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Abstract 
 

In the past years, our society digitized increasingly with the development of internet and the 
exploration of all its capacities. One of these new uses is the e-commerce, the possibility for 
customers to buy a product online at any time of the day, and to be delivered at their home after 
a short period of time. The development of e-commerce has been a blow for the physical retail 
sector which saw in this new technology a powerful competitor. Since a few years, the retail 
sector has started to change its habits with the development of new kinds of experiential 
marketing campaigns in stores.  
 
The aim of this research study is to investigate the reasons which encouraged the development 
of these new experiential marketing campaigns. Did they appear as an answer of the physical 
stores to the development of e-commerce in order to avoid losing all their customers or was it 
rather for other reasons that finally turned it into a complement to e-commerce? We will 
proceed to this research by collecting qualitative data by the mean of interviews conducted with 
marketing professionals with the aim to collect their insights and personal observations about 
the recent newness which appeared in the marketing area. These empirical evidences will allow 
us to explore the nature of the relationship between the experiential marketing and e-commerce. 
 
The results of our research show that the recent development of experiential marketing in stores 
has been made possible by the democratization of new technologies allowing the stores to set-
up new customer experiences in a small space. Thus, it appears that the development of these 
new customer experiences is more of an enhancement to the development of e-commerce rather 
than an answer. However, even if it hasn’t been set-up to compete against e-commerce, these 
new kinds of marketing campaigns are really powerful for the physical retail to keep their 
customers coming in stores. 
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1. INTRODUCTION 

            1.1 Background of the study 
 
Nowadays, the development of Internet and the e-commerce offer numerous opportunities to 
the consumers/customers (Adam, 2011) to buy a product in a few clicks, to receive it in a short 
time delivered at home and even to send it back if the product does not suit with the 
expectations. This development, which was made in an exponential way, involves new actors 
on the market, collectively called "pure player" of which Amazon is the leader on the market. 
But also the companies with more "traditional" structures which were confronted to a massive 
arrival of the e-commerce and which have had to seize a turning point at ninety degrees to 
answer the new expectations of a part of their consumers. In parallel, the consumer experience 
took more and more weight these last years within marketing department, show the numerous 
innovations of it used by Nike for example within their retail blinds, by trying to immerse their 
customers in real experiences and to personalize the more possible their customer journey. 
Thus, marketing departments must juggle new challenges which are to create experience and 
immersion in the world of the brand to make their physical stores attractive. 	
	
On the one hand, the consumer experience in a retail environment has become an important 
subject for large companies, which are constantly looking for innovation and new processes.	
The behavior of the consumer is always followed very closely by marketers but consisted more 
before the 2000s in analyzing the processes of decision which incited the consumer to choose 
a product in particular, so the companies played with it to create this need to their consumers 
(Lemon and Verhoef, 2016). Since the 2000s, different schools of thought have reviewed their 
way of analyzing the consumer and have focused more on the consumer experience, or how to 
attract his attention and make him live real in-store experiences. (Lemon and Verhoef, 2016). 	
	
Thus, marketers have to look for various manners to attract the customer in points of sales, in 
particular by the implementation of smart technologies. If we resume the example of Nike and 
Nike Store of New York (Le Roy, 2017), the company set up a connected running machine, 
which allowed the customers to try the new ranges of running shoes, with a screen in front of 
them on which they have the possibility to choose the environment in which they would like to 
run (for example Central Park). Thus, the use of smart technologies in sales point aims to 
connect the companies or the brands with their consumers (Pantano and Timmermans on 2014; 
Ostrom and al. 2015). Finally, the experiential marketing took a considerable role in the recent 
years, this being demonstrated by the fact that marketing experienced board members 
(MEBMs) have now a big influence on firms growth and this is one of their top priorities. 
(Whitler, Krause and Lehmann, 2018). 	
 
            1.2 Practical and theoretical motivations for the study 
 
From a practical point of view, it is interesting for the students in marketing but also the people 
evolving within marketing departments or the professors to know to what extent the experiential 
marketing and the vision of the professionals on this matter evolved during the last decades. It 
is also interesting to understand what urges companies to always innovate regarding marketing 
and the challenges to which they are confronted in order to always question their strategy. It is 
important also to understand if these marketing strategies only come to answer the development 
of the e-commerce and all the advantages that it presents or if these strategies are more 
complementary and aim at targeting a maximum of customers or prospects at the same time.  
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From a theoretical point of view, the domain of the experiential marketing or sensorial 
marketing has been an important subject of search since the 2000s, with in particular the 
analysis of the consumer within a retail environment, but also how the consumer evolves within 
this environment and which are the levers which allow him to make a purchase decision. Our 
study has for objective to bring a new vision on two subjects which hadn’t been analyzed 
together, we thought it could be interesting knowing the relationship between 
experiential/sensorial marketing and the development of e-commerce. Furthermore, our study 
has for purpose to bring a new look on the marketing and the e-commerce by the various 
interviews which we are going to conduct with professionals of the marketing and the e-
commerce by analyzing various variables as the consumer behavior, the marketing strategies 
or still the development of the e-commerce within companies.  
 
So, after having defined these different terms and analyze the interviews, it now brings us to 
our question of research and the main objective of this study. 
 
            1.3 Research questions 
 
This thesis aims to contribute to marketing studies that have not yet analyzed the relationship 
between experiential marketing and e-commerce development in order to bring a new vision 
and to answer a research question that hasn’t been studied by the recent studies done on the 
topic. The objective is to focus, through the interviews conducted, on the importance of the 
customer experience in store, on the impact of e-commerce on marketing policies, but also on 
the evolution of marketing with Omnichannel management and smart technologies. 
 
On the basis of the practical and theoretical motivations mentioned above, we have defined the 
central question of our research: 
 

• How experiential or sensorial marketing in retail environments be a response or an 
enhancement to the development of e-commerce? 

 
In order to correctly answer our research question, we will provide more clarity on the following 
aspects:  
 

• Impact of the development of e-commerce on physical retail  
• Impact of smart technologies on management within the companies and retail 

environment   
• Importance of customer experience in the purchase decision   

 
1.4 Research objective 

 
The aim of this research study is to answer the research question defined above. Thus, our 
research will analyze the relationship existing between the recent development of experiential 
marketing in retail environments and the development of e-commerce. We aim to determine 
whether the recent development of experiential marketing is an answer brought by retails stores 
against the e-commerce or if on the contrary, it is an enhancement to e-commerce. 
To answer this question, we would like to understand better the main reasons which leaded to 
the development of experiential marketing recently in retail stores. Indeed, if the reason which 
led to the development of experiential marketing is to be a means to compete against the 
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development of e-commerce, then the experiential marketing could hardly be considered as an 
enhancement to e-commerce. But if we discover that the reason is related to technologies, or to 
management or whatever else, we will then need to analyze if it has been set-up to be used as 
an answer or as an enhancement to e-commerce. 
 
We aim to conduct this study because we noticed a significant lack of previous research aiming 
to explain the existing relationship between the development of experiential marketing in retail 
stores and the development of e-commerce. Thus, our objective is to contribute to the marketing 
field by providing the future researchers with a relevant research project. 
 

1.5 Relevant concepts 
 
Within this section, the key concepts which are often mentioned in this study will be defined in 
order to be clear about the definitions we have of these terms and the link that must be adapted 
accordingly. This will also help the readers to better understand the various chapters and 
concepts presented and to analyze them more deeply. Key concepts and theories will be 
presented in a more structured way within the theoretical frame of reference section. 
 
Customer experience - The customer experience is defended as the « perception or 
acknowledgment that follows from the stimulated motivation of a consumer who observes or 
participates in an event which can enrich the value of services and products » (Schmitt, 1999). 
 
E-commerce - E-commerce is defined by Shahar (1997) as the exchange of goods and services 
using the capabilities of the internet and it is a new way of managing, with efficiency and speed 
by being innovative in order to bring additional value to the company (Hartman et al, 2000). 
 
Smart technology - The smart technologies are the electronic devices or systems that can be 
connected to the internet and used interactively (Foroudi et al, 2017) like the smart mobile 
phones, tablets, or smart screens in-store for instance. 
 

1.6 Delimitation of the study 
 
The scope of our study is limited, we are studying how the experiential marketing developed 
recently in the retail stores can be an answer or an enhancement to the development of e-
commerce, to conduct this study we will interview professional marketers working in France 
or in the Netherlands. Of course, all of them work in companies developed worldwide in several 
countries but the insights they will give us will obviously concern the majority of the population 
in the developed countries and not the consumption habits of the population in the 
underdeveloped countries or in the countries which are still developing. Thus, we assume that 
our findings can be generalized to a sample of the population, but it wouldn’t be acceptable to 
generalize them to the entire world population.  
 
Moreover, the cultural differences existing within the developed countries also represent a limit, 
indeed, even if our findings will be as objective as possible, our generalization will be more 
adapted to some developed countries than the others. For example, the online consumption is 
not developed to the same extent in all the European countries. 
 
Furthermore, our research is cross-sectional, as data are collected only at one point, thereby our 
findings could be different in a long-term study because it could evolve with time. Even more 
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because our conclusions are based on interviews which are obviously objective and that the 
observations from the professional marketers can be different from a time to another.  
 
To sum-up, even though our findings may be relevant for some companies, or for some actors, 
it doesn’t mean it is applicable to all the companies or in every country, thus, the generalization 
must be done carefully and not extended to too many cases. 
 
            1.7 Outline of the research disposition 
 
An outline of the disposition of the thesis is given in the following lines in order to enable 
readers to fully understand the subject matter and all the concepts surrounding the subject. The 
aim of this first chapter is to familiarize the reader with the chosen subject, introducing it in a 
simple way with concrete examples, and familiarizing him with the important concepts and the 
structure that the thesis will take afterwards. 
 
The second part of this thesis is about the academic starting point, it includes the discussion 
about the research philosophy and the approach. We will determine our ontological and 
epistemological considerations. Consequently to the subject of this research, ontological and 
epistemological considerations will be explained as well as our motivation to conduct this 
study. We will also discuss our preconceptions as they might influence the way we will conduct 
this research and how we are going to interpret the results as well as the literature selection 
process. 
 
The third section of this study is the theoretical frame of reference, we discuss firstly of the 
previous researches about experiential marketing and the customer experiences, then we are 
going to discuss the existing literature treating of the omnichannel management as well as of 
smart technologies and finally we introduced the development of e-commerce, all the 
advantages around that subject and the birth of the Z generation and their different facets.  
 
After this, we will discuss, in the fourth section of the research methodology, we will start by 
presenting the chosen research strategy, then we will give more details about the type of 
qualitative research method we will use and the data collection process. We will finish this 
chapter by presenting the values of this study, such as truth and objectivity but also the ethical 
consideration. 
 
The fifth chapter is the data analysis, the empirical data gathered during the different interviews 
will be analyzed in order to further understand the nature of the relationship between the 
development of experiential marketing in retail environments and the development of e-
commerce. 
 
In the sixth section, the results of our research will be discussed. We will summarize the main 
findings and discuss the relevance of the research questions before to answer them. 
 
Finally, the seventh chapter is the conclusion, it aims to discuss the relevance of our findings, 
to explain our thought about the significance and contributions of our study. We will also draw 
the limitations of our research and then make recommendations for future researchers who 
would be interested in our subject. 
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2. ACADEMIC STARTING POINT  
 

2.1 Research philosophy 
 
 2.1.1 Ontological considerations 
 

Collis and Hussey (2014, p.343) defines ontological assumptions as “a philosophical 
assumption about the nature of reality”, it explains the difference of point of view depending 
on the paradigm. On the one hand, the positivists say the researcher doesn’t influence the social 
reality (Collis and Hussey, 2014, p.47). Thus, this paradigm suggests there is only one reality 
which is the same for everyone. On the other hand, the “interpretivists believe that social reality 
is subjective because it is socially constructed” Collis and Hussey (2014, p.47). Then according 
to this paradigm, each person has his or her proper reality and it exists a plenty of realities. 
Mercier (2009, p.214) says “life is not what we live; it is what we imagine we are living”, this 
sentence is interesting to understand the interpretivist philosophy.  
 
In our research we will integrate interpretivism as our main ontological choice since our subject 
is not quantifiable. To deepen our understanding of the subject we need to discuss it with 
professionals of marketing who will give us new insights and will explain us their point of view 
of the question. Their thoughts of the question are obviously non-neutral and influenced by 
their beliefs. The reality they will give us about the research question is their own subjective 
reality, it’s not the absolute truth, it’s influenced by their perceptions, by the effects perceived 
on different social actors and by their previous experiences. The reality of our interviewees is 
shaped by the results they found throughout their different experience. According to the 
interpretivist paradigm, the reality is highly subjective as it is influenced by our perceptions, 
Collis and Hussey (2014, p.45). Then we can conclude that our ontological stance is clearly 
interpretivism as we are going to figure out how experiential / sensorial marketing can affect 
the senses of customers in order to create a purchase and by playing on the perception of each 
one it becomes a response to e-commerce or an enhancement to this new way of trading. As the 
marketing professionals can only base their perception of reality on the results of the marketing 
campaign they conduct, it’s obvious that the perception they have of reality is influenced both 
by their beliefs but also by those of the customers. Our study is thus a qualitative study in which 
we will interview professionals about their beliefs and also about the reality they perceive by 
analyzing the effects of a marketing campaign on the customers.  

 
 2.1.2 Epistemological considerations 

 
The epistemological assumption gathers what we consider as knowledge and what we accept 
as acceptable knowledge, it implies to examine the relationship between the subject of the 
research and the researcher, Collis and Hussey (2014, p.47). Collis and Hussey (2014, p.47) 
consider two different philosophies included in the epistemological assumption, the first one is 
the positivist philosophy and the second one is the interpretivist one. Both are very opposed to 
each other, the positivist philosophy considers that only the phenomena created within the 
nature and which are observable and measurable can be considered as valid knowledge, all the 
data influenced by human being can’t be considered as independent enough and thus are not 
valid knowledge, Collis and Hussey (2014, p.47). Opposed to the positivist philosophy is the 
interpretivist point of view which considers that the distance between the subject and the 
researcher, they admit that the researcher may be involved somehow in the research subject and 
the data collected can be influenced by the point of view of the researcher Collis and Hussey 
(2014 p.47). We could use a quote from Smith (1983, pp. 10-11) who says, “in quantitative 
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research facts act to constrain our beliefs; while in interpretivist research beliefs determine what 
should count as facts”.  
 
We argue that the knowledge needed to answer our research question can’t be measurable or 
observable, our question needs an interpretation, it needs to be answered by professionals which 
are involved somehow in the marketing field and will give us insights developed thanks to their 
experience in the field. Thus, it implies that our research question should be answered by a 
qualitative research method, it means that we will have to proceed to interviews with 
professionals who will give us a non-neutral knowledge which we will need to consider as 
acceptable. To avoid getting a point of view to easily influenced by one’s point of view, we 
will conduct multiple interviews with different people in order to be able to get our own point 
of view by mixing the data collected thanks to each of them. 
 

2.2 Research approach 
 
There are three different approaches which can be chosen when conducting a research: 
deduction, induction and abduction (Saunders et al. 2012, p.143-145). An approach based on 
induction is a research in which the researchers will collect data to explore a phenomenon and 
then depending on the data they collected they will draw conclusion and build a theory 
(Saunders et al. 2012, p.145; Adams et al. 2007, p.29). Thus, “general inferences are induced 
from particular instances” Collis and Hussey (2014, p.7). The inductive approach is the opposite 
of the deductive approach and it goes from an analyze of particulars to deduct generalized 
phenomenon (Ketokivi & Mantere, 2010, p.316). In this research, we will use the inductive 
method for our qualitative study as we are going to build a theory based on the insights we will 
collect from professionals of marketing. We are going to interview several professionals in 
order to be able to generalize and create a theory built with solid arguments. 
 
The abductive method is defined as: “collecting data to explore a phenomenon, identify themes 
and explain patterns, to generate a new or modify an existing theory which you subsequently 
test through additional data collection” (Saunders et al. 2012, p.145). An abductive method is 
a mix of deduction and induction, the researcher is going from one research approach to another 
one all the time (Saunders et al. 2012, p.147). Abduction helps, thanks to the observation of 
social actors, to create new theory (Blaikie, 2009, p.89).  
 
The deductive research approach is a study in which the researchers develop a conceptual and 
theoretical structure and then test it by empirical observations, thus the researchers deduce 
particular instances from general inferences (Collis and Hussey, 2014, p.7). This research 
approach is considered as moving from the general to the particular, Adams et al. (2007, p.29) 
defines the deductive approach as being “universal laws are hypotheses to be “tested” against 
the predictions implied by these laws”. According to Blaikie (2009, p.85) the deductive research 
aims to create hypothesis and then depending on the data collected, the hypothesis can appear 
to be true (temporary supported) or to be false (rejected). Somehow, we can say that a deductive 
method is all about developing hypothesis based on existing theories and test these hypotheses 
to see if the theories are true or if it appears not to be true anymore, the aim is to test theories 
in order to find if “they can be accepted as an adequate explanation” (Blaikie, 2009, p.86). In 
our research we won’t use the deductive method as we are not going to base our research 
question on existing theories nor to generate hypotheses to be tested.  
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2.3 Preconceptions 
 
Despite the fact that we aim to write the most objectively about the subject, we can’t be fully 
objective as we already had thoughts about the subject before to start our research. According 
to Bryman & Bell (2007, p.29) a research is always a bit subjective because of the 
preconceptions of the researchers. Their knowledges, experiences and personal values have an 
influence on the research. For example, the choice of research design can be very different 
depending on the preconceptions of the authors, the area, the method or even the formulation 
of the research question will change depending on the authors and their background. But the 
part of research which is the most subjective will always be the data analysis, indeed as we 
already have thoughts about the subject from the beginning, after collecting the data, we will 
unconsciously try to find the same answer to our research question than the one we had thought 
about. Eisenhardt & Graebner (2007, p.28) say that the research model which is considered as 
the most subjective is the interview model.  
 
Before starting our research study, both of us have been studying in Business schools in France, 
we both studied about different field and marketing is one of them. This gave us relevant 
knowledges necessary to conduct a research about marketing. Both researchers have different 
past experiences and knowledges, one of us has been studying in the field of business 
administration in France. The two years in business school at Grenoble Ecole de Management 
allowed him to specialize in both digital and innovation with courses related to the digital 
manager and the new environments that surround him, but also linked to the company 2.0 which 
must evolve in a new ecosystem where everything goes faster and everything becomes 
connected, or a course about new trends in innovation. A specialization in marketing in the last 
year at Umea University has enabled him to gain a better grasp of new marketing issues but 
also to acquire a more complete knowledge of consumer behavior or to have practical examples 
that allowed him to work on concrete problems with local businesses. He also did an Internship 
in the marketing field at Coca-Cola Headquarters in France. The missions of this position were 
focused on operational marketing. He had a portfolio of clients to manage and contact in order 
to implement point-of-sale marketing campaigns in relation to the budget negotiated in each 
contract. This enabled him to master operational marketing issues and discover new ways to 
attract customers to the point of sale and make them consume products.  The other one has been 
studying business administration with a major in digital management, at Kedge Business School 
in Bordeaux, giving him good insights about the new technologies used in the marketing field 
and in the everyday life of consumers. As well as an illustration of the range of possibility given 
to the companies with the development of e-commerce and all the technologies linked to it such 
as virtual reality. He then did a master’s degree in strategic business development at the 
University of Umeå, which opened his mind to the field of entrepreneurship and business 
expansions which can be possible thanks to well-planned marketing campaigns. He also worked 
as a marketing intern in a French company operating in Spain and Portugal, his missions were 
really connected with the internal marketing of the company and not really about the marketing 
destined to consumers, it gave him the opportunity to have a first contact with the marketing 
applied to a professional company and to discover the scope that communication can have. 
 
Due to our past experiences as well as our current studies we have complementary points of 
view thanks to our different knowledges in digital skills, offline marketing and general 
marketing skills. However, none of us have been working in sensorial or experiential marketing, 
this area appears as a bit new to us and we are really open to discover it and research about this 
field to acquire new knowledges and skills. Of course, our preconceptions due to our 
backgrounds can influence our research and our view on what we will find but we are trying to 
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keep it away and to discover this field as if we were totally novice in the area of marketing. To 
sum up, despite our backgrounds which are potential preconceptions, we are trying to avoid 
any kind of bias which could influence our research.  
 

2.4 Researchers’ motivation 
 
We came across the topic of sensorial and experiential marketing firstly by questioning 
ourselves if the development of new technologies could be a vector of the increase of these 
types of marketing campaigns. We wanted to know if the companies started to implement new 
experiential and sensorial marketing campaign recently because the new technology offered 
them new tools which made it easier to set that kind of customer experiences. But we quickly 
noticed that the subject didn’t really present a gap, moreover it could have been answered by 
yes or no. Afterwards we noticed that the recent development of sensorial and experiential 
marketing campaigns could be related to another matter such as the recent grow of the e-
commerce and the loss of market shares faced by the classical retail stores. That’s at this point 
that we decided to focus our research study on the relation between the expansion of e-
commerce and the development of a higher number of sensorial and experiential marketing 
campaigns. 
 
Thus, we firstly though that the classical retail stores recently started to implement new 
marketing campaigns centered on the senses and the customer experience in order to motivate 
the customers to continue coming to stores instead of shopping online. This seemed to be 
obvious for us that the classical stores were fighting against the e-commerce websites and thus 
theses marketing campaigns were an answer to the development of e-commerce. However, we 
also thought that it was strange that some companies such as Adidas or Nike for example started 
to set sensorial and experiential marketing models which would aim to fight against their own 
websites. That is the reason why we decided to search deeper in the literature in order to find 
another reason which could explain the relation between the development of e-commerce and 
the apparition of sensorial and experiential marketing campaigns.  
 
Then, after another literature search and analysis, we found another potential explanation. We 
discovered that the apparition of experiential and sensorial marketing campaigns could be an 
enhancement to e-commerce development. Indeed, some customers are not digital natives and 
can be afraid to buy online and they want to see the product, to feel it, to touch it, to experience 
it before to buy it. Thus, to meet the needs of these customers, the big actors of the e-commerce 
set marketing campaigns during which the customers will be able to discover the product 
through a nice and well-organized experience which aims to convince them to buy it.  
 
Our motivation was to understand the reason explaining the recent development a new kind of 
marketing, we thought it could be interesting to discover the reasons which motivate this 
development. Moreover, to see the reaction in the marketing area after the apparition of a new 
technology is also something interesting for us a future manager. We want to discover how 
marketing can be used to fight against a new trading method or how it can complement it. To 
understand better the ins and outs will for sure help us as future practitioners in the marketing 
area.  
 

2.5 Literature selection approach 
 
The literature search of this research study has been done in order to meet the normal 
requirement of a degree project. The existing literature is helpful to identify the researches 
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which have already been conducted and which are relevant for our research. But it also helps 
to identify the research gaps which are necessary to spot in order to focus our research on a new 
and unique topic (Hart, 2001, p.3). Moreover, to read previous researches helps to design the 
methodology as it can provides us to identify issues met by other researchers such as data 
collection (Hart, 2001, p.3) 
 
Our literature review is not only focused on the previous research which were dealing with a 
subject close to ours, we tried to open our mind to a wider range of articles about marketing, e-
commerce, customer journey and so on. We made this choice in order to get the best knowledge 
of the subject as possible and to avoid any kind of bias which would give a bad perception of 
our work. Furthermore, we decided to build our research essentially on primary data, which are 
data generated from an original source, such as our own research interviews (Collis and Hussey, 
2014, p.343). The secondary sources are interesting to get a deeper understanding of the subject 
but it’s always better to build a research study on data whose origin is known.  
 
Hart (2001, p.78) says that the relevant secondary data such as books or articles can be found 
in databases or libraries. Moreover, Hart (2001, p.93) claims that the journals which are 
reviewed by peers represent a good source of data for student and researchers in general as it 
gathers true data which have been verified seriously. The majority of our literature list refers to 
scientific articles that we found on the databases EBSCO provided by Umeå University, and 
Emerald provided by Kedge BS, we also used Google Scholar. We tried to use a majority of 
peer-reviewed articles in order to certify the quality of our secondary data and to be sure we 
can trust them. We took these considerations in order to keep the highest level of quality we 
could provide. It has been also necessary to use written books provided at the Umeå University 
Library especially to write the scientific and methodology parts.  
 
At the beginning we didn’t really know how to search efficiently on the databases provided by 
our universities. Indeed, most of our searches with the different keywords we used leaded to 
narrow results and didn’t include articles which could be interesting despite the fact that they 
are not only about sensorial or experiential marketing. Literature search has been a new process 
to us, and we met a need to improve our skills in this domain in order to be able to find relevant 
secondary data which could be used in our research study. Moreover, during this process we 
also discovered how to use the references from an article in order to quote correctly the insights 
taken from our literature review. 
 
According to Saunders et al. (2012, p.603) the literature review is useful to get a starting point 
for our research; indeed, it gives us an overview of the existing knowledges about our topic and 
helps to explain to the reader what already exists before we start our research. As we are using 
an inductive approach, we have to find a good amount of information in the already existing 
literature in order to be able to narrow the width of the question we will ask our interviewee. 
Thus, we hope to get answers which are precise enough to be able to determine a theory from 
the knowledge collected in the literature compiled with the insights from the professionals of 
marketing. This is the reasons why we took great care in the quality of our review in order to 
avoid articles or concepts which would have lack of serious sources. 
 
Firstly, we started by describing the experiential marketing and the customer experience, it is 
the starting point of our literature research. It becomes more and more influential these last 
years and we decided to conduct research about this topic in order to understand why it has 
increased that much over the past years. We discovered more deeply what is experiential 
marketing, what it brings to the consumer and how a customer experience can trigger a 
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purchase. The literature then pushed us to interest ourselves into the omnichannel management 
and the development of smart technologies. At this point we started to ask ourselves if the 
development of smart technologies and of the omnichannel management couldn’t be hostile to 
the classical retail stores and thus one of the reasons why those stores started to implement 
experiential marketing campaigns in order to fight against the development of e-commerce by 
providing new services and shopping experiences to the customers. That’s why we finally 
interested ourselves in the search of literature about e-commerce in order to be able to better 
understand the development of this kind of retail and learn how the experiential marketing could 
be an answer to this way of doing business. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 11 

3. THEORETICAL FRAME OF REFERENCE 
 

In this section, we will have a look at the definitions and review past articles on the topic of 
experiential marketing. In the first part we will explain with details the different theories and 
contribution about the experiential marketing and the customer experience. We will show the 
progress of the customer experience and experiential marketing in the marketers’ mind, from 
the first model in 1960 until today and the use of smart technologies.  In the second part, we 
will define and have a look at the important growth of e-commerce since a decade.  

3.1 Experiential marketing and customer experience  

In the 1960s, marketers focused their thoughts and discussions on the consumer's decision-
making process, from the research of the need, through the purchase, and until the evaluation 
of the purchase, and looked for ways to encourage consumers to create a need (Lemon and 
Verhoef, 2016). The work of Lavidge and Steiner (1961) and their AIDA model (Attention-
Interest-Desire-Action) were very often used and based on four stages defined by the model: 1- 
to capture the attention of the consumer, it was about to attract his attention with catchy words 
in seconds. 2- To arouse interest, after having captured it, it was necessary that the message to 
convey interests to it very quickly. 3- To provoke desire, with the appearance of the "marketing 
of desire", by playing on several internal stimulations to the consumer such as the search for 
rarity, differentiation (to feel unique), self-esteem, belonging to a community. 4- The incentive 
to action, the attention capacity being very mobile and volatile, the objective of this model was 
therefore to make the consumer act and stimulate him very quickly. Thus, marketing theories 
related to consumer behavior quickly evolved and turned in the late 90s to the consumer 
experience.	

The specificities of the experiential actor imply, as noted by Vézina (1999), that what is called 
the consumer experience "is no longer limited to a few pre-purchase activities (awakening of 
need, search for information, evaluation, etc.), or even some post-purchase activities such as 
evaluation and satisfaction, but includes a range of other activities that will influence consumer 
decisions and future actions. He points out the different features of experiential consumption: 
the consumer is not only a consumer, the consumer acts within situations, the consumer is 
looking for meaning and the consumption is not limited to the purchase but he is really at the 
center of the global thinking in order to know how he can be influenced by a specific 
environment, and how the pre-purchase phase can bring him the necessary amount of 
satisfaction that lead him to the purchase of the product or service that is sold by the company. 	

Thus, the consumer experience has become a highly studied topic and a focal point of business 
marketing strategies (Belk, 1988; Bitner, 1992; Naylor, Kleiser, Baker, & Yorkston, 2008; 
Schmitt, 2003; Sousa & Voss, 2006; Verhoef et al., 2009; Yakhlef, 2015). As a result, marketers 
have looked at the question: how can an environment created in a physical point stimulate the 
consumer and influence the purchase decision? (Belk, 1988; Bitner, 1992; Naylor, Kleiser, 
Baker, & Yorkston, 2008; Schmitt, 2003; Sousa & Voss, 2006; Verhoef et al., 2009; Yakhlef, 
2015). 	

Schmitt (1999) defined the customer experience as the “perception or acknowledgment that 
follows from the stimulated motivation of a consumer who observes or participates in an event 
which can enrich the value of services and products”. As he highlighted in his article, the « 
experiential marketers must think differently than traditional marketers because instead of 
focusing on features and benefits, they focus on customer experience ». The purchase journey 
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is strongly considered in the approach and the treatment of consumer experience analysis 
(Verhoef et al., 2009) in the sense that the consumer's journey in a retail environment will give 
marketers some clues in order to build an experiential journey that will influence consumers 
afterwards by taking into account their physical store behavior. Schmitt (1999) has built two 
frameworks, which are the anchors of experiential marketing and which are essential concepts 
in the development of marketing policies related to the consumer experience in a retail 
environment. As a first point, he introduced Strategic Experiential Modules (SEMs), “modules 
that managers can use to create different types of customer experiences for their customers” 
which each have their own objectives, structures and processes. These modules, as described 
by the author include “sensory experiences (SENSE), affective experiences (FEEL), creative 
cognitive experiences (THINK), physical experiences, behaviors and lifestyles (ACT), and 
social-identity experiences that result from relating to a reference group or culture 
(RELATE)”.  As a second point, he mentioned the Experience Providers (ExPros) that deals 
with the implementation of all the different strategic modules. It includes communications, 
visual and verbal identity and signage, product presence, co-branding, spatial environments, 
electronic media, and people.  Thus, that was the first approach designed by Schmitt and 
followed by marketers to have a better understanding of customer experience and how to deal 
with. This confirms Pine and Gilmore (1998, p. 3) works and their definition of “experiences” 
which are different from goods and services, pointing out the fact that a consumer purchases an 
experience to “spend time enjoying a series of memorable events that a company stages ... to 
engage him in an inherently personal way.” 	

As a result of this work, carried out and written before the 2000s, other researchers and authors 
continued to work on the issue of consumer experience and to understand its principles. The 
consumer experience also involving psychological concepts, some researchers (Tavassoli, 
1998; Brakus, 2001) worked on models of psychological and behavioral analyses to analyze 
and distinguish which factors could influence the behavior of individuals. For example, the 
studies by Tavassoli (1998) and Brakus (2001) highlighted the fact that there are three different 
dimensions, each with its own structure, its own principles, but which could work and interact 
together. The three systems that have been defined are sensation, cognition and affect.	

On the other hand, following the work of Schmitt (1999) concerning the five Strategic 
Experiential Modules (SEMs), mentioned earlier, Fornerino et al. (2006) analyzed a case of 
immersion of a consumer experience. His successful research identified six distinct dimensions 
of the consumer experience and its unique components. As Fornerino (2006) quite rightly points 
out, she uses the term “immersion” precisely. Even if this term comes from physics, and refers 
to the fact that a body is totally surrounded by a liquid, unlike our bodies, which are always 
surrounded by the ambient air, she has pointed out a key concept by transposing it to the field 
of Experiential marketing and more precisely the consumer experience. Thus, it refers to the 
fact that the individual, subject to the experience of consumption, is totally «immersed» in a 
world that is different from his usual world. In other words, the consumer lives a real 
experience, but out of the ordinary and is engaged in a psychological and behavioral process 
that involves different dimensions. Gentile et al. (2007) drew six dimensions from the work of 
Fornerino et al. (2006): 	

 1 = Sensorial Component: stimulation of this component affects the senses of the consumer: 
sight, hearing, smell, touch or taste. Its aim is to stimulate the consumer by bringing him 
pleasure, excitement or even a certain satisfaction.  
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2 = Emotional Component: this component implies that an emotional model is created in the 
consumer through a system of state of mind, sensations and feelings in order to generate an 
affective relationship between the consumer and the brand, a model or one of the products 
offered for sale. 

3 = Cognitive Component: this component is related to thought and mental awareness. it can 
be used vis-a-vis consumers to test their creativity in a situation where consumers help the 
company in the face of a given problem. 

4 = Pragmatic Component: this component includes the fact that the consumer can use the 
product in order to have a practical experience. this does not necessarily include the act of 
purchase but may consist of a company to make its customers try a product before it takes the 
decision rationally, to buy the product or not. 

5 = Lifestyle Component: this component is linked to belief systems and way of life. It therefore 
depends on the convictions of the person as well as the brand or product. Consumers will be 
attracted to the product if they hold the same values as the brand. 

6 = Relational Component: this component involves not only the person but also the social ties 
that he or she may have. This can be the case if the company offers common experiences or if 
the consumer shares a passion that includes other people. 

The definition of consumer experience and Experiential marketing has evolved over time and 
has been shaped as marketing strategies become more prominent on executive committees 
(Whitler, Krause, and Lehmann, 2018). Between the 1990s and the 2000s, consumer experience 
contributions were more oriented towards the marketing relationship (Morgan and Hunt, 1994 
; Berry 1995) or the customer relationship management (Verhoef, 2003; Kumar and Reinartz, 
2006; Kumar and Shat, 2009), with emphasis on identifying key attitudes that drove the 
consumer, elements of the consumer experience or even of the charge from the 2000s onwards 
of data analysis and the idea of incorporating a Multichannel aspect (Lemon and Verhoef, 
2016).	

The notion of consumer experience took a different turn in the early 2000s by adopting a 
“customer Centricity and customer focus” vision (Lemon and Verhoef, 2016). The aim was to 
adopt a consumer perspective within the enterprise itself, to integrate the consumer and the 
consumer data more firmly within the enterprise, and redesigning the consumer experience 
from a consumer perspective (Lemon and Verhoef, 2016).	

With the massive introduction of new technologies and the growing weight of the positive 
impact of marketing on businesses, the companies have been confronted with a management 
that has become Omnichannel and have had to develop more digital experiences in order to 
meet the expectations of consumers, which have become increasingly demanding. 

3.2 Omnichannel management and development of smart technologies 

Modern research shows that  marketers recognize the customer’s role in the experience and are 
now confronted  to omnichannel management (Brynjolfsson, Hu, and Rahman 2013; Verhoef, 
Kannan, and Inman 2015) with the development of the digital aspects such as the social 
networks, mobile apps but also all the in-store technologies (Lemon and Verhoef, 2016; Parise, 
Guinan ,Kafka 2016). The customer experience requires nowadays more and more attention 
and time because with the speed with which consumers interact, businesses need to master all 
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aspects of the consumer experience in order to solve the crisis of immediacy (Parise, Guinan, 
Kafka 2016). Thus, in order to have more control over the situation, companies are forced to 
integrate other business functions such as “information technology (IT), service operations, 
logistics, marketing, human resources, and even external partners, in creating and delivering 
positive customer experiences” (Lemon and Verhoef, 2016). In addition, the customer focus 
and customer Centricity vision developed in the above section by Lemon and Verhoef (2016) 
also has an impact on the overall structure of the company. As today’s company has adopted a 
customer-focused culture in order to put the customer at the center of the general interest, this 
is divided into four stages in the work of Gulati and Oldroyd (2005) which have defined the 
key elements: 1- communal collaboration: it consists in collecting, standardizing and organizing 
the information held on consumers. This involves all the members and departments of the 
company that will need to be interconnected in order to share and relay information. This 
requires some initial investment in terms of time and technology. 2- Serial coordination: this 
allows the units and different departments and the company to analyze the information collected 
and shared in order to have many Insights within the company concerning the behavior of the 
consumer. 3- Symbiotic Coordination: This step involves anticipating the consumer’s future 
actions and expectations in relation to the data analyzed in the previous step. 4- Integral 
coordination: it’s about real-time response to Customers’ needs.	

This implies organizational changes within the company, since the technologies chosen must 
be studied upstream in order to choose the ones that will be most efficient in relation to the 
company’s environment and clients. In fact, this implies that an upstream adoption of 
technology must be made in order to transfer knowledge from the company to the customers 
and vice versa. Knowledge management is an important point because it determines the 
company’s success and remains a critical success factor (Pantano and Timmermans, 2014).	

As Immonen and Sintonen (2015) point out, the environment in which people live is highly 
digitized, with the emergence of new technologies and the ubiquitous presence of the Internet 
in people everyday life. In fact, in the past years “a large number of innovations has been 
introduced at traditional points of sale by dramatically modifying traditional retail practices” 
(Pantano and Timmermans 2014). Thus, companies have understood the importance of 
digitizing their physical stores in order to give existing customers a real experience as new 
customers, in order to immerse them in their own “world” (Caru and Cova, 2006). With the 
implementation of smart technologies, the consumer and retailer are linked after the adoption 
of physical point technologies. This allows, in a second time, to the retailer to better understand 
its customers and their intentions of purchase and behavior (Chang et al., 2016). A relationship 
is then created between customers and retailers through the emotional commitment that this 
store experience gives to them, through interactive interfaces, sounds, smells or the store’s 
universe. For this reason, smart technologies are defined as “smart”, enabling technology to 
better connect the company to its customers (Pantano and Timmermans 2014; Ostrom et al. 
2015). Smart technologies bring profound changes in the Retailer’s sales activity in terms of 
the service or product’s own center, but also in the way the customer will be approached and 
the relationship he will build with the brand, the store (Pantano and Timmermans 2014). Access 
to in-store technologies completely rethinks the customer experience but also the role of people 
at the point of sale. Whereas before it had to be quite multi-tasked by advising customers on 
several specific products or services, by making them try, assisting them in their research and 
providing them with some expertise on a product or service category, They are now technology 
assistants and are more concerned with customer loyalty and point-of-sale orientation. 
According to most of the scholars and practitioners, the experience is between two parts, the 
customer and the company (retail store), and consists of unique contacts at specific points called 
“touched points” (Homburg et al. 2015; Schmitt 2003).	
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These “touched points” are also mentioned by Lemon and Verhoef (2016) with the introduction 
of the concept of customer engagement. Brodie et al. (2011) brought a definition from a 
psychological point of view by saying that the customer commitment is “a Psychological state 
that occurs by virtue of interactive, co-creative customer experiences with a focal agent/object 
(e.g., a brand) in focal service relationships.” Van Doorn et al. (2010, p. 253) have a different 
approach, based on the non-transactical nature of consumer engagement and brings another 
vision: “The Customer’s Behavioral manifestation toward a brand or Firm, beyond purchase, 
resulting from Motivational drivers.” They believe that, in relation to the development of social 
networks, the customer commitment needs to be rethought as the company and the brand image 
are much more dependent on customers who can bring value to a brand or product but also 
destroy the value of a product. Indeed, as mentioned above, companies must juggle with 
Omnichannel management and the customer commitment must be considered as part of the 
consumer experience (Lemon and Verhoef, 2016).	

The marketing-experienced board members (MEBMs) have now a big influence on firm growth 
and this is one of their top priorities. (Whitler, Krause and Lehmann, 2018).	

 3.3 E-commerce development and birth of Z generation  
 

3.3.1 E-commerce development  

E-commerce is defined by Shahar (1997) as the exchange of goods and services using the 
capabilities of the internet. Thus, it highlights the fact that the e-commerce emergence is due to 
Internet and the volume of transactions online is dependent to numbers of internet users 
(Agarwal and Dixit, 2017). Internet and by deduction e-commerce have completely broken 
codes and redefined the contours of commerce (Park Thaichon et al., 2018).	

According to Hartman et al (2000) (in Perez, 2003), e-commerce is a new way of managing, 
with efficiency and speed by being innovative in order to bring additional value to the company.	

How to understand and define e-commerce to evolve over time. In fact, e-commerce is a new 
way of doing business and transforms in depth the relations between people, but also has 
changed professional relations, especially with the emergence of e-business with BtoB 
(business to business), BtoC (business to consumer) and BtoD (business to Distributors) 
(Hartman, 2000 in Perez, 2003).	

Ciprian ADAM (2011) listed the critical success factors that make e-commerce an important 
role to play in the management and especially in the management of online marketing:	

1. It “redefined the competitive advantage” in terms of costs for example	

2. It makes the company “rethink about their business strategies” by creating growth 
opportunities on Internet but also having a web interface to share with their customers or 
prospects	

3. It makes the company redesign their website and organization because the website should no 
longer be only a description of the company and its services or products but also a place to 
communicate, buy and collect data about its customers in order to better meet their needs (Lee, 
2001). Electronic commerce is considered to be safe and easy by millions of Internet users. 
Security fears have largely disappeared, while more customers buy online without reservation. 
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The key reasons for the popularity of e-commerce among consumers are: competitive prices, 
choice, fast delivery, easy access to the Internet, the convenience of buying online. 	

The internet and e-commerce therefore offer added value to businesses. Many businesses are 
experiencing significant revenue gains through the creation of online “commerce” (Ciprian 
Adam, 2011). Ginn (2010) corroborates this proposal and highlights the short-, medium- and 
long-term benefits of e-commerce for businesses in terms of marketing strategy, bringing 
consumer satisfaction:	

- sales growth 
- increase exposure and awareness 
- disappearance of geographical restrictions 
- low costs 
- open competition between small and well-known brands 
- above-average income online consumers 
- non-stop availability (7/7, 24/24) 
- creating relationships between company and customers 
- better promotion and branding opportunities 
- retention of existing customers 

3.3.2 Birth of Z generation  
 
Generation Z is the generation born after 1995. As McKnight (2018) points out, they never 
lived at the time when social networks, the internet or smartphones did not exist. Thus, they 
have always been accustomed to receiving a continuous flow of information at a high speed, 
through television, video games, social networks, smartphones and other tablets. This 
generation is therefore considered digital natives in the sense that they are "native speakers of 
technology, fluent in the digital language of Computers, video games, and the Internet" 
(Prensky, 2005). They master all the codes and uses of the internet and have developed a multi-
tasking side in the sense that their attention is always divided between their different devices 
and screens. (McKnight, 2018).	
All of these technologies are an important part of their lives because they have grown and 
evolved with them, so they are an integral part of their lives and their way of life as well 
(Oblinger & Oblinger, 2005).     	
    
McKnight (2018) even recently identified the three main characteristics of Generation Z:  
 
1 - Natural Researchers: Having grown up with the Internet, which has only become an 
extension of themselves, Generation Z is characterized by curiosity. It still needs to search for 
information but also to verify it through the many means it currently has with all the 
technological advances. She was born in a world where everything is often called into question, 
and that is why she needs to seek her own truths. This generation therefore questions more the 
traditions and the words of the institutions.  
 
2 - Self-taught entrepreneurs: this generation is also characterized by a way of life called “free 
to be me”. Through the contribution of internet and technology, they build themselves by 
learning a lot about the web. it is a generation of influence that builds itself on social networks 
and breaks the codes, it has no workplace in the traditional sense. Budac (2014) thus evokes the 
fact that brands must also build communities on social networks so that this generation feels 
concerned and involved in the improvement and interest in the brand. Unlike other generations, 
Generation Z has really become the target of media, advertising or marketing policies, by their 
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uniqueness and by the fact that they are more aware of the environment in which they live. As 
mentioned by Budac (2014), marketing strategies through social networks or any kind of media 
has become the core strategy of companies that want to reach this target because it mainly 
interacts through media and its purchasing behavior is highly dependent on what they find on 
the Internet. 
 
3 - Politically and culturally Passionate: This generation was born with this world that brings a 
dose of anxiety through terrorism, the end of the world or even the melting of the ice. As a 
result, this generation is also engaged, passionate and looking to make a difference so that the 
world of tomorrow is also better. Budac (2014) also talks about whether Generation Z is 
concerned with the environmental impact or the carbon footprint and brands and products. 
Companies that want to target this generation must ensure that they respect this aspect of their 
personality. 
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4. RESEARCH METHODOLOGY 
 
After having chosen and exposed our research philosophy and our scientific approach as an 
academic starting point in the second chapter, we will now take a more practical approach to 
define the research method we will take. We will present the different kind of research strategies 
and designs as well as the processes to collect and analyze data, the aim is to support our choices 
of methodology and data collection technique compared to the other ones. We will also justify 
our choice of designing the interview guide as our instrument to collect data. We will then 
discuss the criteria of objectivity and veracity of the information in order to assure the quality 
level of this research study. To finish, we will present the ethical considerations which are 
necessary to respect while conducting interviews. 
 
            4.1 Research strategy  
 
Research strategy is considered as the general plan presenting the different steps that the 
researchers will follow in order to answer the research question (Saunders et al., 2012, p.680). 
It can be considered as the general direction taken by the researchers to conduct their research, 
it implies to choose either to use a qualitative or quantitative data collection strategy (Bryman 
and Bell, 2007, p.28). Collis and Hussey (2014, p.59) say that it exists numerous methodologies 
and a wide range of methods for the data collection, they prevent us on the necessity to keep a 
methodological coherence throughout the research design. We will present in the coming 
sections our research design which we tried to keep coherent and logical with consideration of 
our paradigm. As we explained in our research philosophy chapter, we decided to take as our 
ontological position an interpretivist point of view as we consider that the reality is multiple 
and not the same for everyone, it means each individual interpreter its own reality which is 
subjective and multiple (Collis and Hussey, 2014, p.342). We think that knowledge is subjective 
and influenced by individual experience that lead us to take an interpretivist epistemological 
consideration (Long et al., 2000, p.190). Therefore, as researchers in the marketing area, we 
aim to seize the subjective point of view of marketing professionals in order to better understand 
the studied phenomena. 
 
 4.1.1 Qualitative research 
 
Consequently, to our choice to use an interpretivist approach, and according to Collis and 
Hussey (2014, p.52), the most adapted research strategy for our research study is a qualitative 
research strategy. Collis and Hussey (2014, p.52) say that “under an interpretivist paradigm, 
the emphasis is on the quality and depth of the data collected”. Which means that it is necessary 
to collect data which tend to be rich in detail and nuance (Collis and Hussey, 2014, p.52). In a 
qualitative research, the research orientation is given by the interviewees as they give insights 
and information which need to be understood, while on the other side, a quantitative research’s 
direction is always given by the researchers as they are the one who ask the question and decide 
of the discussed topics (Bryman and Bell, 2007, p.425). A qualitative research aims to 
understand a general phenomenon by considering and interpreting the point of view of 
individuals (Bryman and Bell 2007, p.402). Since we have decided to understand how the 
experiential and sensorial marketing can be defined as an answer or even an enhancement to e-
commerce, qualitative research totally fulfilled the research objective by collecting insights 
from marketing professionals which will be analyzed thereafter. Counter to the quantitative 
research strategy, the qualitative research strategy aims for a closer involvement with the people 
participating in the data collection and tries to understand better their point of view and 
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subjective stances. According to Bryman and Bell (2007, p.418), in a qualitative research 
strategy the researchers search a contextual way of understanding the studied situation. 
 
It is said that researchers should try to get a methodological fit between the development status 
of the theory in the studied field and the research methodology selected to conduct the research 
study. It’s more adapted when conducting a research study in a field with a low theory 
development to  employ a qualitative data in order to get a better understanding of the 
phenomena studied, while a quantitative research suits better researches conducted about more 
mature theories (Edmonson and McManus, 2007, p.1155; Eisenhardt and Graebner, 2007). In 
the field of marketing the theory development is considered as rather mature, but the area of 
sensorial and experiential marketing is a pan of marketing which is quite nascent as the majority 
of the secondary data we collected have been produced in the past decade. The development of 
sensorial and experiential marketing is a recent trend which hasn’t been yet studied so much 
counter to the marketing in a more general way, this finding supports our choice to use a 
qualitative data as suggested by Edmondson and McManus (2007, p.1155). 
 
According to Collis and Hussey (2014, p.7) the qualitative research is frequently associated 
with an inductive approach to theory as this approach involves moving from the individual to 
the general as the qualitative research also does. As we presented in the second chapter, we 
decided to resort to an inductive approach because we will draw conclusions from the individual 
points of view collected during our interviews. We really think that collecting rich and various 
data from professional will conduct us to get a better understanding of the subject and to draw 
clear general answers to our research question.  
 
 4.1.2 Exploratory nature of research 
 
Our research strategy must be connected with the objective of our research (Saunders et al., 
2012, p.159). As we presented earlier, the aim of this study is to explore the relationship 
between the experiential and sensorial marketing and the e-commerce which has been 
developed recently. As Collis and Hussey (2014, p.4) say, “an exploratory research is conducted 
into a research problem or issue when there are very few or no earlier studies to which we can 
refer for information about the issue or problem”. One advantage of the exploratory research 
model is that it is flexible to direction changes. Indeed, as the findings are made of collected 
data, they can necessitate to change the research direction (Saunders et al., 2012, p.171). 
Exploratory qualitative research is adapted to researches in which there isn’t plenty of previous 
literature which can be found on the subject (Edmonson and McManus, 2007, p.1177).  
 
This is the reason why we choose to apply this research model to our study, as we aim to 
interview marketing professionals to explore the relationship between the recent development 
of experiential and sensorial marketing and e-commerce, and then to interpret their insights and 
the observations we will make thanks to these interviews. We thus delimit our research study 
from the others nature of research such as descriptive studies that aim to create an accurate type 
of events or situations, or explanatory studies which aim to establish causal relationships 
between variables (Saunders et al., 2012, p.171). 
 
            4.2 Research design 
 
After having set our research strategy, based on the use of a qualitative and exploratory method 
better adapted to our research question, we now need to decide about how we would like to 
design our research. According to Vogt and Burke Johnson (2011), research design is the skill 
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of planning the steps necessary to conduct studies in order to get the most valid findings. The 
research design is defined by Collis and Hussey (2014, p.344) as the detailed plan which one 
will follow to conduct a research study. It is suited to answer the research question and to meet 
the aim of the research (Bryman and Bell, 2007, p.39).  
 
There are some differences in the use of the terms research design and research strategy 
depending of the research methodology we use. In the one hand, Bryman and Bell (2007, p.29) 
identify five different research designs in business research: an experimental design, cross-
sectional or social survey design, longitudinal design, case-study design and comparative 
design. On the other hand, Saunders et al. (2012, p.191) consider the cross-sectional and 
longitudinal designs as a distinction between two time-horizons on which studies focus. They 
differentiate different “research strategies” such as experiment, survey, case study, action 
research, grounded theory, ethnography, archival research, narrative inquiry, mixed methods, 
these strategies are considered parallelly to research design (Saunders et al., 2012, p.173) In the 
coming sections, we are going to discuss the characteristics of different research design which 
could fit our research study. 
 
 4.2.1 Cross-sectional design 
 
Cross-sectional studies are designed to gather research data in different contexts over the same 
period of time (Collis and Hussey, 2014, p.63). It involves to focus on various individuals, 
companies, sectors at a single moment in time (Bryman and Bell, 2007, p.55; Saunders et al., 
2012, p.190). We consider this study as a cross-sectional one because data will be collected in 
a short period of time approximately at the same moment. We decided to collect data at a single 
point in time because we are not interested in a long-term development but rather by 
understanding the relationship existing between experiential marketing and e-commerce. By 
understanding this relationship, we aim discover the reason which led to the recent development 
of experiential and sensorial marketing in the retail stores. As we aim to gather numerous and 
diverse data, we will conduct different interviews and thus more than one case will be 
examined. However, in this study the data will be collected on comparable units, i.e. marketing 
professionals from different backgrounds and working in different organizations operating in 
different countries.  
 
It exists some limits to consider in respect to the choice of a cross-sectional study. First of all, 
using a cross-sectional study can allow researchers to identify relationships but it’s not precise 
enough to clearly determine a causality between different factors, the reason of this first limit 
is the fact that data are collected at only one point in time (Bryman and Bell, 2007, p.56). 
Nevertheless, the purpose of this study is to identify the relationship between the recent 
development of experiential marketing and the development of e-commerce in the past years, 
rather than finding causality, which means the cross-sectional study will give us enough 
information by allowing us to identify the relationship we are studying. Secondly, as we 
collected data at only one point in time, it means that the findings of this study could change on 
a longer-term period. We will answer our research question only by collecting and analyzing 
answers from different marketing professionals, working in different companies, those answers 
are exclusively based on their subjective point of view and thoughts about the question, that 
come from their personal experiences and observations of behavior and reactions related to 
marketing and e-commerce. One of the challenges generated by the choice of cross-sectional 
research design is to be able to ensure the internal validity and the generalizability of our 
findings (Bryman and Bell, 2007, p.56). We will consider this more in detail in the section 
presenting the considerations about quality criteria (see Section 4.5). 
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 4.2.2 Multiple interviews model or survey? 
 
Having classified our research study as a cross-sectional study isn’t enough, it doesn’t precise 
clearly which research design fits best with the reason of conducting this study. Indeed, our 
data collection can be done by using a multiple interviews model or surveys, that’s why we are 
going to clarify this point by precising the design we will apply. 
 
The interview model is a methodology aiming to obtain in-depth knowledge in order to explore 
a single phenomenon by collecting data from interviewees (Collis and Hussey, 2014, p.133). 
The multiple interviews model aims to mix different interviews, the goal for researchers is to 
identify common insights which are present in the different interviews in order to deduct their 
logical underlying arguments and draw conclusions from these findings. Using multiple 
interviews model to collect data in order to then generate theory represent a reasonable and 
interesting research strategy. Multiple interviews model can be considered as superior to single 
interview model as they allow the researchers to compare insights from different interviewees 
and thus increase generalizability, flexibility and analytical power. Multiple interviews model 
gives to researchers the possibility to compare and contrast the different interviews which are 
included in their study, this is interesting because it reduces the risks to draw conclusions from 
biased data. The comparison between multiple and single interview model makes us realize that 
the interesting point of this study isn’t the unique point of view collected in an individual 
interview but rather on the sample of interviewees and the diversity they give us in order to 
produce general findings which are less biased by particular findings from one single interview. 
The focus of this study is to identify whether the recent development of sensorial and 
experiential marketing campaigns has been made as an answer to the development of e-
commerce or to be complementary to e-commerce’s development.  
 
On the other hand, our study possesses different characteristics usually attributed to a survey 
strategy. According to Bryman and Bell (2007, p.56) and Saunders et al. (2012, p.190), survey 
researches collects data from more than one case study and often use a cross-sectional research 
design. Nevertheless, a survey strategy needs a very structured data collection method, often by 
using questionnaires or structured interviews to be able to compare the data collected more 
easily afterward. Our research objective and our strategy aiming to explore a relationship which 
hasn’t been studied yet doesn’t fit with these data collection methods because we need a more 
flexible design and decided to use a qualitative data collection strategy to understand deeper 
the interviewee’s perception of experiential marketing. 
 
Thus, we realize that our research study, despite the fact that we decided to design it as a cross-
sectional study, possesses several features of the multiple interviews model and correspond best 
to this kind of research design. 
 
            4.3 Data collection 
 
In this study, we decided to conduct interviews following a model of semi-structured interviews 
with the participation of professionals of marketing working in different international 
companies. In the next chapter, we will discuss this data collection method as well as the process 
by which we searched for and selected respondents. The interview partners are presented, and 
the interview guide is introduced.  
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 4.3.1 Data collection method - Semi-structured interviews 
 
In the following section, we will present the data collection method which fit best our research 
purpose. As our primary data source, we use interviews of marketing professionals, that’s the 
reason why we decided to resort simply to a qualitative method for the gathering of data 
(Saunders et al., 2012, p.161). Other possible data collection methods would have been, critical 
incident technique, focus groups, protocol analysis or diary method, among others (Collis and 
Hussey, 2014, p.139f.). Nevertheless, given that we are interested in the point of view, 
subjective perceptions and personal observations of professional marketers, it appears that an 
interview method reflects our interpretivism paradigm in the best way (Mason, 2002, p.63). We 
will gather their point of view, perceptions and personal observations by asking in-depth 
questions aiming to invite them to evocate personal feelings and convictions. As our subject 
doesn’t imply many differences of interpretations, we considered phone and skype interviews 
as an efficient enough means of investigating the relationship that binds experiential marketing 
and e-commerce. Our goal is to collect rich empirical data in the most efficient way (Eisenhardt 
and Graebner, 2007, p.28). 
 
There is three different type of interviews, structured, semi-structured or unstructured (Saunders 
et al., 2009, p.374). The structured interviews consist in asking the same questions in the same 
order, they are likely to be closed question, meaning that they have a set of predetermined 
answers, that’s why this interview model is often used in quantitative research studies (Collis 
and Hussey, 2014, p.207). Whereas semi-structured and unstructured interviews offer a wider 
range of answers by using open question, meaning that it doesn’t really exists predetermined 
answer and thus that the data collected are the closest from the reality (Collis and Hussey, 2014, 
p.133f.), this is why they are often considered as fitting best with the qualitative researches. 
The difference lies in the fact that the unstructured interview is made of a list of topics or issues 
which lead to spontaneous questions and discussions, it presents a risk which is that gathered 
information are too wide to be easily compared as the interviews can take totally different 
directions depending on the interviewees (Saunders et al., 2009, p.375). 
 
Semi-structured interviews are a model in which the researchers have a set of questions 
designed to keep the same direction within all the different interviews and aiming to encourage 
the interviewee to keep his words centered on the main topic (Collis and Hussey, 2014, p.133). 
It appears to be an interactive dialogue between the interviewer and the respondent (Saunders 
et al., 2009, p.375). In line with the exploratory nature of our research and as we aim to gather 
data which can be compared, we identified the semi-structured interview as the best way to 
collect the data needed to answer our research question. Our semi-structure allowed us to 
conduct interview in an informal and flexible style, with for example the modification of one 
question during the first interview to make it more relevant. During the interviews, we asked 
more precise questions, in order to get clarification when the respondent answered using terms 
which were not clear to us, and to thus be able to understand exactly the meaning of their 
answers. We asked open questions which allow a wider range of answers to the respondent as 
they don’t come with a set of predetermined potential answers (Bryman and Bell, 2007, p.730). 
As they allow us to get a deeper understanding of the background information and the context, 
the semi-structured interviews are the most suitable interview model (Mason, 2012, p.64, 
Saunders et al., 2009, p.377). The attempt to understand the respondent’s “world” by talking 
interactively and listening carefully the interviewee, is linked to our interpretivist approach 
(Collis and Hussey, 2014, p.134). 
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Eisenhardt and Graebner (2007) warn us about the fact that using interviews as an unique source 
of qualitative data is criticized and considered as biased and unequally trust-worthy. 
Nevertheless, we aim to overcome these issues by providing precise and clear presentation of 
results giving the proof of their trust-worthiness and by paying special attention to our research 
design. (Eisenhardt and Graebner, 2007). 
 
 4.3.2 Respondent selection process 
 
In this section, we will present and discuss how we selected interesting profiles for the purpose 
of our research study. As we use an interpretivist paradigm, we won’t resort to a statistical data 
analysis with a need to generalize theories from the sample to the population, it means that we 
don’t need to select a random sample (Collis and Hussey, 2014, p.131). We will thus rather 
select a sample of interviewees which has technical knowledge necessary to bring us relevant 
insights to answer our research question. To do so, we need to identify a sampling method 
which allows us to conduct a relevant number of interviews (Collis and Hussey, 2014, p.131). 
 
We can’t determine a sample size from the beginning, as we aim to interview as many 
professionals as possible (Bryman and Bell, 2007, p.460). As the study aims to identify how 
the experiential and sensorial marketing can be an answer or even an enhancement to e-
commerce, we need to interview a sample of professionals with a relevant background in 
marketing, if possible, from different type of businesses and from different marketing 
specializations to expend the type of insights collected. 
 
In order to recruit a sample of willing interviewees, we contacted our different contacts from 
previous professional experiences, family, friends in France. We obviously realized a primary 
selection upstream in order to only send interview requests to relevant persons with a substantial 
marketing background to ensure the quality and relevance of the data we will collect. We both 
used our LinkedIn channels to find potential interviewees and then discussed together the 
relevance of their background and potential contributions to avoid contacting people who would 
give us insight we would finally don’t use.  
 
Bryman and Bell (2007, p.497) inform us that there is often in qualitative researches a lack of 
explanations about the sampling method such as the selection process of the interviewees or the 
sampling size. Also, we know that our sampling method could be criticized as we selected 
ourselves the respondents depending on their marketing background which means our selection 
could be biased. That is why we decided to use a snowball sampling which means we asked our 
respondents if they could present us some of their acquaintances which could bring us 
interesting insights about the research question (Collis and Hussey, 2014, p.132). As our 
research question can only be answered by empirical observations collected nearby professional 
marketers, the possibility to extend our sample by using the snowball sampling method was an 
interesting thought.  
 
In total, 4 inquiries were sent to some of our personal acquaintances. The response rate was of 
75 percent. All of the responses we received have been positives, expressing the pleasure to 
participate and help us in the conduct of this research study. out of these three people, only one 
has been able to present us an acquaintance available to participate in an interview, bringing 
the number of interviewees to four. We conducted these four interviews either by telephone or 
by Skype, it took between 20 and 35 minutes and both authors participated in each interview. 
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 4.3.3 Background of interview partners  
 
According to the research method presented previously, the interviews were conducted amongst 
marketers from different companies and with different backgrounds. All of them are French, 
but all of them work worldwide. All the information about the marketing experiences and the 
organizations of the respondents participating in this sample are given in Appendix. 
 
To conduct this study in the best way possible, we tried to interview marketers from various 
background and with different experiences as well as different missions within their companies. 
Indeed, we considered that it was more interesting to get various insights depending of the 
variety of missions given to our interviewees to cover widely the domain of marketing and get 
a deeper understanding of the studied phenomenon. We decided to not restrict our study to the 
experiential marketing applied to one kind of product or to one particular industry. We are 
aware that the field, industry from which the respondents come has an influence strong enough 
to impact our findings. Indeed, the size of the company, the type of product they sell, and the 
percentage of internationalization can produce deep differences on the relationship existing 
between experiential marketing and e-commerce. The considered fields of industry used in this 
study are all selling products rather than services (cars, clothes, food, interior design).  
 
Our main criteria of selection, as we explained earlier was that the respondents needed to be 
involved in marketing and at least to have been implicated in a way or another in an experiential, 
sensorial marketing campaign. Thus, we will be able to explore their accomplished marketing 
campaigns and their implications and experiences in the area of experiential marketing. Three 
of the four interviewees have important responsibilities with an important number of people to 
manage and are the mains person responsible for the marketing directions or supervision of 
their companies. One is the founder and CEO of his company and thereby needs to supervise 
the marketing department, the other one is the global marketing director worldwide of his 
organization and the last one is senior partner of a design agency which creates retail stores and 
stands worldwide. The fourth interviewee is working in an international company at the western 
Europe headquarters in the Netherland, she is working at the digital marketing department and 
has a background really linked with the e-commerce development and the digital marketing.  
 
We figured out during out interviews that out of our four interviewees two are also working in 
collaboration with the development of e-commerce in their respective companies and one is 
actually planning to potentially open a website to sell its products. All of them provided us with 
good insights about e-commerce potentials with consideration of the different particularities of 
their respective products. We decided to include in our case-studies a focus point on these 
insights in order to analyze the relationship between experiential marketing and e-commerce 
with consideration of our interviewees’ experiences in these two areas.  
 
 
 
 
 
 
 
 
 
 
 



 

 25 

Table 1: Respondents information 

Inter-
view 

Type of 
products Country Function Organization Interview 

date 

Dura-
tion 

(min) 

Julie Clothes Netherlands 

Manager 
Partnership 
Marketing 

eCommerce 

Adidas 16/05/19 34 

Michel Food France Founder and 
CEO 

Michel et 
Augustin 17/05/19 22 

Arnaud Cars France 

Global 
marketing 
director 

worldwide 

Citroën 23/05/19 35 

François Interior 
design France 

Senior partner, 
creation 

director of 
retail pole 

Lonsdale 
AKDV 24/05/19 34 

 
 4.3.4 Interview guide 
 
The interview guide that we used for the four professional marketers which accepted to 
participate in this study is presented in the Appendix 1. It is made of two parts, the first one is 
the general questions about the background and the past marketing experiences of the 
respondents and the second one is focused on the marketing itself, with in-depth questions 
aiming to get a complete understanding of the relationships between experiential marketing and 
e-commerce, by analyzing the power and effects of experiential marketing on purchase 
decisions and by searching if e-commerce benefits from the recent development of experiential 
marketing or not. The questions aimed to be a guideline and some spontaneous question may 
have a better relevance depending on the context. 
 
We began each of the interviews with a brief presentation of ourselves as researchers, a small 
and clear presentation of the topic and the purpose of our research as well as a presentation of 
the reasons why the interviewee was interesting for our study with arguments based on their 
background and experiences in marketing. We then began the questions / answers part by asking 
them to present the number of years they have been working in marketing. To continue we 
asked them to provide us a personal definition of experiential marketing, and to follow we asked 
about their past implications in experiential and sensorial marketing campaigns as well as an 
example of experiential marketing campaign that marked their minds. The aim of this first part 
was to collect interesting information which could be used later on to fuel the debate or to 
exemplify some of their insights or observations. Thereafter, we initiated the deeper focusing 
part by asking questions about the constant evolution of marketing strategies and campaign, to 
understand the gears responsible of these constant adjustments. We then introduced the 
potential responsibility of e-commerce in the recent adjustment of marketing and more 
precisely in the development of experiential marketing campaigns. The aim of that was to lead 
the interviewee to focus more on the relationship between experiential marketing and e-
commerce, as we wanted to know if they considered the development of experiential marketing 
as an answer to the development of e-commerce or as a new tool complementary to e-
commerce. Indeed, it was important to lead the interviewee to this particular point to then 
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pursue by focusing on the means given to the companies by using experiential and the effect it 
can have on the purchase decision of the customers. 
 
Finally, we asked to the interviewees if they could exemplify their statements by providing us 
examples from their marketing accomplishments within their organizations with a particular 
focus on the customer experiences, they set up to develop their brand identity or to get the 
customers to know and to respect their products. We aimed with this question to gather data 
necessary to fuel the case study part of our research. Nevertheless, the aim of our interviews 
was principally to understand how the experiential marketing could be an answer or an 
enhancement to the development of e-commerce rather than to collect example of past 
experiential marketing realized by companies. 
 

4.4 Data analysis  
 
The aim of the data analysis in our thesis is to identify and understand the relationship occurring 
between the recent development of experiential marketing and the development of e-commerce. 
Therefore, we brought together the observations gathered in each case study to generalize one 
general thought about this relationship. 
 
 4.4.1 Interview transcription 
 
Recording of the interviews have been an important element to be able after the interview to 
listen to it again and start analyzing the data gathered, indeed, it’s necessary for researchers to 
be able to make a reflection and an interpretation of the data collected during the interview 
(Bryman and Bell, 2011, p.482; Saunders et al., 2012, p.505). The recording is an important 
tool as it gives us the possibility to deepen our understanding of the insights which has been 
given through the interviews in order to get a better and wider understanding of the subject 
(Bryman and Bell, 2011, p.481). Of course, we recorded with the allowance of the respondents 
to be respectful of the ethical considerations which will be described in the Section 4.6. 
 
The transcription of interviews even though they require a lot of time and effort, and are often 
not considered at their true value as they are often given a low attention, are a very strategic 
choice as they are an aid to us by giving us the access to a detailed and precise record of what 
has been said (Bryman and Bell, 2011, p.481; Saunders et al., 2012, p.505). It is recommended 
by Saunders et al. (2012, p.550) to transcribe the recording as soon as possible after the 
interview has been conducted in order to be able to analyze it the best way possible afterward. 
We transcribed our recording right after the interview have been conducted, as the interviews 
were conducted in French, we did it by listening the recording in French and typing it manually 
in English which mean we transcribed and translated at the same time to gain time. We kept the 
recordings and transcriptions private to stay in step with the ethical considerations and with the 
confidentiality of the data gathered. 
  
 4.4.2 Thematic data analysis  
 
In this section, we want to discuss the methodology we will use to categorize the data collected 
through the different interviews. We decided to select a thematic data analysis as it is, according 
to Bryman and Bell (2015, p.599), one of the most common approaches to analyze qualitative 
data. This data analysis method is convenient as it doesn’t imply to use any software. Moreover, 
the low amount of interview we have conducted makes it even more easy to use this analysis 
methodology as we don’t need to compare a lot of data. However, we still have dense data in 
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our interview transcriptions which means that we will need to compare carefully our different 
interview in order to avoid forgetting interesting insights. 
 
As we said earlier, we transcribed our data manually in order to get a written version of what 
has been said during each interview. To realize our thematic data analysis, we firstly need to 
identify an index of themes and subthemes which “are the product of a thorough reading and 
rereading of the transcripts” (Bryman and Bell, 2015, p.599). It’s necessary to identify these 
themes and subthemes as in reality they are the recurring points from the interviews (Bryman 
and Bell, 2015, p.599). To identify these themes, Ryan and Bernard (2003) recommend 
focusing on different points such as the repetitions, the similarities and differences, the 
metaphors and analogies and so on. Bryman and Bell (2015, p.601) emphasis that the most 
common criteria to consider while establishing these themes is often to look especially at the 
repetition. After having identified the different themes and subthemes, the researchers must 
explain the principal arguments evocated by the different interviewees about these different 
themes and emphasis on their similarities in order to be able to draw general conclusions from 
the arguments repeated several times through the different interviews. 
 
Thus, during this research project, we used a thematic data analysis, after multiple reading of 
the different interview transcriptions, we aimed to identify different themes and subthemes of 
the principal common insights. Obviously, we focused on the arguments bringing an answer to 
our research question and which are helpful to understand the relation between the development 
of e-commerce and the recent evolution brought to customers by the physical retail stores. We 
are conscious of the risk to be subjective with this method, that’s the reason why we decided to 
identify and select themes which were common to our different interview and which had been 
deeply discussed during the interviews to avoid drawing conclusion or insights from a narrow 
points which was little mentioned by the respondents.  
 
Thereby, our data analysis can be seen as subjective we identified the themes by ourselves and 
decided of the data we wanted to put in each theme. This is why we brought a particular 
attention to compare and show the evidence of similarities between the data collected thereby 
different interviewees to particularly show the relevance of our findings as they are shared by 
different professional marketers. 
 
            4.5 Assessing the research quality 
 
In order to assess the quality of a qualitative thesis, different criteria can be used to evaluate an 
interpretivist study and reflect the trustworthiness and authenticity of it. In fact, we opted for 
semi-structured interviews and it can impact the quality of the data that we collected. Indeed, 
the fact that these semi-structured interviews imply that, on the one hand, the interviewees may 
at some point derive from one of the questions asked to them and talk about things that are no 
relevant in the written thesis. Indeed, the fact that the interview is not fully structured exposes 
us to the fact that some insights given by the interviewees are not important, or that on the 
contrary, they evoke a part of the subject that we had not thought about. On the other hand, this 
type of interview can have an impact on the quality of the thesis because it is necessary to take 
into account the words of each person interviewed and to know what data can be generalized 
or not, and also to analyze whether the examples given are valid for all industries or only for 
the one where they work. Thus, the purpose of this part is to ensure to the readers the quality of 
this research by exposing the different relevant criteria. 
We will follow the theory of Lincoln and Guba (1986) and make the evaluation of the 
trustworthiness and the authenticity of this study. 
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In their works, Lincoln and Guba (1986) defined four criteria that should be used to assess the 
quality of a study and increase the trustworthiness of the research. The first criterion is 
credibility. It ensures that the research has been done in such a way that the questioning subject 
has been correctly identified and described (Collis and Hussey, 2014, p. 172). Credibility can 
also be demonstrated by the researcher by demonstrating that he or she has invested time over 
an extended period of time, by persistently observing the subject in order to obtain a deep 
understanding of the subject being analyzed (Collis and Hussey, 2014, p. 172) Finally, 
credibility is related to using different sources to analyze one's research question and thus to 
the match between the theories used and the general observations made (Bryman and Bell, 
2007, p. 410). The plausibility of the results needs to be for both respondents and study’s readers 
(Miles and Huberman, 1994, p. 278). Thus, we think that the fact that experiential marketing is 
an enhancement or a response to e-commerce is a topic that can be analyzed can be conducted 
via interviews, by phone or via Skype. 
 
The second criterion is transferability. The question is whether the findings can be applied to 
another situation similar enough to allow for generalizability (Collis and Hussey, 2014, p. 172). 
Different levels of generalizability are established: from sample to population, analytic (theory- 
connected) and case-to-case transfer generalizability (Miles and Huberman, 1994, p. 279). 
In our case, our ambition is to have a case-to-case generalizability. Indeed, even if the results 
that we will get from the different interviews and our analysis, the objective is that some of our 
findings can be generalizable to a certain extent in order to make our findings about the link 
between experiential marketing and e-commerce transferable. 
 
The third criterion is dependability. It focuses on whether « the research processes are 
systematic, rigorous and well documented » (Collis and Hussey, 2014, p. 172). The 
dependability is not easy to be achieved with a qualitative analysis but since it can increase by 
the presence of an external auditor. Thus, our supervisor can be seen as an external auditor and 
so increased the dependability of our study. 
 
The fourth criterion is confirmability. It refers to the fact that the research process is fully 
described and the fact that data can assess the different findings (Collis and Hussey, 2014, p. 
172). Confirmability is also about the objectivity of the study (Bryman and Bell, 2007, p. 414). 
In that way, even if we know that our different experiences and background mentioned dis the 
preconception part can have an influence on our study, we put all our efforts to be the most 
objective possible by having feedbacks from our supervisor. 
 
After having mentioned the different criteria of trustworthiness, we will have a look to the 
different criteria that make our study authentic. Lincoln and Guba (1986) highlighted three 
different facets that makes the study authentic: fairness, ontological, and tactical authenticity of 
the study. In our study we have a tactical authenticity because the interviewees were able to 
really give their opinion on the subject by the fact that we used semi-structured interviews and 
they realized that they were the real actors in our study. Fairness is also achieved because we 
had different views and opinions on the experiential marketing and e-commerce topic. 
 
Thus, even if a qualitative study is not as objective as a quantitative one, our study fulfil 
qualitative criteria and we would like to bring a new vision and contribution to our research 
field.   
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4.6 Ethical considerations 

 
During the search and during the writing of the thesis, we paid attention to respect all the points 
concerning the ethical considerations. Indeed, our study contains numerous important outcomes 
concerning the subjects of the experiential marketing, and the way companies and more 
particularly marketing departments arrested the birth as well as the development of the e-
commerce. Furthermore, we interviewed several people from different companies. So, when a 
search is led, various situations can lead as well to ethical dilemma or against ethics to be 
surmounted in the process of writing of the thesis to lead well the search (Saunders and al., on 
2009, p. 27). So, it is very important and even imperative to be conscious of it upstream and to 
know how to act to warn any problem bound to the ethics. In a general way, the questions 
concerning the respect for the ethics in the field of her looked for are not different from ethical 
standards adopted towards a human being, namely that everything must be based around the 
respect, around the transparency of the exchanged information and because nobody should be 
negatively impacted by this search (Oliver, 2003, p. 22). As underlines it Neuman (1997, p. 
444) It is important to write a thesis and to proceed to a search in an ethical way with regard to 
the principles bound to lead how its search to know, the pressure, the standards and the ethical 
standards. Neuman (1997) also adds that the researchers who act in way against ethics risk to 
face humiliations to see legal and illegal proceedings which do that it is imperative to follow 
and to adopt an ethical code of conduct in the elaboration of the search and the writing of the 
thesis. Diener and Crandall (1978, cited in Bryman and Bell 2007, p. 128) Introduced various 
principles to be respected during a search to be led and which are often exposed within 
researchers' communities but also within universities and within all the domains which touch 
the search. These four principles are the following ones: 1 - No harm should come to research 
participants, 2- the informed consent, they should agree to participate and know what the 
research is about, 3- anonymity – confidentiality, their privacy should not be invaded, 4- no 
deception, they should not be lied to or cheated. So, our objective was to respect scrupulously 
these four important principles to respect the codes of the ethics during the various stages bound 
to the interviews: 
The interviewed people were first of all to contact in a respectful way by e-mail or LinkedIn 
message with the aim of exposing them our subject of research, what we expected from them, 
from their role in the research and also the way we wished to proceed for the interview. We 
informed them about the duration of the interview, the weft of the various questions asked and 
also the transparency of our study if they wished to consult it afterward. We made every effort 
to give them all the information which they needed to know. This is important because a big 
ethical problem is to not give to the interviewed people all the information which they must 
know (Bryman and Bell, 2011, p. 132-133) and the researchers are confronted with the same 
problem, informing the participants about all that they must know, knowing that there is a lot 
of information to be given (Bryman and Bell, 2011, p. 133).  
 
During the various led interviews, we have respected the time duration that the people had 
dedicated us and have respected also the four principles of Diener and Crandall (1978). We 
have spoken with about the fact that they agree or not that the interviews would be recorded 
and that if they wished that it remains anonymous or not. Knowing that the four interviewed 
people saw no problem to reveal their identity and their job, we made a commitment to send 
them the parts mentioning them so that they can verify that their words are not deformed.  
 
So, we have, by respecting all the ethical principles connected to the conduct of a research, 
build a relation based on confidence and transparency, what allowed us of to have very 
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interesting insights on the domain of research and of returns on experiences very enriching 
which allowed us to have a global and deep understanding of the studied subject and the forceful 
arguments in the future written parts.  
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5. DATA PRESENTATION AND ANALYSIS 
 

5.1) Findings on physical retail  
 
In this section, we will discuss what we identified as the advantages of experiential marketing 
in retail environment thanks to the interview of professional marketers, we will then follow by 
presenting our findings on the recent noted evolution of physical retail as well as the potential 
future trends identified by the respondents. 
 

5.1.1) Advantages of experiential marketing in a retail environment 
 
When analyzing the physical retail and more precisely, the advantages it presents, it is found 
that the pros we found were linked to the experiential marketing in a retail environment, it 
seems obvious as we have been analyzing this particular part of the retail. 
 
Customers need to experience the product 
 
The first point which has been evocated by our interviewees is the fact that the consumers need 
to touch the products, to experience their characteristics, feel the quality and the materials, this 
is the human nature which makes us like this. The human needs to make his own opinion about 
something, a product for example, and for this he needs to experience it by using his senses. 
The companies understood this point, that is the reason why the retail stores present an 
advantage, they give to the customer the possibility to feel the product, to get their own 
impression of the product. 
 
“These kinds of marketing aim to make the consumer feel something, to get an impression 
related to a brand. It’s a feeling, an experience, something tangible.” (Michel) 
 
The companies also noticed that a customer who experiences the product will give a higher 
esteem to it. The human needs to experience the product in order to evaluate its quality and 
respect it or not.   
 
“The reason is extremely simple, the human needs to touch, to have a physical contact with the 
product and if the customer has a physical contact with the product there are huge chances that 
he further respects the product.” (Arnaud) 
 
The physical retail offers what internet can’t 
 
The physical retail stores noticed the e-commerce couldn’t offer the possibility to feel and 
experience the product to its customers. Thus, as it is a human need to discover the product with 
the help of its senses, the physical retail stores decided to allow its customer to do so, they 
seized the opportunity of a new kind of marketing which is interesting for sales as it brings 
more to the customer than the e-commerce by allowing it to feel the products. 
 
“Marketing of experience, in particular for the sale, there are lots of thing that internet cannot 
offer as the sensory, the vision in 3D of things, touch, try.” (François) 
 
Thus, the companies developed new models of stores which are much more qualitative, they 
aim to create a nice and welcoming environment in which the customers must feel comfortable 
to experience the products in order to trigger the purchase decision. These new stores aim for 
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two things, firstly, they need to respect the customer and make him live something particular 
which will impact his mind. Secondly, they want to create in the customer’s mind a good 
impression of the product to make him respect the product. 
 
“The customers who come to these stores are extremely happy when they leave because the 
enjoy a real experience, firstly they feel very respected, and secondly, they buy the cars with 
low discount because they respect the product. When a customer respects the product, he 
accepts to pay the high price, we sell at a more expensive price, we have higher margins and 
it’s better for the business.” (Arnaud) 
 
Indeed, the advantage of experiential marketing in a retail environment is that the customers 
will respect the products they experienced themselves. As they will know the real possibilities 
given by it, they will assume that it worth the price and will accept to pay it without asking for 
a discount. Thus, the retail stores present the advantage to demonstrate the real value of the 
product to the consumers and thereby to avoid reducing their margin by selling as discounted 
prices.  
 
The experiential marketing, a convincing tool 
 
The retail stores stated that the experiential marketing appears to be a really efficient tool to 
trigger the purchase decision of their customers. Obviously, there will always be some 
consumers who are not receptive to this type of marketing as they are looking for other 
characteristics such as the price. 
 
“There is for sure a part of the population which is sensitive to customer experiences and it 
will for sure convince them to buy a new product.” (Julie)  
 
Nevertheless, if the experience doesn’t convince the customer directly to buy a product, it can 
also have another power which is to influence the customers’ mind in a further future. Indeed, 
our interviewees told us that a good customer experience will stay in the mind of a consumer 
and inspire him confidence in the long-term, meaning that in the future the consumer will 
remember of his experience and will probably be influenced in his purchase decision.  
 
“The experiential marketing might have the capacity to have an impact on the purchase 
decision immediately but if it doesn’t, at least , if the experience is well made, it will have the 
advantage to make the consumer to know the product and it will probably impact his future 
purchase decisions by reminding him of the experience he enjoyed.” (Michel) 
 
Thus, experiential marketing in a retail environment appears to be a very effective tool able to 
introduce a new brand or new product to customers in order to build trust. But it will also lead 
consumers to respect the products and to buy them as they are convinced after having 
experienced the product. 
 
The apparition of new technologies has changed the physical retail 
 
After having detailed the advantages offered by the experiential marketing to physical stores, 
we asked our respondents why it appeared only recently and not before.  
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“The responsible is the democratization of new technologies which allow us to simulate the 
reality, augmented reality, configurators and so on. Those new technologies allow us to create 
a virtual experience next to the real experience (Arnaud)” 
 
We found that the reason explaining this late development is linked to the fact that the new 
technologies which offer very interesting new possibilities such as augmented reality, virtual 
experiences, or virtual configuration appeared very recently. These new technologies which 
were really expensive at the beginning start to democratize at a fast pace allowing more and 
more retail stores to afford equip themselves with it. Thus, the experiential marketing is at a 
development stage, we will discuss it in the next section by analyzing its recent growth and will 
then have a look at its probable future development. 
 

5.1.2) Evolutions of physical retail 
 
Our interviewees provided us with interesting insights about the recent developments which 
occurred in the physical retail sector and also gave us their thought and beliefs about the 
development which could happen in the coming years. The retail needed to change because of 
the apparition of e-commerce which can be perceived as a competitor for retail stores.  
 
The physical retail must change, or die 
 
“There is no future for the physical retail if it doesn’t bring something superior to websites. To 
bring something superior to websites, it’s necessary to apprehend the physical retail store as 
an experiential place and an entertainment place.” (Arnaud)  
 
Our interviewees are convinced that physical retail stores have no future if they don’t bring 
newness. They argue that e-commerce offers a lot of new opportunities to customers and that 
the retail stores can’t stay as they were before because it doesn’t bring enough information and 
experience to the customers. It appeared from our interviews that the retail stores will probably 
become a kind of experience center, an entertainment place, it means that the main goal of these 
stores will move from selling products to letting the customers discover the product and enjoy 
using it in order to maybe sell it to him afterward.  
 
The apparition of new behaviors 
 
With the development of e-commerce, customers started to take new habits and new behaviors, 
such as the hyper-information which means they always check internet to get the characteristics 
of a product. Thus, customers are professionals of the product and know it better than the sellers, 
indeed the stores must bring something new to the customers, something that they couldn’t get 
online. 
 
“100 % of people go on the Internet before purchasing in store, the customers become experts, 
it is necessary to offer them additional advices, expertise and very singular atmosphere in 
store.” (François)  
 
As our respondents suggest, the stores must bring something new to the customers as they 
become more and more discerning. They can find all the information about a product online as 
well as a fast delivery and interesting discount offers. Thus, it seems logical for the stores to 
bring something new which can’t be offered online, it seems obvious that it should be 
something they experience in real. 
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“Retail had to adapt to new behaviors, internet created new behavior with 3 to 4 hours spent 
on screens per day, people have access to things very quickly, people are increasingly 
impatient.” (François)  
 
Nevertheless, the new behaviors of consumers are based on their new habits from the internet 
which means the stores must adapt themselves to some of the characteristics of e-commerce, 
but they also need to bring something additional which will be complementary. The stores 
mustn’t act against the e-commerce, they must take its features and improve them by 
complementing them.  
 
“It is necessary to draw from the Internet and technologies this speed and this facility and 
translate it in the points of sale, but with the aim of being in the continuation of the experience 
and not in competition.” (François) 
 
The digitalization of the retail stores 
 
As we already noticed previously, the physical retail must adapt to the development of e-
commerce, but as our interviewees pointed out the rise of digital technologies is a really helpful 
means to develop customer experiences. They noticed an increase of the investments in these 
technologies in the recent years. 
 
“The digital development has increased a lot, now we use it a lot and spend a lot of time and 
money on it.” (Michel) 
 
The digital technologies allowing the company to set new experiences such as augmented 
reality, virtual fitting of clothes or even digital configuration of cars or shoes and so on. These 
new technologies bring to the customers something they could hardly experience online 
meaning that they will continue to come in the stores in order to live these customer 
experiences. Thus, these new technologies are a chance for retail stores as it gives them the 
opportunity to attract the customers in their stores again. 
 
“Some things are being set in digital and could be linked to experiential marketing I think in 
particular of augmented reality, with apps which allows to try new shoes just by seeing the 
image on the smartphone, as a kind of filter.” (Julie) 
 
The apparition of digital technologies in stores is a phenomenon named Phygital, it’s the mix 
of physical and digital. This new trend presents one advantage which is the fact that the stores 
don’t need plenty of space to implement it, thus the companies can reduce the size of their stores 
and improve the quality of them to create really comfortable atmospheres with high quality 
materials. 
 
“We can do it thanks to the “Phygital” Physical Digital.” (Arnaud) 
 
One of interviewee, suggested that in the future years the car brand for which he works could 
stop having concessions in order to have only some experiential stores which are smaller, but 
much more qualitative with the use of high quality materials and the implementation of a lot of 
technological improvements in order to allow the customers to configure and imagine their 
future car on a giant screen.  
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“We could consider having only that kind of experiential stores and no concessions anymore.” 
(Arnaud)  
 
Thus, the physical retail stores evolved and continue their adaptation to the development of 
digital technologies leading them to become very comfortable and well-developed experience 
centers in which the customers come because they can experience something better than what 
they get online. 

5.2) Findings on e-commerce  
 
In the following parts, we will introduce the different findings about e-commerce, pure player. 
Their evolution will be described as well in order to know how they manage the different issues 
they are now facing.  
 

5.2.1) Advantages of e-commerce 
 
New opportunities  
 
E-commerce is considered by the interlocutors as a means of generating new opportunities for 
more traditional companies such as "brick and mortar" but has also allowed the emergence of 
new businesses such as those of "pure players". Indeed, it has enabled the creation of new 
activities, through the development of e-commerce departments within companies or the 
development of activities totally linked to an online presence, including the core business and 
only online sales. Moreover, thanks to the evolution of the Internet, everything is moving faster 
and faster and new technologies are being developed so that e-commerce is more efficient and 
everything goes even faster.   
 
«It’s a lot of new opportunities and new activities, new technologies which are going really 
fast. » (Julie) 
 
New consumer habits 
 
One of the other advantages mentioned by interviewees is that e-commerce has fundamentally 
changed consumers' consumption habits. As mentioned above, everything is now moving faster 
with the new technologies. E-commerce has offered the means to buy very quickly online via 
a smartphone or a computer, and to satisfy a need or desire almost immediately, and to be 
delivered directly at home.     
 
«But with the development of internet and the e-commerce, the consumers started to change 
their consumption habits, they now want to buy online and to be delivered at home. » (Arnaud)  
 

5.2.2) Evolution of e-commerce 
 
Pure players are looking for physical stores 

 
The various interviewees noted an evolution in e-commerce and the attitudes of pure players. 
Indeed, after having achieved a certain success online, many pure players end up opening 
physical stores. 
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«All the brands which appeared online and by the e-commerce end by opening traditional 
retails stores. » (Arnaud)  
 
Indeed, they quickly understood that, despite the experience they can provide online and despite 
the fact that it is totally in line with new consumer attitudes and new generations, the physical 
store can bring them added value. 
 
« The pure players understood that they could show more by a physical representation than by 
internet, they can have a story telling made by humans, by “protagenius” by ambassadors. » 
(Arnaud) 

 
«We announced that it was the end of stores and retail because of internet and because of the 
online sale and finally we realize that it is completely false because even pure players as 
Amazon opens physical store because they realize that they need physical contact points. » 
(Francois) 
 
Importance for pure players to have a physical presence 
 
It is noted by the interlocutors that, whatever happens, and although consumption and 
purchasing habits have completely changed in recent decades, being physically present will 
generate a definite advantage. 
 
« Whatever happens we will always need to be physically present, I don’t trust the 100% 
internet. » (Arnaud) 
 
Thus, all pure players start looking for new points of sale or experience to show their consumers 
that they are also physically present, so that consumers can have both an online and a physical 
store experience if they wish. 
 
« It’s for this reason that the pure players open retail stores in the city center in order to offer 
to the customers the possibility to physically experience the product. » (Arnaud) 
 
« But their strategy is based on the online shopping so they will just organize an experience for 
the customer and then he will have to buy online. » (Michel) 

 
5.3) Complementarity between experiential marketing in a retail environment and 
e-commerce 

In this section, we have analyzed the different interviews we have conducted. As a result, 
interviewees agree that e-commerce and experiential marketing in a retail environment are quite 
complementary for different reasons. Thus, we have broken down the data and classified them 
by theme.  

Experience it physically, buy it online 
 
All interviewees agree that the behaviors are both a mix of digital and e-commerce and also of 
presence in the physical point of sale. Consumers are increasingly educated to experience, 
touch, live an experience, try the product in store. Nevertheless, they often need to check the 
different online offers in order to make the best deal possible. 
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« The people are more and more educated like this, they go in store to see the product, to use 
their senses to touch it, fell it, see it and so on, but then they will buy online to get a better price 
thanks to online price offers. » (Julie) 
 
Indeed, what consumers do is called showrooming. They go to the store to experience the 
product and look for the best online offer to buy it. This new approach has developed as the 
Internet and e-commerce have developed. 

 
« People do showrooming, go into stores to try, test or see the products and then go online to 
find the most interesting offer. » (François) 
 
As pointed out by the various interviewed marketers, and in particular Arnaud, consumers are 
gradually changing their consumption habits by moving towards online shopping. Nevertheless, 
there will always be consumers who are skeptical about this online purchase and who will need 
to go to the store to see it, try it and even buy it. 
 
« Step by step the customers will change their habit and start to buy online, but we will always 
have customers who will need to see the product first. » (Arnaud) 

 
Mutual need  
 
There is now a real interconnection between traditional points of sale and pure players. Indeed, 
companies born on the Internet and present only on the Internet are increasingly aware of the 
importance of being physically present. As a result, as soon as they reach a certain stage of 
maturity in their development, they open retail stores, whether to sell their products or just to 
provide an experience for their existing customers or to make themselves known to an audience 
that is not yet part of their portfolio.  
 
« When they start to get a success, they feel the need to open retail stores. » (Arnaud) 
 
On the other hand, physical points of sale have also understood the importance, if not the 
imperative they face, of having a dedicated page on the Internet as well. Consumer habits have 
evolved so much towards digital in recent decades that they are forced to make changes in order 
to be present on the Internet. 
 
« The stores will die if they do not have their website on the Internet. » (François) 
 
New trend: « phygital experience » 
 
Through this interconnection between e-commerce and experiential marketing, but also through 
the contribution and creation of new technologies, a new trend is emerging, called the 
“phygital" experience. For example, some mastodons and market leaders in the pure player 
market have used all their experience and knowledge of digital to create digital physical points, 
hence the term "phygital". 
 
« Some pure players, like Amazon, have used their digital experience to make a « phygital » 
store. » (FH) 
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This "phygital" experience has even become the cornerstone of new business strategies, in order 
to mix in the customer experience, from the creation of the need to post-purchase satisfaction, 
the physical and the digital. 
 
« The experience is physical, digital and then again physical. (Citroën: experiential marketing, 
digital purchase, home delivery). » (Arnaud) 
 
Consistency of corporate strategy 
 
Nevertheless, despite the obvious complementarity described and assumed by all those 
interviewed, each company must maintain consistency in their strategy so that the Internet 
presence, commercials and in-store experience are on the same level of service and quality. 
 
« It takes a real closeness, a real red thread on advertising, the net or on the physical 
experience, the brands must be completely consistent. » (François) 
 
 
Adaptation of company’s management  
 
In order to follow this common thread, as mentioned above, and to have a real business 
coherence in order to promote e-commerce and experiential marketing complementarity in 
retail outlets, companies have had to adapt their management. As mentioned in the various 
literatures, a new management trend has emerged, namely omnichannel management. This has 
allowed a total collaboration of the different departments of the company in order to work 
together and to have a single vision whatever the different targets of the actions implemented.  

 
« The biggest change is what I said, the omnichannel trend. Before everything was very 
separated, there were the e-commerce department, which was not very developed, the retail 
department which was the main department […]to use digital technologies in stores to improve 
the customer journey. » (Julie) 
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6. DISCUSSION  
 
Nowadays, in an ultra-connected world in which people are using internet several times a day, 
as it offers them thousands of services, we can notice the apparition of new consumption 
behaviors related to the recent growth of e-commerce. As people change their way to consume, 
the classical retail stores must adapt themselves in order to continue being able to attract 
consumers. The challenge for the physical retail sector is to manage offering a new way to 
consume which will bring to customers something superior to what e-commerce offers. Before, 
the consumers had to go in a physical store to buy what they needed, they didn’t have any other 
choices, but today, since the apparition of e-commerce, consumers can decide to buy online and 
be delivered at home, this is way more convenient for them, they don’t need to go to the store, 
they don’t need to adapt their schedule to the stores’ opening hours and even more convenient, 
they don’t need to carry the product they bought in the subway or the train. Considering these 
newnesses brought by the development of e-commerce, we could ask ourselves why people 
continue to go in physical retail stores? We will now discuss our findings about the changes 
made by the physical retail in order to adapt themselves to this new consumption behaviors.   
 

• Does the development of e-commerce impact the physical retail? 
 
As Immonen and Sintonen (2015) point out, the environment in which people live is highly 
digitized, with the emergence of new technologies and the ubiquitous presence of the Internet 
in people everyday life. Thus, the recent technological progresses which appeared in our world 
changed our habits by giving us new tools allowing us to get what we want faster. Thereby, the 
development of these new technologies is responsible of the emergence of new behaviors. The 
consumers are becoming more and more impatient, they don’t want to go out of their home to 
do the uninteresting tasks such as the grocery shopping, they prefer to buy online and be 
delivered at home. We are in an egoistic consumption model in which the consumers want to 
serve their own personal interest first and only after they will maybe consider having social 
interaction and think about the others. As our respondents pointed out, it’s necessary to offer 
more to make the consumers coming in the stores. This is the reason why, according to Caru, 
Cova (2006) some retail stores implemented new models with the setting up of experiential 
marketing, to attract customers in their store, to immerse them in a new environment much 
more experiential than e-commerce. These new experiential stores are digitized, indeed, they 
use the new technologies to stay attractive to these new ultra-connected customers.  
 
According to our findings, the physical retail evolved a lot in the past years, it set-up a lot of 
new technological improvements allowing the customers to experience something deeply new 
and different from what they can experience online. But are these developments linked to the 
emergence of e-commerce or the apparition of new technologies? According to our 
interviewees, a bit of the both, indeed with the apparition of e-commerce the physical retail 
stores had to face a heavy competitor offering much more convenience to the customers. Thus, 
the stores needed to react to this newness which was taking its market shares. They needed to 
rethink their relation to consumers by offering them something they couldn’t find online. This 
has been made possible by the apparition of new technologies allowing the stores to implement 
very new customer experiences without investing in pharaonic setups.  
 
Thus, the development of e-commerce impacts the physical retail by forcing him to rethink its 
model in order to offer to customers something they wouldn’t be able to experience online. But 
the development of these new store models is not only linked to the development of e-
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commerce, it is also linked to the appearance of new technologies, we will discuss their impact 
on retail environment in the next section. 
 

• Is the development of smart technologies transforming the retail environment or 
even management within companies? 

 
Through the various interviews conducted with specialists in experiential marketing, e-
commerce and related technologies, the responses collected provided valuable feedbacks about 
the impact of smart technologies on the retail environment and also on the way in which 
company management is now understood. 
 
First, the emergence of smart technologies has led to a major overhaul of corporate 
management. Indeed, the development of the digital aspect with the appearance of social 
networks, new tablets or connected applications, but also the implementation of technologies 
in stores (Lemon & Verhoef, 2016), has raised new managerial questions. The company must 
now communicate, interact, and react also, with a multitude of different channels. It must also 
be able to set up communication and interaction between the different departments that form it 
and to create synergy and pooling of the different channels, in order to ensure consistency in 
the knowledge of customer paths at all levels, the actions taken, and the messages sent. For 
example, e-commerce and marketing must work closely together to ensure that the online and 
in-store strategy is consistent, and the messages conveyed are consistent. Smart technologies 
have thus revolutionized management codes and have therefore led to the creation of 
omnichannel management. The customer is at the center of discussions and strategies because 
it is on him that the success of the company depends, he is able at all times to spread a message 
of dissatisfaction that will become viral and cause harm to the company. 
 
Secondly, the emergence of smart technologies and the introduction of new innovations have 
profoundly changed the traditional retail landscape. The specialists interviewed and the 
literatures (Pantano and Timmermans, 2014) agree to rule on this. Indeed, new technologies 
have enabled companies to completely rethink their retail points. Whereas in the past, 
traditional points had attractions such as special merchandising or signs displayed in stores, 
retailers now use smart technologies to provide a real experience for customers and immerse 
them in their world, their brand experience. This allows companies to connect more closely 
with their customers (Pantano and Timmermans, 2014; Ostrom et al., 2015) but also to learn 
new ways to organize their point of sale. 
 
Indeed, whereas before the points of sale were organized in a very horizontal way in order to 
display all the products intended for sale on a large surface and show customers the extent of 
the wide and diversified offer, the strategies are now different with smart technologies. The 
new retail outlets are more vertical, with many experiences to live in stores but fewer products. 
There are often large screens, digital experiments, tablets to create your own products. 
It also allows companies to generate fewer costs related to the purchase of a sales area, which 
offsets the "new" costs generated by the introduction of smart technologies.  
 

• Is the customer experience really important in the purchase decision? 
 
In this section, we will shed light on the importance of the consumer experience, and all the 
tools that revolve around it, in the consumer's decision-making process and purchasing act. 
First, the consumer experience is very important in the decision-making process because, as 
mentioned by the specialists interviewed earlier, or by some researchers (Vézina, 1999; 
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Schmitt, 1999), consumers need to touch the product, try it, use all their senses to do so, and 
use their own opinions about the product. They also need quality advice in stores as consumers 
are increasingly aware of the products they want to buy, partly because of the importance that 
the Internet has taken on in today's society (McKnight, 2018). Apart from these various 
parameters, consumers are increasingly demanding and have a real need to experience 
something, to live an extraordinary experience, which pushes them to come to the point of sale 
rather than to buy on the Internet, an easier, faster and less constraining way to buy, saving 
time, energy and sometimes money. 
 
To bounce back on the Internet and its use, current consumers have become accustomed to 
showrooming. Thus, they will go to the store for an experience but will choose to compare the 
different online offers before buying. 
Thus, the consumer experience is not only about making the customer buy in store, but above 
all about making him live an experience so that he respects the product more and can buy it 
online, or so that his experience makes him committed and once he reviews the product he 
finally wants to buy it. 
 
Finally, new practices are increasingly becoming more democratic among pure players, namely 
setting up physical points of sale in order to have products tested and displayed to their existing 
consumers or to a target group that they have not yet succeeded in reaching. This once again 
demonstrates the importance of the physical consumer experience and its impact on the 
purchasing decision. If market leaders act in such a way, there is no doubt that the consumer 
experience plays a crucial role. 
 
We started this section by discussing our findings and putting them in relation with the previous 
literatures we consulted while starting to think about our research project. We answered our 
different parallels questions related to our topic and will now aim to answer our main research 
question by gathering all our findings showing the nature of the existing relationship between 
experiential marketing and e-commerce. Our research question was:  
 

• How experiential / sensorial marketing in retail environments can be defined as a 
response to or even an enhancement to the development of e-commerce? 

 
As we already summed-up, the recent development of e-commerce has been a hard time for 
classical retail stores as it offered to customers more convenience than the physical stores and 
then a lot of customers changed their behaviors, they started consuming online and became 
much more exigent while going to physical stores. Indeed, they expected a higher service 
quality, to be served as fast as they could online, to find as much information about the products 
and so on, to sum-up they wanted something new, something different. Thus, the retail store 
had to rethink their models, to reorganize their way of doing business in order to bring 
something the consumers couldn’t get online. This new thing appeared with the development 
and democratization of new technologies which allowed the stores to offer to their customers 
new experiences, in order to make them discover the products in an original way, but also to 
immerse them in the world, the universe of the brand. Thus, the physical retail stores recently 
changed their way of doing business by setting-up new customer experiences. However, these 
new experiences appeared because the stores needed to bring something new to their customers 
but mostly because of the development of new technologies allowing experiences which were 
not possible before. 
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Nevertheless, the development of these experiential marketing campaigns, even if they seem to 
be linked to the development of e-commerce are not an answer to it, but only something 
complementary. Indeed, most of the companies opened an online shop, they are selling their 
product either online or physically, but they noticed that the possibility to set-up customer 
experience was a way to offer something new to their consumers and that it was necessary 
because a certain number of people were not ready to buy online without discovering the 
product for real firstly. Thus, the physical retail stores are adapting themselves to a new trend, 
the showrooming, it means that the customers will come to see a product in a store but will buy 
it online to get a better price, to be delivered at home or for any other reasons. 
 
According to our interviewees, there is no future for a retail store which doesn’t bring something 
better than what is offered by the e-commerce, but they also say that the 100% internet isn’t 
possible. The fact is that almost all the pure players end by opening retail stores because they 
feel the need to be physically present, to offer to their customers the possibility to touch the 
products and to convince the customers who wouldn’t buy online. Thus, we can say that the 
experiential marketing in a retail environment is more an enhancement to e-commerce than an 
answer to it. And moreover, the development of these new marketing campaigns was a 
necessary move as the customers become more and more exigent because they are now 
accustomed to get everything easily and quickly online. Thereby, the companies to stay 
competitive and keep their customers needed to bring them something new and which was 
necessary in order to satisfy some of their customers who wanted to experience the product 
before to buy it. 
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7. CONCLUSION 
 

7.1 Summary of the findings 
 

Experiential marketing is a new tool used by companies. The rise of the Internet combined with 
the Z generation and the creation of new technologies, commonly known as "smart 
technologies", have profoundly changed consumer habits and, as a result, the vision of 
marketers in the short or medium term. At the same time, the development of e-commerce has 
enabled consumers to adopt new purchasing behaviors that are faster, less restrictive and often 
less costly. 
 
Thus, traditional companies are faced with a major challenge: to demonstrate that consumers 
have every interest in going to the store, that the experience lived is a real added value for the 
consumer compared to his online purchase and that it can therefore be the perfect complement 
between a striking physical experience and an online purchase. The findings of this research 
combined with the different literatures studied on the two different subjects as well as 
interviews with marketing, e-commerce and experiential marketing specialists corroborate this 
point. 
 
The results of this research conclude that experiential marketing is by no means a response to 
e-commerce but is more perceived as a complement to e-commerce. 
 
E-commerce, which involves pure players, and experiential marketing, which involves 
traditional companies more, have totally linked development strategies. While traditional 
companies are seeking to set up highly digitalized point-of-sale experiences but also to assert 
their online presence on the Internet, pure players are investing more and more in the creation 
of retail points of sale in order to provide their customers with an experience other than the 
Internet.   
 
Finally, the research shows that the development of e-commerce and new technologies has 
enabled retail stores to rebuild their in-store marketing strategy. The store must now be a place 
of experience above all and the company must devote all its efforts to this in order to satisfy 
this new trend of impatient, connected consumers who always want to experience new things. 
The image of the physical store has been completely redesigned by marketers, and at the same 
time, the consumer experience has also been redesigned and adjusted accordingly. 
 
Indeed, it has a considerable weight in the purchasing decision and marketing specialists have 
assimilated it well. Thus, the in-store consumer experience often triggers online purchases, or 
subsequent purchases. 
 
To sum up, experiential marketing and e-commerce are nowadays totally complementary and 
inseparable in the sense that, together, they enable companies to meet consumer expectations 
and have a coherent strategy across different channels. 
 

7.2 Implications of this study 
 

7.2.1 Theoretical implications 
 

The theoretical implication of this research is to explore new themes that, to our knowledge, 
have not yet been associated together. In this way, we wanted to open the way for new research 
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on e-commerce and experiential marketing topics, but also to contribute to enriching existing 
knowledge with a qualitative approach. 
 
The study aimed to discover the importance of experiential marketing in a retail environment 
but also the new trends that are emerging among pure players. 
 
Previous research on the subject of experiential marketing (Schmitt, 1999; Vezina, 1999) was 
more likely to analyze the various components under a psychological or behavioural process. 
Otherwise, other studies, such as those by Lemon and Verhoef (2016), linked the emergence of 
smart technologies to the evolution of the customer journey and customer experience through 
these new technologies.  
In our study, we tried to go further and analyse, not only the evolution of experiential marketing, 
involving changes in retail points and within companies, but the main aim was to study the link 
between the development of e-commerce and the evolution of experiential marketing, which 
no studies had done before.  
Thus, this research work made it possible to analyze the evolution of experiential marketing 
from a new and different angle, while showing the impact it could have on an organization or 
even what new targets were targeted by this strategy.  
 
Finally, it allowed us to compare the fact that experiential marketing is a response to e-
commerce or more defined as a complement to it. 
 

7.2.2 Managerial implications 
 

Managerial implications can arise from this research work by identifying current trends and 
future experiential strategies, whether they are traditional companies or pure players. It also 
made it possible to know whether or not the conclusions made apply to a particular field, 
depending on the people interviewed. In this way, this work can be used to support new 
marketing strategies by demonstrating the importance of experiential learning. 
This research has therefore demonstrated the importance for traditional companies to provide 
an experience for in-store customers or risk no longer being attractive enough to attract the new 
generation of consumers, who are highly connected and need to live a unique experience.  
However, this study also shows that pure players, present only on the Internet, have a strong 
interest in developing physical points, ephemeral or not, but which allows them to have another 
asset to present to their customer.  
Finally, this research work has shown that there are changes taking place within companies. 
First, marketing departments have every interest in seizing the opportunity of smart 
technologies, and implementing digital experiences to meet the expectations of new consumers. 
Secondly, companies in general need to communicate more internally because they are now 
confronted with omnichannel management. 
 
 

7.3 Limitations and suggestions for future research 
 
For the limitations related to this research, we can highlight the short time devoted to the 
development of such research, which prevents a deep and consistent analysis of the subject. It 
is therefore necessary to choose a precise and well supervised theme in order not to waste 
time.  In addition, the qualitative study of this research is based on only four interviewees and 
does not necessarily give a fairly global view of the issue, even though all four are specialists 
in their field. We had the vision of four people working in traditional companies, but we were 
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unable to gather opinions about specialists from pure players. Morevoer, one of the limitations 
we can add to our research is that the companies analyzed are often leaders in their market and 
thus have much more leeway regarding future marketing investments, whether it is for 
traditional companies, or pure players like Amazon who invest in physical points. Thus, it is 
possible that medium-sized companies may not be able to fully identify with our research study. 
Finally, this research represents the current situation of companies but will not necessarily be 
useful in the long term.   
 
For future research, this thesis may be the starting point for many topics around experiential 
marketing or the retail strategy of pure players. Finally, future research could also examine the 
new consumption patterns of the Z generation and the strategies of companies accordingly.   
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9. APPENDICES  
 
Appendix 1 : Interview guide  
 
Interview – Master Thesis on the relationship between experiential marketing and e-
commerce 
By Alexis Leitao and Alban Godron, Umeå University 2019. 
 

Objectives of the interview:	
• Development of experiential / sensory marketing? 
• Reason for this boom? Why? 
• Do you think this could be an answer to e-commerce? 
• Can experiential marketing be a complement to e-commerce? 

	
General questions:	

• How long have you been working in marketing? 
• What would be a good definition of experiential marketing for you? 
• Have you ever been involved in launching an experiential or sensory marketing 

campaign? 
	

Theme: Marketing	
• What are the major changes which occurred in marketing since you have started? 
• For which reasons are the marketing policies constantly being redesigned? 
• Is e-commerce responsible for the evolution of marketing? If so, can you specify 

the reasons? 
• Is the customer experience really convincing in the purchase decision?  
• Does the ability to convince of experiential marketing depend on the type of product 

sold? 
• Does the extent of an experiential / sensory marketing campaign depend on the 

promoted products? 
• Do you think that the development of e-commerce affected the "effectiveness" of 

marketing campaigns? 
 

 


