have the main ascent to 
the facts. So it have “engineering”, rational, analytical point of view to 
the consumer, commodity and competitor. This standpoint does not 
have psychological base, which help us to understand consumer con-
dition, his reaction to product and our surrounding competitors. 

If we think that consumer rational thinker we accept an opportunity 
that consumer running from one store to the other and looking better 
variant. But this description is not the best and the only because we 
saw one side of consumer behaviour. However a lot of researchers 
recognise that consumer is a living person with hi/her empirical ex-
perience: he/she wants that somebody stimulate, entertain he. 

So we have different point of view to the consumer commodity and 
surrounding competitors. 

Figure 5. Proposed differences of traditional vs. experiential 
marketing paradigms 
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CONCLUSIONS 

This paper shows two marketing paradigms, which let to understand 
different standpoints to the consumer. Traditional marketing presents 
consumer like a rational thinker who won’t the biggest benefit from 
his purchase this consumer run all seven purchase stages. The more 
commodity is complicated the much more consumer is looking for the 
biggest benefit to him. Consumer notices goods and theirs characteris-
tics, superiority comparative to other goods. If we do some step to in-
troduce good to the consumer and use other marketing-mix elements 
we have a big success (Stimulus-Reaction). 

Experiential marketing looks to the consumer like a rational and emo-
tional too. Then consumer buying the good rational and emotional 
factors is working to him the same powerfully. He can pass off all 
seven purchase steps, but he can’t and not pass off, if he will be af-
fected his sense, feelings and other experiential things. When we talk 
about marketing mix and its elements we have to know that behind 
the stimulus and reaction we have process where consumer thinking. 
This thing process stands on his feelings, points of view. 

What kind of revolution we have in economic, technology or market-
ing always consumer will stay an individual, alive, who want to get to 
the sense, feel, thing act and relation to your company and brand. 
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