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ABSTRACT 

 
 
Nowadays we are in a very competitive market where products have all very sustainable 

competitive advantages. It is difficult to find the difference between products. Finding a 

new way to reach this advantage of differentiation from one to another is becoming the 

key issue for companies to survive in this context. Traditional marketing strategies 

focusing on price or quality are not anymore a long-term source of differentiation and 

competitive advantage. A way to reach differentiation is by means of a much stronger 

focus on the customer. Experiential marketing is this new way by making the customers 

living an experience through the creation of emotions. Experiential marketing has for 

goal to create emotions to the customer that lead to enjoy an experience for the 

consumer and affect his attitude and behavior. It is very useful as a differentiation 

strategy to sell utilitarian product from everyday life. However aesthetic products like 

art or luxury products created by the genius of artists and couturiers create emotions by 

themselves. So, we focused on the luxury goods field because we wanted to know if 

experiential marketing had an effect on consumers in this field even if luxury goods 

products already create emotions by themselves. Moreover, some people are more 

sensitive to emotions and aesthetic than others. We also wanted to know if experiential 

marketing had an impact on these people. Our paper tries to go further on this subject by 

comparing to types of store of the company Lancel (a luxury company of leather goods) 

one is using experiential marketing and the other is not.  

 

For our research we first had to read scientific articles, books and previous studies on 

emotions and experiential marketing. Then, we developed three hypotheses which 

helped us to conduct our research and draw conclusions. Those hypotheses have been 

discussed by conducting a mixed research that is to say by combining a qualitative 

research with a quantitative one. In the quantitative research we compared the emotions 

felt and the purchase intention in the different stores of Lancel to see if the store which 

uses experiential marketing has better results. In the qualitative research we wanted to 

know the reasons why Lancel has developed this new concept of store. The quantitative 

research was conducted by administrating questionnaires in the different stores of 

Lancel. We had a deductive approach. The qualitative research, based on a descriptive 

approach, was carried out by creating structured interviews. The results we were enable 

to get thanks to these data, allowed us to draw conclusions regarding our research. In 

this paper, we compare emotions people feel in a store that uses experiential marketing 

and in a one which doesn‘t to see if there are differences in their attitude and behavior 

due to experiential marketing. 

 

Key words: experiential marketing, hierarchies of effects, affective sensibility, 

consumer attitude  
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1. INRODUCTION 
 

In the first chapter of this thesis, the context and the theories about experiential 

marketing are summarized briefly and are related to the topic of consumer behavior. It 

facilitates the understanding of our research. Then, the main issues and a gap will 

emanate leading to the statement of our problem and its objectives. 

 

 

 

1.1. Background   
 

 

Nowadays we are in a very competitive market where products have all very sustainable 

competitive advantages. It is difficult to find the differences between products. Finding 

a new way to reach this advantage of differentiation from one to another is becoming 

the key issue for companies to survive in this context. Traditional marketing strategies 

focusing on price or quality are not anymore a long-term source of differentiation and 

competitive advantage. Researchers advocate that one of the main routes to reach it is 

by a much stronger focus on the customer (Craig & Douglas, 2000; Peppers & Rogers, 

2000; Farinet & Ploncher, 2002; Kotler & Keller, 2006). Therefore new trends of 

marketing with a stronger focus on consumers emerge. For example, the viral marketing 

focuses on the role of consumer in promotion, using the buzz concept and the words of 

mouth, the tribal marketing focuses on segmentation and the way the consumers group 

together according to what they like, the knowledge marketing which focuses on the 

empowerment of consumers and a mutual learning from each other. One growing trend 

in marketing concerns the consumers‘ emotions and the creation of experiences. In this 

perspective, the main idea is to develop the notion of Customer Relationship to the 

‗‗continuous‘‘ concept of Customer Experience (Gentile & Spiller, 2007). In fact, 

according to Pine and Gilmore (1999) modern economies have evolved from the 

delivery of commodities to the delivery of goods, from the delivery of goods to the 

delivery of services, and are in the process of evolving to the delivery of experiences. 

Therefore, it becomes necessary to consider aspects that refer to the emotional and 

irrational side of customer behavior (Holbrook & Hirschman, 1982) and try to work 

with it. 

 

Indeed, in consumer behavior, the consumer makes an evaluation of the product 

according to his beliefs or to his feelings. This is what we call an attitude. The weight 

the consumer gives either to his belief or to his feelings in the evaluation of the product 

is called the hierarchy of effects. Then, the evaluation of the product will lead to an 

intention regarding the product and this is what we call the behavior (Solomon, 2006). 

When the consumer has strong beliefs about the product and doesn‘t take into account 

his feelings, he has a standard hierarchy of effect leading to a cognitive attitude, which 

means a rational evaluation of the product. However, when the consumer listens to his 

feelings and is open to emotions, he has an experiential hierarchy of effects leading to a 

hedonic attitude, which means an affective evaluation of the product. Therefore, 

emotions and experiences could have a role in determining the customers‘ evaluation of 

the product by influencing his hierarchy of effects, which then influences their attitude 

and then their preference and intention to purchase. 
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In fact, while the classical economic theory together with the standard hierarchy of 

effects, views the consumer as a logical thinker who has purchasing decisions based on 

Cartesian problem solving process, researchers have begun to stress out the importance 

of the emotional and non-Cartesian side of people in consumer behavior and purchase 

decisions process. In marketing, we can find the use of this new trend within the 

concept of experiential marketing.  

 

Traditional marketing mainly sees consumers as more rational decision-makers who 

care about functional features and benefits. In contrast, experiential marketers view 

consumers as irrational and emotional human beings who are concerned with achieving 

pleasurable experiences. Therefore experiential marketers offer customers memorable 

experiences in order to achieve competitive advantage and customer satisfaction (Pine 

& Gilmore, 1999). Those memorable experiences are created by different tools that 

aimed to create emotions into the customers. Experiential marketing can create 

emotions to the consumer by making entertainment for customers, by allowing them to 

escape from the reality, by educating them and giving them aesthetic objects or places 

to see (Pine & Gilmore, 1999). Five different types of experiences that marketers can 

create with their tools for customers are distinguished: sensory experience (SENSE); 

affective experience (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) (Schmitt, 1999). 

 

The store, together with internet, is the main area where this experiential marketing 

should be developed. Indeed, consumers spend more and more time doing shopping 

(Codeluppi, 2001) therefore it is where the marketing will have the most of impact. 

Moreover it is the main place where companies can interact with their consumers. 

Thanks to the store, companies could create two of the experiential marketing concepts 

which are entertainment and escapist by designing the shop with a special atmosphere. 

Aesthetic can be reached by the design of the product but as well with the design of the 

store with a beautiful architecture, furniture, colors and decoration. The last which is 

education is created by the communication and can also be inside the store. Many 

companies have already begun to offer experience through amazing concept store with a 

unique thematic like Starbucks or Nature&Découverte. Those stores well trigger 

emotions and experience to customer and influence their purchase decision (Codeluppi, 

2001). 

 

Since Pine and Gilmore (1999) several studies on experiential marketing have been 

conducted. One of those (Atwall & Williams, 2008, p.342) suggests that the experiential 

marketing should be used in the luxury field because ―it is clear that the fact that many 

luxury goods are almost always experiential puts luxury marketers in a unique position 

to apply the principles of experiential marketing to their activities‖. However, it 

underlined the issue that ‗simply having an intrinsically, inherently experiential offering 

is very different from actively and deliberately marketing that offer in an experiential 

manner‘ (Atwall & Williams, 2008, p.342). The authors say that because they think that 

some luxury companies which pretend to use experiential marketing are just simply 

repeating traditional marketing. They don‘t realise that in reality the emotions are just 

the result of their products and not their environment. In fact, the luxury product is itself 

(intrinsically) an experience. 
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Indeed, not all the products trigger emotions. There are aesthetic objects that create 

emotions themselves and are different from current consumption objects. For example, 

Art. Sometimes, masterpiece creates feelings and emotions, it makes the consumer 

travel. Therefore, even if this piece is not the best investment, the person will buy this 

piece because it touches him. Indeed, more than utilitarian functions, the aesthetic 

product stimulates rich emotional experiences into the consumer. This product 

consumption is motivated by the pleasure it brings through the wake up of many 

positive emotions. It goes from the simple joy to the sensation of transcendence feeling 

in front of a work‘s deep beauty (Colbert, 1995).While current consumption object are 

evaluated by consumers by checkable objectives characteristics, aesthetic objects are 

more intentional. They are perceived and analyzed by emotional and personal criteria 

like interpretations and appreciation of the objet and its environment, and also the 

resulting pleasure, sensations and feelings it gives itself. Consumption of experiential-

type products, according to Holbrook and Hirschman (1982), becomes not so much a 

need to solve problems as a need to engage in experiences for pleasure. Luxury 

products, as well as Art product, are indeed an answer to variables needs from which 

hedonic and aesthetic symbolic dimensions are fundamental. Customers can feel 

emotions about the genius of the couturier, the deep beauty of materials, cut and 

creation. Pleasure and individual satisfaction are central motivations to their 

consumption (Hirschman and Holbrook, 1982). 

 

Therefore, in the article of Atwal and Williams, we have found a gap. He said that 

experiential marketing could be useful in luxury field. However, he said that luxury 

companies already think they are using it even if they are not using it in reality. The 

emotions come in fact from the products themselves and not from the marketing they 

are using. Therefore, we are not sure that using experiential marketing for luxury 

product is very useful. 

 

In other words, experiential marketing has for goal to create emotions that lead to enjoy 

an experience for the consumer and change his cognitive attitude into a more hedonic 

attitude. However, luxury products trigger emotions and experiences themselves, as 

object, without any environment help. Therefore, experiential marketing is maybe not 

useful into the luxury field. This is what we want to investigate. 

 

Moreover, there is another parameter to take into account. If we come back to consumer 

behavior theories from above, it is interesting to stress out that some researchers find 

that cognitive and affective process act in interaction, but the level depends on people. 

Some consumers are more willing to have cognitive evaluation of the product and some 

other consumers are more willing to evaluate with their feelings. In other words, some 

give priority to their cognitive resources and other to their affective resources.  Some 

researchers call that ―aesthetic style‖ (Lagier, 2002), which is the way to react about an 

aesthetic stimulus, and other ―affective intensity‖ (Larsen, 1984), which is an aptitude 

which enables to precise the force of reaction in front of emotional stimuli. In fact, 

according to our antecedent like childhood for example, we are cognitive or affective 

person. The consequences are Cartesian attitude for cognitive people or the research of 

emotion, sensation and pleasure for affective people. From a marketing point of view, it 

means that the stimuli that create emotions must be valorized to catch customers‘ 

attention. More than physiological stimuli (touch, hearing, etc…) they must stimulate 

psychological resources, emotions and feelings, even more for non emotive person. 

Therefore, we want to go deeper than the previous gap we underlined and want to 
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investigate, by adding this issue. In other words we would like to investigate if 

experiential marketing can be useful for less affective people in the luxury field as those 

people don‘t feel the emotions the product intrinsically creates. 

 

 

1.2. Problem statement   
 

  

As we explained previously, experiential marketing has for goal to create emotions to 

the customer that leads to enjoy an experience for the consumer and leads its evaluation 

of the product positively, influencing his intentions. It will be very useful for products 

as utilitarian products of everyday life. However, luxury products trigger emotions and 

experiences themselves, as object, without any environment‘s help. It is aesthetic 

products, created by the genius of very talented designers in wonderful materials. 

Luxury products are like works of Art and allow people to travel in their mind, to 

escape. So, as they are experiential products intrinsically, we would like to know if 

using experiential marketing for selling those products is really useful. Does it increase 

the emotions that the customers feel already for the product? 

 

Moreover, according to researchers, some people are less sensitive to emotions and 

aesthetic than others. Therefore we would like to know if experiential marketing is 

useful for those people. Those cognitive people certainly don‘t feel emotions for the 

luxury product itself; they buy it for the quality, the usefulness, the image. If the luxury 

product is put ahead by experiential marketing, we would like to know if it will create 

emotions to these cognitive people and change their evaluation of the product (attitude) 

and intention (behavior). Do the emotions created by experiential marketing make the 

cognitive people forget the primary reasons for which they wanted to purchase a 

product (information gathering, advice of people…)? Will they follow their emotions 

that lead to irrational purchase decision like affective people? Does it increase the 

purchase intention? 

To summarize, our study will examine if the experiential marketing is useful for the 

marketing of luxury goods and if yes, we will find in which case, and for which kind of 

people. 

 

 

1.3. Purpose and research objectives 
 

 

Our research will focus on the results of this application of experiential marketing in the 

luxury domain. The purpose of this research is to measure the extent to which the 

application of experiential marketing can affect the emotions and the behavior of luxury 

goods‘ consumers and especially cognitive persons. 

Our research question is:  Does experiential marketing affect the behaviour of luxury 

goods‘ consumers?  

 

We found a luxury French company (Lancel) that already uses experiential marketing 

with its stores, and we want to use it for our research: knowing if experiential marketing 

affects the behaviour of the consumer of Lancel, does it have better results than 
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traditional marketing, does it only affect sensible persons, by comparing the new stores 

with the old ones. 

 

 

1.4. Terms definitions: 
 

 

In this part, we will define the most important terms we will need for our research.  

 

 Experiential Marketing: views consumers as rational and emotional human 

beings who are concerned with achieving pleasurable experiences. It offers 

customers memorable experiences in order to achieve competitive advantage 

and customer satisfaction (Pine & Gilmore, 1999). Those memorable 

experiences are created by different tools. The aim of experiential marketing is 

to make entertainment for customers, to allow them escape the reality, to educate 

them and give them aesthetic objects or places to see (Pine & Gilmore, 1999). 

Five different types of experiences that marketers can create with their tools for 

customers are distinguished: sensory experience (SENSE); affective experience 

(FEEL); cognitive experiences (THINK); physical experiences, behaviors and 

lifestyles (ACT); and social-identity experiences that result from relating to a 

reference group or culture (RELATE) (Schmitt, 1999). 

 

 Emotion: a mental state of readiness that arises from cognitive appraisals of 

events or thoughts; has a phenomenological tone; is accompanied by 

physiological processes; is often expressed physically (e.g. in gestures, posture, 

facial features); and may result in specific actions to affirm or cope with the 

emotions, depending on its nature and meaning for the person having it (Bagozzi 

et al, 1999).  

  

 Hedonic Consumption: refers to consumers‘ multisensory images, fantasies and 

emotional arousal in using products (Hirschman & Holbrook, 1982) 

 

 Attitude: a lasting, general evaluation of people (including oneself), objects or 

issues. Those people, objects, advertisement or issue are called ―attitude object‖.  

(Solomon et al, 2006). 

 

 Cognition: the beliefs a consumer has about an attitude object (Solomon et al, 

2006). 

 

 Affect: the ways a consumer feels about an attitude object (Solomon et al, 2006) 

 

 Behaviour : involve the person‘s intention to do something regarding the attitude 

object (Solomon et al, 2006) 

 

1.5. Disposition of the thesis 

 
In figure 1, we illustrate the path the reader will follow through the reading of our 

thesis. The introduction describes the context in which experiential marketing is 



  

 

C
h

ap
te

r 
:  

IN
R

O
D

U
C

TI
O

N
 

6 

 

Elise ZAJDMAN 
& Elsa SNAKERS 

Experiential marketing and luxury goods’ consumers 

becoming necessary and link it to consumer behaviour. It gives the reader a sense of 

why the topic of experiential marketing is important in the luxury field. As the reader 

continues, the theoretical methodology will allow him to understand our research 

philosophy and the reasons for choosing our research design which is necessary. Under 

the literature review we explain all the relevant theories which shall explain different 

terms of marketing and consumer behavior that are relevant to our study. It is important 

to know how all the presented concepts are related to each other because it will help the 

reader to well understand the model we propose at the end of this chapter. After 

explaining the way we collect our data in the chapter of empirical methodology, we then 

detail our results about the respondents for each store and each interview in the 

empirical finding chapter. These detailed results are a support for the next chapter which 

analyze the data deeper and test the hypothesis we stated in our model. Finally, 

according to the previous results, we draw our conclusion and present our finding model 

to the reader without forgetting our weakness. 

 

Figure1. Disposition of the thesis (developed by the authors)       
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2. THEORETICAL METHODOLOGY 
 

This chapter presents our methodology in a theoretical perspective. It allows 

understanding what approaches we have taken when conducting our research and why. 

 

 

 

2.1. Epistemology and ontology 
 

 

Our study will be based on naturalistic assumption. Indeed, our research regards the real 

world which we are going to describe by theories and explain our point of view by 

scientific approach, analysis of data and knowledge.  

 

The naturalistic assumption covers three assumptions which have to be taken. These 

assumptions are on the ontology, on the epistemology and on the methodology (Bryman 

& Bell, 2007). The ontology is a branch of metaphysics which studies the nature of 

reality (Kent, 2007). It answers these questions: are social entities objective entities that 

have a reality externally to social actors or are social entities considered social 

constructions raised up from the perceptions and actions of social actors? (Bryman & 

Bell, 2007) The epistemology concerns the knowledge. In philosophy it is the study of 

the knowledge. Epistemology is “an area of philosophy that is concerned with how 

knowledge is established” (Kent, 2007, p. 565). A central issue in epistemology is the 

question of whether or not the society should be examined according to the same rules 

and procedures as the natural sciences.  

 

For the ontology assumption, we chose to see the social world with the point of view of 

the constructionism rather than with the one of objectivism. Indeed, constructivism 

states that social phenomena are in a constant state of revision, that the social reality is 

not definitive and that the knowledge is viewed as indeterminate contrary to objectivism 

which views that social phenomena have an existence that is independent of social 

actors (Bryman & Bell, 2007). As the luxury field is constantly changing because it is 

based on trends and fashion, we can say that our main ontological position is 

constructionism, because social actors have an important play role in the way luxury 

evolve.   

 

The epistemology taken in our study is interpretivism and positivism. Interpretivism 

means that there is a fundamental difference between the study of people and society 

and the world around them. Interpretivism involves that the world is socially 

constructed. It is composed by individuals that have different vision of the reality based 

on their own values, and varies overtime due the fluctuation of social interactions 

(Bryman & Bell, 2007). It is the contrary of the positivism approach for which the 

world is constructed with laws and elements that are measurable, independent from 

social factors and that can be studied with an objective point of view (Bryman & Bell, 

2007). Our research is based on both of these views because it relies on consumers who 

may be rational and irrational at the same time, so our research studies people and 

society and that is why it can be viewed as interpretisvist. However, we also measure 

emotions in our questionnaires thanks to scientific made scales, so we base our 

measurement on scientific rules and that is why we can say that our research is based on 
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positivism. It is not the realism approach which states that we can understand the social 

world if we identify through practical and theoretical work of social sciences the 

structures that generate this social world (Bhaskar, 1989). We chose interpretivism 

because it respects the diversity between people and as our study states that there are 

cognitive and affective people, it reflects better our view. Nevertheless, the 

measurement of the emotions is based on scientific rules so that is why our research is 

also a positivist one.  

 

Now that the ontology and the epistemology of our research have been explained, we 

will tell you what our research strategy and design are. 

 

 

2.2. Research strategy 
 

 

We are doing a quantitative and a qualitative research because by using these two 

methods we are going to understand better the issue we are dealing with (Bryman & 

Bell, 2003). By mixing the methods we compensate the limitations of each method 

(Kent, 2007). We will do interviews on the managers of Lancel who designed the new 

concept of store and we will do a survey on the customers of Lancel in the new and in 

the old stores.  

 

The survey enables us to collect a large number of data in a limited time that is why we 

chose to do questionnaires. The questionnaires enable us to measure the emotions, 

social status and demographical data of people entering the stores. Furthermore, we 

chose to do interviews on managers of Lancel to better understand and explain their new 

concept of store which integrates experiential marketing. 

 

 

2.3. Research design 
 

 

Our research has a deductive approach. Indeed, we are starting our research from 

studies already done and from theories already wrote. Thanks to these studies and 

especially the one on luxury (Atwal & Williams, 2009), we found our hypotheses. So, 

as we are starting from theories to observe and confirm it, we are having a deductive 

research approach. 

 

The nature of our research is more exploratory but also descriptive and causal. Indeed, 

most researches are in fact a combination of exploration, description and investigation 

(Kent, 2007). Our research has an exploratory nature because at the end it will have 

generated information, insights and understandings about the marketing experience of 

luxury goods and how it affects customers‘ emotions. In our research we also describe 

the new concept of store of Lancel, so we describe what experiential marketing in this 

particular situation is. We also do an investigation by searching if it is luxury goods, 

experiential marketing or both which create emotions to customers. We also try to know 

if cognitive people feel more emotions in the store using experiential marketing than in 

the one which does not. We can know all that thanks to our qualitative and quantitative 

data analyses.  
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2.4. Theoretical and practical preconceptions 
 

 

Our theoretical and practical preconceptions are mainly based on our own preferences, 

knowledge and experiences. In this part, we will explain you what are our respective 

backgrounds so that you will understand better why we have chosen to conduct this 

particular research.  

 

First, we are both French and non-native English speakers. That is why there might be 

errors concerning the vocabulary or the grammar in our paper. We apologize for that 

and hope you will understand us nevertheless.  

Then, we both have a strong knowledge in Marketing. We both followed the courses of 

the Master in Marketing in Umeå University and we both had internships in the 

Marketing field. We both have been Product Manager Assistant last year for a period of 

6 months. This explains why we have chosen to conduct a research in the Marketing 

field.  

 

Furthermore, during our Master in Marketing in Umeå we followed a course on 

Consumer Behaviour which interested us a lot, and especially the point about the 

hierarchy of effects. Finally, Elsa did an internship at Lancel last year. All that explain 

why we conduct this research in the luxury field and on emotions.  

 

Moreover, we both had emotions due to products at least one time. For example, Elsa 

experienced that one day with a dress of the brand Yves Saint Laurent store and her 

emotions even changed her attitude. She needed a dress for a special event. She had a 

strong preference for this brand than for another. This was the result of knowledge 

regarding fashion and designers. She has developed a strong preference for one brand 

YSL because she likes the brand history, she likes how the brand represents the modern 

women, sober and sensual, giving her an exceptional appearance. She was engaged in a 

relevant behavior such as saving money to buy the product, reading books about it; she 

visited the foundation and some exhibitions. Her attitude was based on cognitive 

information processing. She had strong beliefs concerning the product she wanted to 

buy. This is the reason why she entered the store YSL to buy a dress. All the dresses 

were beautiful and she was ready to buy one of these dresses according to the color she 

preferred and the cut. Here, this affective judgment was the last step of her cognitive 

process. 

It corresponded perfectly to the first hierarchy of effects where cognition is the stronger 

component of her attitude. 

 

However, the seller showed her a dress and it was a choc. It caused emotions to her. Her 

heart beat, she could not stop to look at it. She tried it, she liked it on her skin, and its 

white satin was like a stroke. She felt elegant, beautiful. It was like a love at first sight. 

Then her cognitive reflection disappeared. Nothing was important; she just wanted to 

wear this dress. It could have been another brand, it could have been made by another 

designer; she really didn‘t care. It caused an emotion, as you feel when you look at a 

work of art. This is not the kind of feeling that you have for a bottle of milk or a bike.  
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In three seconds, her hierarchy of effect changed and she passed from an attitude based 

on cognition to an attitude based on hedonic consumption. Here her emotions really led 

her attitude. 

 

Quite the same experience of strong emotions happened to Elise when buying CDs in a 

disc stores. Usually when she enters a disc store, she says to herself ―don‘t buy more 

than one disc because you don‘t have too much money to spend on that.‖ She has a 

cognitive attitude at the beginning, but then she begins to look at what is exposed like 

the new discs which recently were launched, then she looks at what the disc 

salespersons like when there are things like ―advised by the salesperson‖ on the disc. 

She also looks at the covers, when a cover seems interesting like a lot of color or a lot of 

paintings, she will expect to hear quite psychedelic songs in this CD; or if she sees a 

cover with a photography new wave or minimalist, she will expect to hear some indie 

songs in that CD. However, she has strong knowledge about the artists before hearing 

them. She may have read something about them in a music magazine or on a music 

website. So her approach is still cognitive. After that, she will listen the different CDs 

she has chosen to hear and it happens really often that she loves them all and she 

doesn‘t want to choose between them, she wants to buy them all, because when 

listening them she feels emotions, it remembers her some moments of her childhood, 

some trips, some good moments spent with her friends. She can feel sad or happy while 

she listens to just a song… Really often, she goes out of the store with all the CDs she 

listened, because her emotions were too strong and she couldn‘t resist not buying them 

all. She listened to her emotions more than to her thoughts.  

 

These experiences we had about emotions are important to know why we studied that 

subject of emotions and experiential marketing. Elsa was touched by the aesthetic of the 

product and the relation it has thanks the history of the brand or the touch it had on her 

skin. Elise was touched by the visual which can be related to the aesthetic and by the 

sense (what she listened), by the relation (with what the song was related for her: 

childhood, friends, sadness, happiness…).  

 

We were both touched by the emotions the products produce intrinsically. This was the 

departure point of our subject for our thesis: the power of aesthetic in the creation of 

emotions that lead to the purchase decision. However, when we began to search for 

articles and books about this subject, we discovered experiential marketing trend. We 

didn‘t know this trend and we found it very interesting because it deals with marketing 

and emotions. Finally, we found a gap between aesthetic product and experiential 

marketing and we decided to base our subject on it because it goes further than our first 

idea and deals with something new. 
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3. LITTERATURE REVIEW 
 

This chapter will introduce into the different theories that are important within our 

thesis. A presentation of previous researches in consumer behavior theories, affective 

intensity, experiential marketing and marketing strategy theories implications will be 

given to understand the issue of our research. We finalized this chapter by the creation 

of a hypothetical model which is the guideline of our research. 

. 

 

 

 

3.1. Attitudes in consumer behavior 
 

 

Consumer behavior is the study of mainly why and how people buy or not a product. It 

endeavors to understand the buyer‘s decision making process. Belch and Belch (2007, 

p. 105) define consumer behavior as 'the process and activities people engage in when 

searching for, selecting, purchasing, using, evaluating, and disposing of products and 

services so as to satisfy their needs and desires'. 

 

The decision making process has five main steps. Firstly, there is the ―problem 

recognition » in which consumer perceives a need and becomes motivated to solve a 

problem. Secondly, there is the ―information search » in which consumer searches for 

information to make a purchase decision. Thirdly there is the ―alternative evaluation » 

where consumer compares various brands and products and evaluates the products. 

Finally there is the ―purchase decision » in which consumer decides which brand to 

purchase.  

 

What is relevant for our subject is the stage of ―alternative evaluation‖. Indeed, this 

stage is associated with attitude formation.  Belch and Belch (2007, p.117) note that 

attitudes are 'learned predispositions' towards an object.  Attitudes comprise both 

cognitive and affective elements - that is both what you think and how you feel about 

something and this will lead to evaluation of the product. Moreover, according to Baron 

& Byrne (1987), an attitude is a general evaluation of people, object, advertisement or 

issue and these people, object, advertisement or issue are called ―attitude object‖. 

 

Most researchers agree that an attitude has three components: affect, behavior and 

cognition. Affect refers to the way a consumer feels about an attitude object. Behavior 

involves the person‘s intentions to do something regarding to an attitude object. 

Cognition refers to the beliefs a consumer has about an attitude object (Solomon, 2006). 

These three components of an attitude can be remembered as the ABC model of 

attitude. This model highlights the interrelationships between knowing, feeling and 

doing. In fact, consumer‘s attitudes toward a product can‘t be determined only by 

identifying their beliefs about it. While all three components of an attitude are 

important, their relative importance will fluctuate depending upon a consumer‘s level of 

motivation with regard to the attitude object. Attitude researchers have developed the 

concept of hierarchy of effects to explain the relative impact of the three components. 

Each hierarchy indicates that a sequence of steps occurs to lead to an attitude. Three 

http://www.usq.edu.au/course/material/mkt2001/consumer_behaviour.htm#problem
http://www.usq.edu.au/course/material/mkt2001/consumer_behaviour.htm#problem
http://www.usq.edu.au/course/material/mkt2001/consumer_behaviour.htm#information
http://www.usq.edu.au/course/material/mkt2001/consumer_behaviour.htm#alternative
http://www.usq.edu.au/course/material/mkt2001/consumer_behaviour.htm#purchase
http://sun.science.wayne.edu/~wpoff/cor/grp/formatio.html
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different hierarchies are summarized in the figure 3.1 below taking from the book 

―Consumer Behavior: A European Perspective‖ by Solomon (2006). 

 

 

Figure 3.1 The ABC model of attitudes and hierarchies of effects, Solomon, 2006, p. 141 

 

 

 
 

3.1.1. The standard learning hierarchy 
 

Here the consumer approaches the product decision as a problem-solving process. First, 

he accumulates knowledge regarding attributes of the product and form beliefs. He 

searches lots of information. Secondly, the consumer evaluates these beliefs and forms a 

feeling about the product (affect). Finally, according to this evaluation, the consumer 

engages in a behavior, like buying the product. The standard hierarchy assumes that the 

consumer is highly involved in making a purchase decision. 

 

3.1.2. Low involvement hierarchy 
 

The consumer does not have at first a real preference for one brand over another, but 

instead acts on the basis of limited knowledge and then forms an evaluation only after 

the product has been purchased or used. The attitude is likely to come about through 

behavioral learning, in which the consumer‘s choice is reinforced by good or bad 

experiences with the product after purchase. It is a simple response caused by 

conditioned brands names or point of purchase display. The result is an involvement 

Beliefs Affect Behaviour
ATTITUDE based on 

cognitive information 
processing = STANDART 
HYERARCHY OF EFFECTS

Beliefs Behaviour Affect

ATTITUDE based on 
behavioural learning 

processes = low 
involvement 

HIERARCHY OF EFFECTS

Affect Behaviour Beliefs
ATTITUDE based on 

hedonic consumption = 
EXPERIENTIAL 

HIERARCHY OF EFFECTS
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paradox: the more important the product is for consumers, the more important many of 

the marketing stimuli are. 

 

3.1.3. The experiential hierarchy 
 

In recent years researchers have begun to stress the significance of emotional response 

as a central aspect of an attitude. According to the experiential hierarchy of effects, 

consumers act on basis of their emotional reactions. This perspective highlights the idea 

that attitudes can be strongly influenced by intangible product attribute such as package 

design, and by consumers‘ reactions to stimuli such as advertising and even the brand 

name. Resulting attitudes will be affected by consumers‘ hedonic motivations, such as 

how the product makes them feel or the fun its use will provide. 

 

One important debate about the experiential hierarchy concerns the independence of 

cognition and affects (Anand et al, 1998). Two psychologists have very different 

opinions regarding the subject. On the one hand, Lazarus (1982) defends the cognitive-

affective model and argues that an affective judgment is the last step in a series of 

cognitive processes and also that affect depends on cognition that may occur at the 

unconscious level. There is first the sensory registration of stimuli and the use of useful 

information from the memory to categorize these stimuli (Anand et al, 1998). On the 

other hand Zajonc (1980), according to the independence hypothesis, takes the position 

that affect and cognition are two separate, partly independent systems: affective 

response does not require always prior cognition. However the results from the article 

of Anand, Holbrook and Stephens (1998) tend to advance that the cognitive-affective 

model, over the independence hypothesis, is an explanation for the formation of 

affective judgment (Anand et al, 1998). Moreover, we have to understand that the 

independent hypothesis does not eliminate the role of cognition in experience. It simply 

balanced the traditional, rational emphasis on decision-making by paying more attention 

to the impact of aesthetic, subjective experience (Solomon, 1998). 

 

This type of holistic processing is more likely to occur when the product it perceived as 

primarily expressive or delivers sensory pleasure rather than utilitarian benefits (Mittal, 

1980).It is the case of luxury product and this is why we decide to focus on it. 

Moreover, other theories argue that this processing is also more likely to occur for some 

people rather other. It depends to their degree of sensibility. 

 

 

3.2. Affective intensity 
 

 

As we just saw above, the cognitive and affective process act in interaction, but some 

researchers argue that the level depends of people. Some give priority to their cognitive 

resources and other to their affective resources. This is a review of the literature on this 

subject. 

 

According to Lagier (2002), there is an Aesthetic style (see figure 3.2) defined as the 

personnel way for a consumer to perceive the aesthetic and experiential dimension of an 

object, to react about an aesthetic or cultural stimulus. It builds his final attitude. She 

says that according to our antecedent, we are cognitive or affective persons. So, in 
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reaction to an aesthetic or cultural stimulus, it leads to the mobilization of individual 

resources, cognitive or affective. The consequences are Cartesian attitude for cognitive 

people or the research of emotions, sensations and pleasure for affective people. 

Moreover, for Genette (1997), aesthetic objects only can create aesthetic experience if 

the receiver has a physical or technical capacity of reception. Then, according to Larsen 

(1984), there is an affective intensity. The affective intensity is an individual and 

structural component that has been presented since the childhood. It is an aptitude 

which enables to precise the force of reaction in front of emotional stimuli. It appeared 

like an important variable for the marketing researchers interested by affective 

reactions. Indeed, according to the author, it allows to explain individual differences in 

the intensity of their answer to the same emotional stimuli. He says that it is a regular 

and stable trend of the individuals that happen with all emotions. Individual who feel 

positive emotions strongly will also feel negative emotions strongly. Also, it is not 

linked to the frequency with which individual feels affective reaction but the way they 

feel it.  

 

Thereby some people are affective (they cry during movies…) so they are predisposed 

to feel strong emotion that surpass their cognition contrary to some other people. Those 

consumers are very sensitive to aestheticism and perception. They have cognitive 

thought process without seeing the product. They are sure of their beliefs but when they 

see the product, this cognition is dominated by emotions. In a marketing point of view, 

it means that the stimuli that create emotion must be valorized to catch their attention. 

More than physiological stimuli (touch, hearing, etc…) they must stimulate 

psychological resources, emotions and feelings. This is where experiential marketing 

will intervene.  

 

Figure 3.2 Conceptual framework of the perception of art and luxury products, Godey 

& Lagier, 2005, p8  

 
 

 

Antecedents

Cognitive style

Affective style

Aesthetic style

Mobilisation of individual 
cognitive ressources

Mobilisation of individual 
affective ressources

Consequences

Comparison of the object with 
references

Underdstanding, interpretation 
of the object ( color, design, 

composition..)

Area of exposition

Price, financial value

Research of sensations, 
emotions, pleasure

escape

Ask for discovery, adventure

Want of variety
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3.3. Experiential marketing 
 

 

The concept of experience in consumption appeared in the mid-1980s quite at the same 

moment of the theories, in consumer behavior, which stated that the customer was a 

rational decision maker. Many consumption experiences are beyond the theories of 

purchase decisions. A new and original experiential approach raised that viewed the 

customer as a sensitive and emotional human being (Holbrook & Hirschman, 1982). It 

was a shift toward neglected issues of the consumption field. They stated also that 

hedonic elements such as fantasies, feelings and fun were included in the consumer‘s 

behavior. Various variables like emotions and feelings took more importance in the 

studies of consumer behavior: “the role of emotions in behaviour; the fact that 

consumers are feelers as well as thinkers and doers; the roles of consumers, beyond the 

act of purchase, in product usage as well as brand choice” (Addis & Holbrook, 2001, 

p.50). Addis and Holbrook are the first to include products that are not particularly 

hedonistic in their studies. Indeed, they study everyday hedonic experience. Experience 

which is possible thanks to product that have strong aspects of fantasies, feelings and 

fun. The fantasies here relate mostly to the cognition, the feelings to an active response 

and fun to a playful behavior.  

 

The concept of Customer Experience emerged really in the 1990s and in stronger way 

with Pine and Gilmore‘s book on the Experience Economy (1999). The authors state 

that experiences are the new offerings. After goods and services come the experiences 

offerings. They call it “the progression of economic value”. They imply that goods and 

services are no more sufficient in the today‘s economy and that experiences are 

necessary for the future economic growth. Retailers should redefine themselves as 

provider of memories and as an „experience stager‟. Pine and Gilmore are also the ones 

who said that the Experience Economy has four realms of experiential value which can 

be useful for a business. These four realms consist of adding Educational, Esthetic, 

Escapist, and Entertainment experiences to the business. The four experiences are 

different based on the customer‘s active or passive participation. They also vary based 

on absorption or immersion during the experience. For example entertainment is more 

something passive than education. Active or passive participation makes customer be 

more or less involved or concerned by the creation of the experience. 

 

Then, different studies focused their attention on experiential marketing as a new way to 

create value for both companies and customers (Schmitt, 1999; Addis & Holbrook, 

2001; Carù &  Cova, 2003). These approaches consider the consumption as a holistic 

experience. It involves a person as opposed to a customer. In this holistic experience 

there is an interaction between the person and the company or the company‘s offer. The 

memorability of the ‗staged‘ events (Pine and Gilmore, 1999) is not so important. 

Selling memorable experiences does not create so much value as permitting to the 

customer to live his relationship with a company in a perfect way beyond what he 

expected (LaSalle & Britton, 2003). To this point of view companies do not sell 

experiences. However, they provide artefacts and contexts which can lead to 

experiences, which can be used by consumers to live their own and unique experiences 

(Carù & Cova, 2003). 
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Codeluppi (2001) argues also that the point of sale is the best way to interact with the 

customer and to stimulate his senses his emotions thanks to this way to communicate 

interactively and in a entertainment way (example: the shop window always different 

and entertaining). Indeed, in his article Schmitt (1999) writes that the marketer should 

settle the right environment in order to enable the desired experience the customer 

wants. He also states that it is no more possible to be competitive with the tools of 

traditional marketing because the benefits of the products are now more and more 

similar. To differentiate the products, it is needed to provide more to the customer like 

the emotion of an experience. Schmitt is also responsible for the idea of SEM: Strategic 

Experiential Modules, elements that a company can use to provide an experience to the 

customer. These elements are sense with all that which stimulate the five senses of an 

individual; feel which relate to the emotions; think which create rational experiences 

enabling the customer to be gained by emotion, it is close to the cognitive behavior; act 

which shows how to do and says to do something, it presents a lifestyle; relate which 

create bonds between the individual to other people, to the social culture in general. 

  

Recently, Carù and Cova (2007) wrote in their book ‗Consuming Experience‘ that a 

„continuum of consuming Experience‟ exists. It goes from experiences that are 

constructed by consumers to experiences that are co-constructed by companies and 

customers, to experiences that are constructed by companies (close to Pine and 

Gilmore‘s perspective). So, the role of the company is different in each stage of the 

continuum. It is different if its perspective is to sell traditional products or goods, if it is 

a service marketing approach or if it adopts the experiential marketing point of view 

passing through the co-creation stage in which the company gives all the means to the 

customer to construct his own, unique experience. Carù and Cova also extended the 

customer experience beyond the marketing field. They indeed wrote that consumption-

related experience that is shared with family, friends or the community is also 

important. 

 

The most part of the studies we read have been conducted on products in general, 

‗hedonic products‘ for Hirschman and Holbrook (1982) or everyday life products for 

Addis and Holbrook (2001). However, just one article we read is specific to one type of 

product. In their article Atwal and Williams (2008) made their research about 

experiential marketing in the luxury goods domain. They state that luxury goods have 

the power to create emotion intrinsically speaking, because of their design, their beauty 

and that most of companies pretend doing experiential marketing while in fact they are 

having a traditional approach. The product sell itself alone thanks to its beauty and the 

emotions it can wake up. This lead to raise our question: does experiential marketing 

affect the behavior of luxury goods‘ customers? 

 

 

3.4. Theory summary and definition of the problem 
 

 

In our literature study, we looked at how experiential marketing affects the behavior of 

consumers. We did this by looking at the theories of consumer behavior and explaining 

how emotions can affect the consumer attitude for a product. We underlined the debate 

about the independence of affect and cognition which lead to the psychological 

implication that this topic represents. Indeed, we highlighted the theories about the 

difference of the degree of sensibility of people. Then, we explained what experiential 
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marketing is, its evolution and how it is interrelated to consumer behavior. Finally we 

looked at the strategies these researchers advice for company by using experiential 

marketing. One of those articles (―Luxury brand marketing — The experience is 

everything!‖ Atwal & Williams, 2008) targets the luxury area, and tries to apply 

experiential marketing to luxury companies‘ strategies. It raises the paradox that luxury 

products create emotions themselves, so affect the attitude of the consumer by involving 

the experiential hierarchy of effects by themselves that lead to purchase intention and 

even purchase decision. As experiential marketing has the function of involving this 

experiential hierarchy of effects in consumer behavior, we need to see if this 

experiential marketing is useful for marketing luxury goods or not, or if experiential 

marketing is just a way to stimulate the affect of cognitive people in order to force them 

to feel what they should feel about the luxury product itself. This is what we are going 

to study in our research. 

 

We will define the problem of the research by using the main research question that we 

already presented ―Does experiential marketing affect the behavior of luxury goods‟ 

consumers?”  Thus, the entity that we will analyze in our research will be two Lancel‘s 

stores in Paris, one using experiential marketing in Boulogne-Billancourt (at the doors 

of Paris) and one using traditional marketing in the Champs-Elysées (Paris). Indeed, the 

analysis has to give answers to those questions: is there a difference in emotions 

between the respondent form the Boulogne‘s store and the Champs-Elysées‘ store? Do 

the cognitive consumers change their attitude in the store of Boulogne? Is there a 

difference in the intention of respondents to purchase between the two stores? 

 

According to this and the theoretical background and as we are undertaking quantitative 

research and we are fairly sure about how variables relate, we will state the following 

hypothesis. 

 

H1: Experiential marketing will increase the emotions of consumers of luxury goods. 

H2: Experiential marketing will change the attitude (the way the customer evaluates the 

object) of cognitive people. 

H3: Experiential marketing will increase the purchase intention and purchase decision 

of luxury goods‘ consumers. 

The overall aim of the study is to both evaluate the new Lancel concept store using 

experiential marketing and an old one using traditional marketing by measuring:  

(i) Emotions (ii) the level of sensibility of people  (iii) Purchase intension  

 

We will try the hypothesis 1 by measuring emotions, the hypothesis 2 by measuring the 

level of sensibility of people and making a correlation with the measurement of 

emotions, and the hypothesis 3 by measuring purchase intention and making a 

regression with the measure of emotions. 

 

The figure above summarises our problem and the model we wanted to test. 
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Figure 3.3 The hypothetical model of the effect of experiential marketing on luxury 

goods‟ consumer behaviour (Developed by the authors) 

 
 

 

3.5. Construct and measurement 
 

 

3.5.1. Measuring emotions 
 

In our study, we need to measure the emotions the customer feels during its shopping 

experience. We need to do these measures in both stores in order to know if experiential 

marketing really increases the level of emotions of consumer when it is used by a luxury 

company. Emotions are not easy to measure; therefore we have found a scale into the 

literature in order to have reliable measurement. 

 

There are a very large range of words to describe emotions. Many researchers create 

scales to measure emotions especially in psychology. Marketers have adapted these 

scales to the consumption context but appropriateness, reliability and adequacy remain a 

problem (Peter, 1981; Sheth & Frazier, 1982). This is why some articles try to compare 

scales and find the most appropriate to a certain situation. For example, Havlena and 

Holbrook (1986) compared the Plutchik and the Mehrabian and Russell (M-R) scales 

applied for consumption experiences. Their results showed evidence in favor of the 

Mehrabian and Russel. It concludes that the three dimensions, Pleasure, Arousal, and 

Dominance captured more information about the emotions of the consumer experience 

than did Plutchik‘s eight categories. On the other hand, the article of Machleit and 

Eroglu (2000) compared the three emotions measure most frequently used in marketing 

who determine which best capture the range of emotions of consumers. It is Izard‘s 

(Izard, 1977) and its 10 fundamental emotions from his Differential Emotions Theory, 

Plutchik‘s (Plutchik, 1980) eight basic emotion categories,  and Mehrabian and 

Russell‘s (Mehrabian & Russell, 1974) Pleasure, Arousal, and Dominance dimensions 
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of response. The article concluded that the best one is the Izard one because it is more 

reliable for measuring emotions during a shopping experience and also because it is the 

more useful for doing correlations. Moreover, it includes also negatives emotions that 

the other don‘t. This is why we decided to chose this one. It consists of a 1-5 semantic 

differential scale of 10 emotions. 

 

However, after testing the questionnaire among our friends and family, a recurrent 

comment appeared: people thought that they were too much negatives emotions in the 

scale. Therefore, we decided to add the three emotions from the Mehrabian and 

Russell‘s scale that are pleasure, arousal and dominance to the previous scale. Pleasure 

and arousal are indeed very important positives emotions during the shopping time, and 

dominance is related to timidity so it creates a repetition and decreases the risk of bias. 

Then we tried again the questionnaires and the respondents were satisfied with it. 

However, the scale of Mehrabian and Russell is a 7 point scale whereas the previous 

scale is the 5 points scale. In order to be able to integrate these three emotions into the 

differential scale, we reduce it from 7 to 5 points scale. 

 

In order to test the reliability and the internal constituency of the new scale we have 

created, we use the Cronbach‘s alpha.  

 
TABLE 3.1 Reliability statistics 

Cronbach’s 
Alpha 

Number of 
items 

,841 13 

 

The Cronbach‘s alpha is .841 which means a high reliability of the scale. Moreover, as 

the result is > .8, it means that in a case of a differential scale, we can sum the score of 

each item to obtain a good measurement of the level of emotions felt by the respondent.  

Therefore, in order to obtain a unique score that translates the level of emotions the 

respondent felt in the store from the emotions scale composed of 13 items, we will add 

the score of each item and do a mean of it. This mean will be interpreted as the level of 

emotions the respondent felt. However, as a mean of 13 numbers will be a number with 

decimals and therefore we will obtain a lot of different means, we can‘t interpret each 

mean. Therefore, we created a variable X52 - EMOTONS that is calculated as the mean 

of each item of the emotions scale. Then we recode this variable by creating intervals. 

These intervals and their verbal equivalent are described in the table below: 

 

Score Emotions level equivalent 

Between 1 and 2 Low emotions 

Between 2 and 3 Medium emotions 

Between 3 and 4 High emotions 

Between 4 and 5 Very High emotions 

Table 3.2 Recode summary of the variable 

 

3.5.2. Measuring purchase intention 
 

There exist different types of likert scales. The best known are the 5 points likert scale 

and the 11 points scale which is also named the Juster scale.  

We chose to take the Juster scale for the question of purchase intention. The Juster scale 

is a purchase probability scale consisting on eleven points, ranging from 0 to 10. Each 
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point refers to a verbal and numerical statement (from no chance to buy this product=0, 

to certainly, practically certain to buy=10). This scale has been developed by Juster in 

1966 because predictions of purchase behavior were not accurate enough at this time. 

We chose this scale because it provides accurate estimates (Brennan & Esslemont, 

1994). Furthermore a study conducted by Kalwani and Silk (1982) shows that 

increasing the scale points increase the reliability of responses. That is why we didn‘t 

choose a five points scale (from definitely will buy=5 to definitely will not buy=1) but 

an eleven one. 

 

3.5.3. Measuring consumers‘ sensibility 
 

Almost every study regarding the measurement of affective intensity uses the method of 

the Daily Assessment of Affect Intensity or the method of Larsen (1984), AIM (Affect 

Intensity Measure). The first method requires the daily administration of a scale of 

moods on a long-term period. The person fills the level of intensity with which he felt 

emotions according to a list of adjectives. The problem is that it measures separately the 

positive emotions and the negative emotions. But according to Larsen (1985), the 

correlation between negative and positive emotions is high so a mean of both score 

could give the real score of the affective intensity of the person. This method is really 

accurate because it is based on a repeat observation of people. However, it demands lots 

of time (at least one month) and lots of preparation. The second method consists of a list 

of 40 items realized by Larsen (1984) which evaluate the intensity with which people 

express their emotions. Items refer to daily life emotions. It is a reliable and easy mean 

of measure because people only have to fill the questionnaire on time and it is fast. The 

problem is that items need to be rework for a marketing adaptation. This is what the 

work of Onnein-Bonnefoy (1999) and the work of Poncin (2005) have done. They 

actually both adapt the scale to a marketing point of view by reducing the number of 

items. Moreover, they adapt the scale to the French market. At the end, they both find 

the same items. Because the scale of Onnein-Bonnefoy was validated, and because we 

will study consumer in the French market, this scale seems to be the best. 

The survey represents 20 items that the person have to rank in a 1-7 scale in order to 

describe the intensity with which he feels the item. 

 

As it is a differential scale, the aim is to sum all items score in order to obtain a mean. 

This mean represents the score of sensibility of the respondents. As we can‘t interpret 

each mean, we calculate the variable X50 - SENSIBILITY as a mean of all the items of 

the scale and we recode this variable by intervals. 

 

Score Sensibility level equivalent 

Between 1 and 2 Very cognitive 

Between 2 and 3 Cognitive 

Between 3 and 4 Cognitive and affective 

Between 4 and 5 Affective 

Between 5 and 6 Very affective 

TABLE 3.3 Recode summary of the variable X50 
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4. EMPIRICAL METHODOLOGY 
 

This chapter presents the methodology with a practical point of view. For both the 

quantitative and qualitative data, we explain how we have chosen our respondents and 

how we have constructed the questions. Then, we clarify reliability, validity and 

limitations problems. 

 

 

 

4.1. Quantitative data 
 

 

4.1.1. Sample 
 

The sample for this research was chosen by convenience sampling, that is to say a 

―sampling technique in which interviewers are asked to find respondents who happen to 

be conveniently accessible” (Kent, 2007). Indeed, we chose to focus on Lancel because 

we had a contact there and so we could more easily do an investigation and get help 

than with another luxury goods company. Also, we chose this company because it has 

developed a new concept of store in the line of experiential marketing and it has also the 

old stores. As a consequence, it was convenient for our research because thanks to their 

two types of stores we can compare them and see if experiential marketing has an 

impact on customer‘s behavior or not.  

 

For the sample, we asked to Lancel if we could interview people in the store of the 

Champs-Elysées (the old type of store) and in the store of Boulogne Billancourt (the 

new type of stores). We had four days to do the questionnaires, two days for each stores. 

The people interrogated were chosen randomly but we tried to interview as many male 

as female and tried to interview each people who came in the store. We made an effort 

to get as many diverse respondents as possible. Respondents were caught just before 

they went out of the store in order to have their responses just after their visit in the 

store but also in order to not disturb them in their experience and purchase decisions. 

 

The size of the sample is quite small. We interviewed 47 people at Lancel Champ-

Elysées and 48 at Lancel Boulogne. A larger sample would have cost more and would 

have taken more time to complete, and as we were limited in time and money, that is 

why we have 95 respondents.  

 

Our first contact in the company was the product manager Laetitia Courrier. She helped 

us to get in touch with the salespersons of the two stores we cited above and to get in 

contact with the person who worked on the project of the new stores. We chose to do an 

interview with them to better understand what they wanted to reach with this new 

concept and to better understand their vision of experiential marketing and see if they 

think it has worked or not, a year after its launch. 

 

4.1.2. The questionnaire design 
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The information we wanted to get doing this questionnaire are: 1) Are people feeling 

emotions in a store of luxury goods? 2) Does it affect their attitude? 3) Does it affect 

their behavior? 

 

Particular demographics data were also included in the questionnaire, such as gender, 

age, level of education, type of job which is usual consumer‘s behavior data. We 

include it in order to see if the attitude and purchase decision we measure are actually 

the result of emotions and not the demographics variables. 

We tested our questionnaires on friends and also on our supervisor. It helped us to see if 

there were mistakes. Thanks to that, we changed some little things about the wording of 

the questions, the sequencing, and we add a question on the social grade.  

The questionnaires were administered in a face-to-face method. They were completed 

by the interviewer on the respondents‘ behalf. It enables the respondent to better 

understand the questions thanks to the interviewer who can explain him better what he 

is asking to do.  

 

We began the questionnaire with easy questions regarding demographics data and then 

asked the more difficult ones.  

 

Our questions were all fixed choice question. There were no open-ended questions or 

multiple-response question, so that we could have no problem when coding the answers 

on SPSS. Furthermore, it enables us to have a highly structured questionnaire which 

was easier to administer because less time demanding. Indeed, our questionnaire took 

just a couple of minute to fulfill. We handed it out personally so that we were sure to 

have them back and fulfilled. For reason of validity, we used scale from marketing 

researchers that we have found in articles. 

 

The respondents were customers of Lancel and the variables we wanted to collect 

through our questionnaires were emotions (do people feel something in the store?), 

behaviors (we assessed their purchase intentions), and attributes (age, gender…).  

The interviews were conducted inside the two stores of Lancel, one located near the 

Champs-Elysées and one located in the suburb area of Paris but really near Paris. Like 

that it was an easier way to have the impressions of the customers of Lancel only. We 

were posted inside the store close to the door in order to ask the respondent to fill the 

questionnaire just before living the store. Therefore, we did not disturb the respondent 

during the time he spend inside the store, and we collected very fresh emotions. 

We interviewed 100 people. 47 were interviewed in Lancel Champs-Elysées and 48 in 

Lancel Boulogne, to be able to compare the answers from the different stores.  

 

 

4.2. Qualitative data 
  

 

4.2.1. Interviews 
 

For our research we also wanted to have qualitative data, because they provide rich 

description and explanation of our topic (Kent, 2007). So, we interviewed a manager 

who worked on the project of the new concept store of Lancel. We can say we had an 

―executive‖ interview. The name of our informant is Julia Lafont and she is Trade 
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Marketing Director of Lancel. Her main tasks concerns the store design, the visual 

marketing, the international media and the marketing. She helped us very much in 

understanding their concept, what is new comparing to the old stores, what they wanted 

to reach in launching this new concept, and if they have observed differences in the 

customers‘ behaviour since the launch.  

 

We also used an interview of the CEO of Lancel found on their website well describing 

the new concept store. 

 

Our approach for this interview is a descriptive/diagnostic one and not an 

explanatory/interpretive one, because it gives detailed information about the new 

concept of store and the consumers‘ behaviour, plus diagnostic feedback of consumer 

answers to this new concept (Kent, 2007).  

 

4.2.2. The interviews design 
 

Our interview was sent to her by e-mail because we did not have a lot of time to spend 

on it. So that is why it is a structured interview because all the questions were already 

established (Saunders et al., 2007). It does not enable us to dig more the area of our 

subject or to interact more with the respondent as a semi-strutured interview or an in-

depth interview, but when doing the questionnaires in Paris we had the opportunity to 

speak with the salespersons of the shop who gave us information about this new concept 

and how it works on a daily basis. Their observations can add some value to our 

research. The main themes and questions in our interview are: 

- The presentation of the respondent 

- To describe the new concept of store 

- How the idea of the new concept store came up? 

- Observation of change in customers‘ behaviour? 

 

 

4.3. Validity, Reliability 
 

 

Two important points when dealing with a research design are its validity and its 

reliability. “Validity is concerned with whether the findings are really about what they 

appear to be about” (Saunders et al., 2007). We think that there is no problem of 

validity because the validity of our research lies essentially on the stores and they were 

as we expected when beginning this research. Moreover we have used researchers‘ 

scales in order to build our questionnaire. We have described it above in our work. All 

the questions have been well think. 

 

The threats for the reliability can be the subject and participant bias. As we interviewed 

people only in Paris and not in other city where the concept is developed like Shanghai 

there may be some bias because of lack of time and money we focused our research in 

the stores of Paris. In order to avoid as much as possible bias, some variables are 

measure several time. For example we measure timidity and dominance which is quite 

the same emotion but with different words. Moreover, sometimes we inverse scale to 

avoid people to always circle responses from the right part of the questionnaire which 

means less sensitive personality. 
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4.4. Limitations of our study 
 

 

Our study faces two limitations: the time and the location. Indeed, we did not have long 

time to do our survey. We had to go to Paris also and had a limited time in the stores to 

fulfil our questionnaires. That is why we have 95 respondents. As a consequence, our 

survey may be not representative enough. 

We also have a problem with the location. Because of issues of time and money, our 

study was conducted in Paris, in two stores of Lancel. So that means that we focused on 

only one country. There might be a cultural effect on the answers people give in the 

questionnaires. 

  

The same conclusions in other industries may be not possible as the luxury good is 

something special, already intrinsically giving emotions to customers. However, in the 

future researches in the fashion industry conclusions we draw can also be reached.  
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5. EMPIRICAL FINDINGS 
 

This chapter presents the empirical data from both interviews and questionnaires. 

Concerning the qualitative data, we first introduce the company and its new concept 

store. Then we go into it deeper by examining the interviews. Regarding the quantitative 

data, the demographic information will be presented first, followed by descriptive data 

of the store visit. 

 

 

 

5.1. Qualitative data 
 

  

5.1.1. Lancel 
 

Lancel is a French luxury company of leather goods created in 1876 by Alphonse 

Lancel. The brand is specialized in high quality leather goods, luggage and accessories. 

It is one of the brands of the famous luxury group Richemont since 1997. 

Richemont owns several of the world's leading companies in the field of luxury goods, 

with particular strengths in jewellery, luxury watches and writing instruments. They 

have famous brands like Cartier, Montblanc, and Balenciaga. It is the second biggest 

luxury group after LVMH. 

 

Lancel represents the ―French Légèreté‖, the frivolity of Parisian women. Lancel targets 

modern, emancipated, empowered and elegant women. The Lancel‘s bag is a good 

balance between sophistication and fun. 

 

Lancel asserts quality. Their products are made with high quality leather skin and 

thanks to high skill designers. This is why the range of price varies from 300 Euros to 

1400 Euros for a bag in leather and can reach amazing price for bags in exotic leather. 

 

Since its acquisition by Richemont, Lancel tries to go back to its pioneering value and 

has the strategy to become a highly luxury goods compagny. 

 

5.1.2. The new concept store 
 

“In this gallery of bags, each portrait tells a uniquely singular story” says Marc 

Lelandais, CEO of Lancel. 

The new concept of Lancel‘s store has been designed by Christophe Pillet a really well-

known French designer.  

 

Lancel wanted to create an inviting space, a mix between a delicatessen, a hotel lobby, a 

jeweller‘s and a mansion house. It is a place to feel and to be more than a place to buy. 

Lancel wants people to visit the place and not simply buy.  
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We can find there the same presentation tables and private spaces as in a jeweller‘s. 

There are chairs, sofas and vast mirrors to make the purchase a moment of comfort and 

significance. 

  

This new store is an immersion in the world of Lancel, with leather goods but also 

illustrations of everything the brand embodies, that is to say a luxury but refined brand 

which has a long history too. With this new store Lancel wants to broadcast an image of 

refinement beyond fashion. Furthermore, the atmosphere of the store conveys the 

evolution of Lancel since its beginning 133 years ago.  

 

The bags are exposed like art works in a gallery. Indeed, Lancel used warm colours 

such as taupe and chocolate, special lights and materials like wood and metal to convey 

an image of art gallery.  

 

The biggest inspirations for the decoration of the store were the Roaring 20s and the Art 

Deco, because the productions of Lancel of these periods were works of art like the sac 

à malices. These vintage bags are present in the store alongside with the current 

collection. It is another way to show to the customers that Lancel has a lot of experience 

in the field of leather goods, and that it is an expert in its domain.  

 

In the store there are also samples of leather which the customer can touch like for 

clothes. So that the customer discover and experience different leather, which can help 

him feel some emotions smelling and touching those samples of leather.   

 

In the new stores, there is also the possibility for customers to re-edit vintage bags 

specially made to order. They call it the ―custom-made workshop‖.  

 

The aim of experiential marketing is to make entertainment for customers, to make them 

escaped from the reality, to educate them and give them aesthetic objects or places to 

see (Pine and Gilmore). Thanks to all this techniques: bags exposed like in art gallery, 

history of Lancel, leather samples, decoration Art Deco, lights etc… Lancel has created 

a store which embodied experiential marketing. You can indeed touch the leather 

samples and smell a delicate perfume and so your senses are in alert. You have the bags 

exposed like in an art gallery which makes you see the aesthetic part of the product, you 

have the vintage bags which refer to the history and educate you about the history of 

Lancel, the Art Deco design mixing with the music of 20s make the customer escaping 

in another time, the Lancel‘s time.  All this help you to live your purchase or just your 

visit in the store as a real experience when you are driving by emotions. 

 

This new concept is a real innovation compared to the traditional store. Within the 

traditional stores, bags are just presented on shelves or stands which are not made in 

luxury materials but in white plastics. Some bags hide other bags, they are not well 

presented. There is no music and no odour in the stores.  

 

5.1.3. Interviews 
 

The interview of the Trade Marketing Director helped us to better understand their new 

concept of store and how it was. It gave us a good description of this new store. We can 

say that it corresponds totally to the definition of experiential marketing from Pine and 

Gilmore or Schmitt (1999), because it appeals to feelings, senses, memories, 
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entertainment etc… Indeed, in the interview Julia Lafont says that the store is a place to 

feel and to be. She also says that the place is conceived for the customer to take time 

and visit. She adds that it is an immersion in the world of Lancel; the customers can 

learn the history of the brand and its main successes. There are also a TV which 

broadcast images and music.  

 

However, when we asked her why Lancel developed this new concept of store, she did 

not speak about experiential marketing but about re-positioning the brand for up-

market. Maybe, Lancel is not conscious of applying the concept of experiential 

marketing in its new stores. To be even more performing, they should be aware of this 

new trend in marketing.   

 

When we asked her if she saw differences since the launch of the new stores, she said 

that Lancel gained a new market in the up-market. They gained customers with more 

purchasing power. Indeed, she observed an increase of 20% in the net income of the 

company with more sales for the little leathergoods as portfolios and for the bags 

destined for the up-market. So, we can say that this is due to this new concept, and that 

experiential marketing enable to increase the sales. That is why we can say that 

experiential marketing has an impact on customers‘ behaviour.  

 

The interview of the salesperson in the store which uses experiential marketing 

reinforce what the manager said and give us some information of the daily work in that 

kind of store. She said to us that they had to be quite cold with the customers. They had 

this instruction from the director. It enables us to understand why some people feel the 

dominancy when entering the store and why they can feel shy. Lancel wanted that 

especially to make customers feel that the brand is a brand for the up-market, but it 

enables customers feel emotions and it also can be considered as a tool of experiential 

marketing.  

 

Salespersons have a new uniform with gloves that give a feeling that they are very 

professional and high skilled. They must always wear their gloves in order to not touch 

directly the product and also to not let finger print in the new furniture that are in 

aluminium and shine like a mirror. With their gloves, they also have to clean the finger 

print of consumers on the furniture.  

 

Each time they present a small leather good product; they take a white cushion and 

present the product on it instead of directly to the furniture. It gives the feeling of very 

professional people and that the product is like a jewel.  

 

When a well-known customer enters the store, they can offer him champagne to this 

customer. They also often offer a little book regarding the history of Lancel. 

 

 

5.2. Quantitative data 
 

 

5.2.1. Demographic data 
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95 questionnaires were distributed among the customers of Lancel, 48 in Boulogne and 

47 in the store of the Champs-Elysées.  We don‘t either have missing questionnaires or 

missing questions because we were standing beside the respondents. Moreover, every 

consumer was nice and agrees to answer our questionnaire, even if we can count 2 or 3 

exceptions. 

 

5.2.2. Gender distribution 
 

TABLE 5.1 

 

 
 

 

 

In both stores, we caught much more female than male respondents. This is not our 

choice. Our goal was to catch as much as male as female in order to have a reliable 

sample. However, the frequentation of stores was not as high as we expected. Therefore, 

in order to have enough questionnaires for our analysis, we caught every consumer who 

entered the stores. 

 

5.2.3. Age distribution 
 

 

 

BOULOGNE

MALE

FEMALE

CHAMPS ELYSEE

MALE

FEMALE
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TABLE 5.2: Age distribution 

 
  
The age distribution is approximately the same in both stores. 

 

5.2.4. Job distribution 
 

The job distribution is approximately the same in each store. The only relevant 

difference is the percentage of senior executives. There is more senior executive in the 

store of Boulogne than in the store of the Champs-Elysées. This can be explained by the 

fact that the store of Boulogne is in a work area rather than in a tourist area like the store 

of the Champs-Elysées. 
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Table 5.3 

 
 

 

5.2.5. Level of study distribution 

 
Again, regarding the study level distribution, there is not significant differences between 

both stores. There is just a higher percentage of Master students in the store of 

Boulogne but the explication is the same than for the job distribution above. 

 

To sum up, we underline that the demographic data are the same in both stores therefore 

it has no influences on our results regarding emotions, purchase intention and affective 

intensity.  
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Table 5.4 

  
 

 

5.3. Descriptive data regarding stores 
 

 

5.3.1. Time spend in the store 

 
Table 5.6 
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In general people interviewed in Boulogne stayed longer in the store than those 

interviewed in Champs-Elysées. Indeed there are more people staying just 1 to 10 

minutes in the store of Champs-Elysées than in the store of Boulogne (22 vs. 11). 

Furthermore, more people stay 11 to 20 minutes in the store of Boulogne than in the 

store of Champs-Elysées (27 vs. 20).  

 

5.3.2. Purchase distribution 

 

 
Table 5.7  

 
Consumers buy more in Boulogne, the store using experiential marketing, than in the 

store of the Champs-Elysées 
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6. ANALYSIS 
 

The chapter 6 presents and analyzes the relevant empirical data from the 

questionnaires and interviews. The results are analyzed according to the order of our 

hypothesis coming from the model we have developed. 

 

 

 

 

6.1. The effect of experiential marketing on luxury 

goods consumers‘ emotions 
 

 

The first question we raised in our problem statement is if the use of experiential 

marketing increase the level of emotions that customers feel in the luxury store. 

Therefore we would like to know if there are differences in the level of emotions felt 

between the respondent of Boulogne and the Champs-Elysées as one is using 

experiential marketing and not the other one. The null hypothesis is no differences in 

the level of emotions felt by the respondents of both stores. 

By looking of the Group Statistics in the Table 6.1 we clearly see that the mean of the 

variable X52 – EMOTION which measure ―the level of emotions felt by the respondent 

during the time he spent in the store‖ is higher in Boulogne (1.7917) than in the 

Champs-Elysées (1.4894). The standard deviation for Champs-Elysées was smaller 

(.07973), however, than the one for Boulogne (.11894). 

 
TABLE 6.1 

GroupStatistics 

 X1 - LOCATION  
N Mean 

Std. 
Deviation Std. Error Mean 

X52 - EMOTIONS  
 

BOULOGNE 48 1.7917 .82406 .11894 

CHAMPS ELYSEE 47 1.4894 .54662 .07973 

 

To determine if the means of emotions levels are significantly different, we look at the 

information in the Independent Samples Test Table (Table 6.3). Information in the 

column labeled Sig (2-tailed) shows that the means are significantly different (0.038<0, 

05).  Thus, Champs-Elysées customers felt significantly less emotions than Boulogne‘s 

customers. Therefore the null hypothesis is rejected.  

 

Moreover Table 6.2 underlines that in the store of Boulogne, 43.8% of the respondents 

felt low emotions against 53.2% in the store of the Champs-Elysées. Moreover 18.8% 

felt high emotions in the store of Boulogne against 2.1% in the store of the Champs-

Elysées. 

 

Table 6.4 gives the correlation score of all the independent variables that are willing to 

differ from one store to the other. We clearly see that the variable which correlated 

significantly with X52 – EMOTIONS IS X3 – AGE ―Age of the respondent‖ (.341), X4 

– TIME ― Time the respondent spent in the store‖ (.373) and X53 – MARKETING 

―Use of Experiential marketing‖ (.213). According to the descriptive statistics of 
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chapter 5, Table 5.2, the proportion of ages is quite the same in both stores. Therefore 

this variable doesn‘t explain the difference of emotions in both stores. 

 
TABLE 6.2 

CROSS TABULATION  :  X52 - EMOTIONS * X50 - SENSIBILITY 

X1 -  LOCATION X50 - SENSILITY  

Total COGNITIVE 

AFFECTIVE 

AND 

COGNITIVE AFFECTIVE 

VERY 

AFFECTIVE 

BOULOGNE X52 -  

EMOTIONS  

LOW 

EMOTIONS 

Effectif 16 5 0 0 21 

%  76,2% 50,0% ,0% ,0% 43,8% 

EMOTIONS Effectif 4 5 8 0 17 

%  19,0% 50,0% 61,5% ,0% 35,4% 

HIGH 

EMOTIONS 

Effectif 1 0 5 3 9 

%  4,8% ,0% 38,5% 75,0% 18,8% 

INTENSE Effectif 0 0 0 1 1 

%  ,0% ,0% ,0% 25,0% 2,1% 

Total Effectif 21 10 13 4 48 

%  100,0% 100,0% 100,0% 100,0% 100,0% 

CHAMPS 

ELYSEES 

X52 - 

EMOTIONS 

LOW 

EMOTIONS 

Effectif 16 7 2 0 25 

%  100,0% 58,3% 20,0% ,0% 53,2% 

EMOTIONS Effectif 0 5 8 8 21 

%  ,0% 41,7% 80,0% 88,9% 44,7% 

HIGH 

EMOTIONS 

Effectif 0 0 0 1 1 

%  ,0% ,0% ,0% 11,1% 2,1% 

Total Effectif 16 12 10 9 47 

%  100,0% 100,0% 100,0% 100,0% 100,0% 

 

  

As the variable X4 – TIME is significantly correlated with the use of experiential 

marketing also, we can conclude that the difference in the level of emotions felt by 

consumer in both stores come mainly from the use of experiential marketing. Therefore, 

we can easily conclude that the use of experiential marketing increase the emotions of 

Lancel customers, and more generally of luxury goods customers. 

 
TABLE 6.3 

Independent-Samples T Test 

 

Levene’s 
Test for 

Equality of 
Variances t-test for Equality of Means 

F Sig. t df 
Sig. (2-
tailed) 

Mean 
Difference 

Std. Error 
Difference 

95% Confidence 
Interval of the 

Difference 

Lower Upper 

X52 - 
EMOTIONS  

Equal 
variances 
assumed 

6,614 ,012 2,102 93 ,038 ,30230 ,14379 ,01677 ,58784 

Equal 
variances 
not 
assumed 

  

2,111 81,845 ,038 ,30230 ,14320 ,01744 ,58717 
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TABLE 6.4 
Correlations 

 X1  X3 X4  X53 X52  X21 X22  

X1 - 
LOCATION  

Pearson 
Correlation 

1 -,004 -,180 1,000
**
 -,213

*
 -,102 -,104 

Sig. (2-tailed)  ,972 ,080 ,000 ,038 ,323 ,315 

N 95 95 95 95 95 95 95 

X3 - AGE Pearson 
Correlation 

-,004 1 ,106 -,004 -,341
**
 -,001 ,010 

Sig. (2-tailed) ,972  ,308 ,972 ,001 ,996 ,924 

N 95 95 95 95 95 95 95 

X4 - TIME  Pearson 
Correlation 

-,180 ,106 1 -,180 ,373
**
 ,129 ,338

**
 

Sig. (2-tailed) ,080 ,308  ,080 ,000 ,214 ,001 

N 95 95 95 95 95 95 95 

X53 - 
MARKETING 

Pearson 
Correlation 

1,000
**
 -,004 -,180 1 -,213

*
 -,102 -,104 

Sig. (2-tailed) ,000 ,972 ,080  ,038 ,323 ,315 

N 95 95 95 95 95 95 95 

X52 - 
EMOTIONS  

Pearson 
Correlation 

-,213
*
 -,341

**
 ,373

**
 -,213

*
 1 -,044 ,068 

Sig. (2-tailed) ,038 ,001 ,000 ,038  ,670 ,514 

N 95 95 95 95 95 95 95 

X21 - JOB  Pearson 
Correlation 

-,102 -,001 ,129 -,102 -,044 1 ,073 

Sig. (2-tailed) ,323 ,996 ,214 ,323 ,670  ,484 

N 95 95 95 95 95 95 95 

X22 -  STYDY  Pearson 
Correlation 

-,104 ,010 ,338
**
 -,104 ,068 ,073 1 

Sig. (2-tailed) ,315 ,924 ,001 ,315 ,514 ,484  
N 95 95 95 95 95 95 95 

**. Correlation is significant at the level 0.01 (2-tailed). 
*. Correlation is significant at the level 0.05 (2-tailed). 

 

This conclusion gives an answer to the article of Atwal (―Luxury brand marketing — 

The experience is everything!‖ Atwal & Wiliams, 2008), that raised the question if 

experiential marketing has an influence on the emotions customers feel for luxury 

product even if the luxury product creates emotions itself. 

 

 

6.2. The effect of experiential marketing on 

consumer hierarchy of effects/attitude. 
 

 

The second question we have raised in our problem statement is if the experiential 

marketing stimulates the affect of cognitive people and therefore changes their attitude. 

Cognitive people don‘t feel emotions regarding the product because they are not 

sensible affectively and therefore they buy rationally, according to the information they 

collect and after weighting the alternatives. The attitude of the consumer is based on the 

beliefs he has about the object. He evaluates the product according to his beliefs. This is 

what we call the cognitive hierarchy of effects that lead the rational consumer attitude. 

What we want to know is if experiential marketing can make them feel emotions about 

the product and changing their cognitive hierarchy of effects into an experiential 
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hierarchy of effects where affect has more weight than cognition in the evaluation of the 

product (attitude). It means that they do not evaluate the product with their beliefs 

anymore but with their feelings.  

 

Here the measurement of emotions felt by the respondent X52 – EMOTIONS and the 

measurement of the score of the affective sensibility of the respondent X50 – 

SENSIBILITY are used. The null hypothesis is indeed ―the use of experiential 

marketing doesn‘t make the cognitive people having emotions‖. 

 

In the Table 6.2 we can see that 100% of cognitive people have felt low emotions level 

in the store of the Champs-Elysées where they don‘t use experiential marketing contrary 

to the store of Boulogne where 19% of cognitive people felt emotions and 4.8% felt 

high level of emotions. We can easily conclude that cognitive people feel much more 

emotions in the store of Boulogne where experiential marketing is used than in the store 

of the Champs-Elysées. 

 

The table above shows that there is a correlation between the X52 - EMOTIONS and 

X1 - LOCATION (which is also the same variable as the use of experiential marketing). 

 
TABLE 6.6 

Correlations 

 X52 - EMOTIONS X1 - LOCATION 

X52 - EMOTIONS Pearson Correlation 1 -,213
*
 

Sig. (2-tailed)  ,038 

N 95 95 

X1 - LOCATION Pearson Correlation -,213
*
 1 

Sig. (2-tailed) ,038  
N 95 95 

*. Correlation is significant at the level 0.05 (2-tailed). 

 

Moreover, the Table 6.7 shows us that the coefficient of correlation between the X50 - 

SENSIBILITY and X52 - EMOTIONS is more important in the store of the Champs-

Elysées. It means that the level of emotions felt by the respondent is more in adequacy 

with its affective sensibility in the store of the Champs-Elysées than in Boulogne. In 

Boulogne, the correlation is lower; it means that the way people feel emotions less 

depends on their affective sensibility. Experiential marketing increases the level of 

emotions people feel independently from their initial sensibility. 

 

 Moreover, the experiential marketing increases the emotions the consumers felt in the 

store (Hypothesis 1). As affective people already feel emotions regarding the product 

independently of the marketing used, so they have already a hedonic attitude about the 

product, the use of experiential marketing will just increase the level of emotions they 

feel and will not change their hierarchy of effects. Therefore, the fact that Experiential 

marketing increases the level of emotions people feel independently from their initial 

sensibility in the store of Boulogne can only be the consequence of the raise of emotions 

for cognitive people 

 

Therefore we can reject the null hypothesis which is ―experiential marketing doesn‘t 

make the cognitive people having emotions‖.  
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TABLE 6.7 
Correlations 

X1 – LOCATION X52 - 
EMOTIONS 

X50 - 
SENSIBILITY 

BOULOGNE X52 - EMOTIONS  Pearson Correlation 1 ,751
**
 

Sig. (2-tailed)  ,000 

N 48 48 

X50 - SENSIBILITY  Pearson Correlation ,751
**
 1 

Sig. (2-tailed) ,000  
N 48 48 

CHAMPS 
ELYSEES 

X52 - EMOTIONS Pearson Correlation 1 ,777
**
 

Sig. (2-tailed)  ,000 

N 47 47 

X50 - SENSIBILITY Pearson Correlation ,777
**
 1 

Sig. (2-tailed) ,000  
N 47 47 

. The correlation is significant at level 0.01 (2-tailed). 

 
 

A raise of emotions for cognitive people means a stimulation of their affect but doesn‘t 

mean that cognitive people will use this affect to evaluate the product according to what 

they feel and forget their previous beliefs. Therefore, in order to know if experiential 

marketing actually changes the hierarchy of effects of cognitive people (that means 

changes the high impact of rational to emotional in the product evaluation), we need to 

know if cognitive people increase their purchase intention when experiential marketing 

is used and if there is a correlation between the level of emotions they felt and their 

purchase intention. 

 

This is what Tables below show. In order to have this table, we have isolated all the 

cognitive people only in a new SPSS data sheet. 

 
TABLE 6.8 

Descriptives statistics 

X53 – MARKETING 
N Minimum Maximum Mean 

Std. 
deviation 

EXPERIENTIAL 
MARKETING 

X20 - INTENTION 16 1,00 10,00 5,6250 3,18067 

N valide (listwise) 16     
TRADITIONAL 
MARKETING 

X20 - INTENTION 12 ,00 8,00 3,5833 2,67848 

N valide (listwise) 12     

 

 
TABLE 6.9 

Correlations 

 X52 X20 

X52 - EMOTIONS Pearson Correlation 1 ,509
**
 

Sig. (2-tailed)  ,006 

N 37 28 

X20 - INTENTION Pearson Correlation ,509
**
 1 

Sig. (2-tailed) ,006  
N 28 28 

**. The correlation is significant at level 0.01 (2-tailed). 

 



  

 

C
h

ap
te

r 
:  

A
N

A
LY

SI
S 

38 

 

Elise ZAJDMAN 
& Elsa SNAKERS 

Experiential marketing and luxury goods’ consumers 

In the Table 6.8, we notice that the purchase intention mean is higher when experiential 

marketing is used than when it is not (5.6250 against 3.5833). It means that cognitive 

consumers are more willing to buy when they feel emotions than when they don‘t fell it. 

Therefore it means that the impact of affect has taken the place of beliefs in the moment 

of the evaluation of the product. In other words, cognitive people have changed their 

hierarchy of effects and therefore their attitude (evaluation of the object). This is 

justified by the high significant correlation between the level of emotions and the 

purchase intention (TABLE 6.9). 

 

 

6.3. The effect of experiential marketing on 

consumers behavior  
 

 

Behavior involves the person‘s intention to do something regarding the product 

according to its attitude. Therefore we will investigate the relation between the level of 

emotions felt and the purchase intention of the respondent. 

 

6.3.1. Emotions and purchase intention 
 

The third questions concerns purchase intention. We want to know if the use of 

experiential marketing has an effect on the purchase intention of consumers. In our 

survey we collected information on intensity of emotions felt by respondents (X52 – 

EMOTIONS). This variable was measured as 1=Null and 5=Intense. Variable X20 – 

INTENTION was a measure of respondent‘s purchase intention in the store at the end of 

their visit (0 = No chance, 10= sure). The null hypothesis in this case is there is no 

relationship between the level of emotions felt and the purchase intention. The 

alternative hypothesis is that X52 - EMOTIONS and X20 - INTENTION are related.  . 

The results of the bivariate regression analysis are shown in the tables 6.10 below.  

 

 

TABLE 6.10 
 

TABLE 6.10.1 
Descriptives Statistics 

X1 – LOCATION Mean Std. deviation N 

BOULOGNE X20 – INTENTION 6,42 2,948 33 

X52 - EMOTIONS  1,7576 ,86712 33 

CHAMPS ELYSEE X20 – INTENTION 5,93 2,749 40 

X52 - EMOTIONS  1,5250 ,55412 40 

 

The Descriptive Statistics Table 6.10.1 displays the mean of the Champs-Elysées‘ and 

Boulogne‘s stores for both the dependent variable X20 - INTENTION (Champs-Elysées 

= 5.93; Boulogne = 6.42) and the independent variable X52 - EMOTIONS (Champs-

Elysées = 1.5250; Boulogne = 1.7576). The Table 6.10.3 labeled Model Summary 

shows that the r² for Champs-Elysées‘ regression model is 0.359 and for Boulogne‘s 

0.281. R² shows the amount of variation in one variable that is accounted for by another 

variable. In this case, customer level of emotions in Boulogne account for 28% of the 

total variation in consumer purchases intention and 35% in the Champs-Elysées.  
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TABLE 6.10.2 
Correlations 

X1 – LOCATION X20 - 
INTENTION 

X - 52 
EMOTIONS 

BOULOGNE Pearson’s correlation X20 - INTENTION 1,000 ,531 

X52 - EMOTIONS  ,531 1,000 

Sig. (2-tailed) X20 - INTENTION . ,001 

X52 - EMOTIONS ,001 . 

N X20 - INTENTION 33 33 

X52 - EMOTIONS 33 33 

CHAMPS ELYSEES Pearson’s correlation X20 - INTENTION 1,000 ,599 

X52 - EMOTIONS  ,599 1,000 

Sig. (2-tailed) X20 - INTENTION . ,000 

X52 - EMOTIONS  ,000 . 

N X20 - INTENTION 40 40 

X52 - EMOTIONS  40 40 

 

 
TABLE 6.10.3 

Model Summary 

X1 - LOCATION  Model 
R 

R 
Square 

Adjusted R 
square Estimation standard error 

 

BOULOGNE  1 ,531
a
 ,281 ,258 2,539 

CHAMPS ELYSEES  1 ,599
a
 ,359 ,342 2,231 

a. Predictors : (constant), X52 - EMOTIONS 
 
 
 

TABLE 6.10.4 
ANOVA

b
 

X1 - LOCATION  Model Sum of 
Squares df Mean Square F Sig. 

dimension0 

BOULOGNE 1 Régression 78,262 1 78,262 12,143 ,001
a
 

Résidu 199,798 31 6,445   
Total 278,061 32    

CHAMPS 
ELYSEES 

1 Régression 105,685 1 105,685 21,239 ,000
a
 

Résidu 189,090 38 4,976   
Total 294,775 39    

a. Predictors : (constant), X52 - EMOTIONS 
b. Dependent Variable : X20 - INTENTION 

 

 
TABLE 6.10.5 
Coefficients

a
 

X1 - LOCATION Model Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 

dimension0 

BOULOGNE 1 (Constant) 3,254 1,011  3,218 ,003 

X52 - EMOTIONS  1,804 ,518 ,531 3,485 ,001 

CHAMPS 
ELYSEES 

1 (Constant) 1,395 1,044  1,335 ,190 

X52 - EMOTIONS  2,971 ,645 ,599 4,609 ,000 

a. Dependent variable : X20 - INTENTION 

 

The ANOVA Table 6.10.4 shows the F- Ratio for the regression models. The statistic 

assesses the statistical significance of the overall regression models. The variance in 
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purchase intention that is associated with level of emotions is referred to as explained 

variance. The remainder of the total variance in purchase intention that is not associated 

with level of emotions is referred to as unexplained variance. The F-Ratio in the result 

of comparing the amount of explained variance to the unexplained variance. The F-

Ratio is F = 12.143 in Boulogne store and F = 21.239 in the Champs-Elysées store. The 

rule says that the larger the F-Ratio is, the more we can say that the variance in the 

dependent variable is explained by the independent variable. Therefore we can say that 

the variance of the purchase intention is more explained by the level of emotions in the 

Champs-Elysées store as in the store of Boulogne. When looking of the sum of Squares, 

we see that for both regression models there is a lot of unexplained (residual) variance 

in the dependent variable X20 - INTENTION.  

 

The F-Ratio for the Champs-Elysées‘ (21.143) also indicates the model is highly 

significant at the .000 level. The relationship for Boulogne‘s is relatively less significant 

(F-Ratio = 12.143) but still very strong (.001). 

 

The regression coefficient for the level of emotions for Champs-Elysées is shown in the 

coefficient Table 6.10.5. The column labeled ―Unstandardized Coefficients‖ reveals the 

unstandardized regression coefficient for X5 – EMOTIONS is 2.971. Therefore the 

relationship between customer‘s purchase intention and the level of emotions he felt for 

the store of the Champs-Elysées is positive and strong. The regression coefficient is 

interpreted as ―for every unit that emotions increase, purchase intension will increase by 

2.971 units. Regarding the store of Boulogne, the regression coefficient for X52 – 

EMOTIONS is 1.804 which also means a positive relationship between level of 

emotions and purchase intention but lower than in the Champs-Elysées.  

 

When adding the previous observation to the high level of correlation between both 

variables shown in Table 6.10.2 (0.531 in Boulogne‘s and 0.599 in Champs-Elysées‘), 

we can clearly reject the null hypothesis.  

 

To go further, when we look at the descriptive statistics, we clearly see that the means 

of emotions level is lower in the Champs-Elysées than in Boulogne and the purchase 

intention is also lower. We just saw before that the level of emotions in the Champs-

Elysées‘ strongly influences the variance of the purchase intention. Therefore low 

emotions strongly mean low purchase intention. The regression coefficient is interpreted 

as for every unit that emotions increase, purchase intension will increase by 2.971 units. 

Therefore, to improve the score of purchase intension and change the attitude of 

consumers, the store of the Champs-Elysées should definitely use experiential 

marketing. Experiential marketing will increase the level of emotions felt and therefore 

increase the purchase intension of the customer. 

 

6.3.2. Emotions and purchase decision 
 

Regarding the purchase decision, 35.4% of the respondents purchase a product in the 

store when experiential marketing is used against 19.1% in the store of the Champs-

Elysées according to TABLE 6.11. This increase in purchase decision touches all the 

level of affective sensibility and mainly AFFECTIVE AND COGNITIVE PEOPLE 

who are people who have a medium score of affective sensibility (it means that they are 

rational people but they can be easily reached by emotions) and AFFECTIVE PEOPLE 

that are very sensible about emotions.  
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TABEL 6.11 

Cross Tabulation :  PURCHASE OF A PRODUCT IN THE STORE THIS TIME * AFFECTIVE SENSILITY SCORE 
OF THE RESPONDENT 

X53 - MARKETING 
X50 - SENSIBILITY 

Total COGNITIVE 

AFFECTIVE 
AND 

COGNITIVE AFFECTIVE 
VERY 

AFFECTIVE 

EXPERIENTIAL 
MARKETING 

X20 - 
PURCHASE  

YES Effectif 6 4 6 1 17 

%  28,6% 40,0% 46,2% 25,0% 35,4% 

NO Effectif 15 6 7 3 31 

%  71,4% 60,0% 53,8% 75,0% 64,6% 

Total Effectif 21 10 13 4 48 

%  100,0% 100,0% 100,0% 100,0% 100,0% 

TRADITIONAL 
MARKETING 

X20 - 
PURCHASE 

YES Effectif 4 2 2 1 9 

%  25,0% 16,7% 20,0% 11,1% 19,1% 

NO Effectif 12 10 8 8 38 

%  75,0% 83,3% 80,0% 88,9% 80,9% 

Total Effectif 16 12 10 9 47 

%  100,0% 100,0% 100,0% 100,0% 100,0% 

 

The reason of this increase of purchase decision in Boulogne‘s store compared to the 

store of the Champs-Elysées could be explained by the variable X4 – TIME which 

measure the time the respondent have spent in the store and the variable X53 – 

MARKETING. The correlation coefficient between time and purchase is high (.553) 

and lower for the experiential marketing use (.182) but still significant (TABLE 6.12). 

 

The calculation of the R² (TABLE 6.13) for the variable X4 and X20 shows that the 

time spent in the store of Boulogne account for 43% in the purchase decision of the 

consumer and 67% in the store of the Champs-Elysées. 

 

The time spent in a store is correlated with the type of marketing used (,180). The new 

concept store makes indeed the consumer feeling good, escaping and makes him 

interested in the product. We can think that the more the consumer is interested, the 

more time he will spend in the store. The variable which measures the intensity of 

interest X7 – INTEREST felt by the respondent in the store is highly correlated with 

time and type of marketing use (TABLE 6.14). Moreover we can see in the table that 

the mean of interest is higher in Boulogne (TABLE 6.15). Therefore, as the time spent 

in the store is related to the interest of the respondent and that both have higher means 

in Boulogne; we can conclude that the experiential marketing have a high importance in 

the amount of time spent in the store. Moreover, as time causes purchase decision and 

experiential marketing causes time, we can conclude that experiential marketing causes 

purchase decision.  

 

Finally, experiential marketing have effectively an effect on consumer behavior. It 

increases its purchase decision and the purchase intention of the consumer. 
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TABLE 6.12 
Correlations 

 X20 X53 X4 

X20 - PURCHASE Pearson’s correlation 1 ,182 -,553
**
 

Sig. (2-Tailed)  ,077 ,000 

N 95 95 95 

X53 - MARKETING Pearson’s correlation ,182 1 -,180 

Sig. (2-Tailed) ,077  ,080 

N 95 95 95 

X4 - TIME Pearson’s correlation -,553
**
 -,180 1 

Sig. (2-Tailed) ,000 ,080  
N 95 95 95 

**. The correlation is significant at level 0.01 (2-tailed). 

 

 
TABLE 6.13 

Model Summary 

X53 - MARKETING Model 
R R Square 

Adjusted R-
Square 

Estimation 
standard error 

EXPERIENTIAL 
MARKETING 

dimension1 

1 ,429
a
 ,184 ,166 ,441 

TRADITIONAL MARKETING dimension1 1 ,673
a
 ,453 ,440 ,298 

a. Valeurs prédites : (constantes), X4 - TIME 

 

 

 
TABLE 6.14 Correlations 

 X4 X53 X7 

X4 - TIME Pearson’s correlation 1 -,180 ,470
**
 

Sig. (2-Tailed)  ,080 ,000 

N 95 95 95 

X53 - MARKETING Pearson’s correlation -,180 1 -,331
**
 

Sig. (2-Tailed) ,080  ,001 

N 95 95 95 

X7 - INTEREST Pearson’s correlation ,470
**
 -,331

**
 1 

Sig. (2-Tailed) ,000 ,001  
N 95 95 95 

**. The correlation is significant at level 0.01 (bilatéral). 
 

 
 

TABLE 6.15  
Descriptive statistics 

X53 - MARKETING N Minimum Maximum Mean Std. D 

EXPERIENTIAL 
MARKETING 

X7 - INTEREST 48 1,0 5,0 4,188 1,0033 

N valide (listwise) 48     
TRADITIONAL 
MARKETING 

X7 - INTEREST 47 1,0 5,0 3,404 1,2452 

N valide (listwise) 47     
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7. CONCLUSION 
 

This chapter begins with an answer to the research question according to our 

hypothesis. It leads to the definition and validation of our model. Theoretical and 

managerial implications then follow. Finally, we end this work with its limitations and 

our recommendations for future research on this subject. 

 
 

7.1. Answer to the research question 
 

 

Nowadays we are in a very competitive market where products have all very sustainable 

competitive advantages. It is difficult to find the difference between products. Finding a 

new way to reach this advantage of differentiation from one to another is becoming the 

key issue for companies to survive in this context. Experiential marketing is one of 

those new ways by making the customers living an experience through the creation of 

emotions. As we have explained previously, experiential marketing has for goal to 

create emotions to the customer that lead to enjoy an experience for the consumer and 

activate its purchase decision. However, luxury products trigger emotions and 

experiences themselves, as objects, without any environment‘s help. It is aesthetic 

products, created by the genius of very talented designers in wonderful materials. 

Luxury products are like work art and could make people travel in their mind, escape 

from the reality. So, as they are experiential product intrinsically, we wanted to know if 

using experiential marketing for selling those products is really useful. Moreover, as we 

explained previously, some people are more sensitive to emotions and aesthetic than 

others. We also wanted to know if experiential marketing has an impact on these people. 

Thanks to the quantitative and qualitative data we have collected we are enable to 

answer the following research question: Does experiential marketing affect the 

behaviour of luxury goods consumers?  

 

The hypothesis we tested were: 

 

H1: Experiential marketing will increase the emotions of consumers of luxury goods. 

H2: Experiential marketing will change the attitude (the way the customer evaluate the 

object) of cognitive people. 

H3: Experiential marketing will increase the purchase intention and purchase decision 

of consumers of luxury goods. 

 

Regarding the first hypothesis, the quantitative analyses we have made demonstrates 

that experiential marketing increase the emotions of consumers of luxury goods. Indeed, 

by comparing the means of the level of emotions felt in Boulogne and the Champs-

Elysées and finding a significant correlation between the level of emotions and the 

location, we proved that consumers feel more emotions in the store using experiential 

marketing (Boulogne) than in the store using traditional marketing (Champs-Elysées). 

 

The second hypothesis we have raised is if the experiential marketing stimulates the 

affect of cognitive people and therefore change their attitude. First we have found that 

cognitive people felt more emotions in the Boulogne‘s store and react less according to 

their affective sensibility. Then we demonstrated that this raise of emotions influenced 
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cognitive people in their evaluation of the product by looking at their purchase 

intention. Indeed, we found a correlation between the raise of emotions and the raise of 

purchase intention of cognitive people in the store of Boulogne. Therefore we can 

conclude that experiential marketing changes the attitude of cognitive people regarding 

the luxury product. 

 

Then, we wanted to know thanks to the third hypothesis if experiential marketing has an 

effect on the consumer behaviour of luxury goods consumers. Behaviour means the 

intention of the consumer to do something regarding the product. It could be purchasing 

the product or the intention to buy it or not. Therefore we used the measurement of 

purchase intention to answer this hypothesis. By doing a bivariate regression we found 

that there is a relationship between the level of emotions felt and the purchase intention 

of the consumer, Indeed, the regression coefficient is interpreted as ―for every unit that 

emotions increase, purchase intention will increase by 2.971units in the Champs-

Elysées store, and 1.804 in Boulogne‖. Therefore the experiential marketing increases 

actually the purchase intention of people so have an effect on their behaviour. We arrive 

at the same observation for the purchase decision. 

 

To summarize, experiential marketing increases the emotions felt by the luxury goods 

consumers. These emotions can change the hierarchy of effects of cognitive people and 

therefore their attitudes. It doesn‘t change the attitude of affective people because it is 

already hedonic but just reinforce it. Then, this new more affective attitude, or 

evaluation of the product, has an influence on their behaviour, which means their 

purchase decision and intention. 

As a result, now we are able to answer the research question and say that experiential 

marketing affects the behaviour of both affective and cognitive consumers of luxury 

goods. So, experiential marketing is indeed useful in the luxury field. 

 

Figure 7.1 The model of the effect of experiential marketing on luxury goods 

consumer‟s behaviour 
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7.2. Theoretical implication 
 

 

In this part, we will see what the implications of our results are in an academic point of 

view. 

 

First, we observe in our literature review that several researchers gave tools to apply 

experiential marketing  

In their article, Atwal and Williams (2008) made their research about experiential 

marketing in the luxury field. They state that luxury goods have a power to create 

emotions intrinsically and that most of companies pretend doing experiential marketing 

while in reality they are having a traditional approach. They indeed just use the emotion 

that the luxury product creates intrinsically and no other marketing tools. Therefore, 

Atwal and Williams try to apply real experiential marketing to luxury companies‘ 

strategies by giving them advice to do it. However they don‘t give the result of this 

application of experiential marketing in luxury field. This is what we studied. The 

question is: is experiential marketing useful in the luxury goods field as the product 

creates already emotions by itself?   

We answered this question and we have found that yes, experiential marketing is useful 

in the luxury good field despite the fact that product intrinsically create emotions. 

 

Also, the observations we made confirms Pine and Gilmore‘s four realms in 

―Experience economy‖ which are ―Educational, Aesthetic, Escapist and Entertainment 

experiences to create experiential value in the business. Indeed, as we explained before, 

Lancel have used it in their store (even if they didn‘t know) and it actually well 

increased emotions of consumers. 

 

We will see now that our results have also managerial implication. 

 

 

7.3. Managerial implication 
 

 

The experiential marketing in the luxury field is a new trend. There are not precise 

guidelines to use it, but managers can rely on what Pine and Gilmore (1999) or Schmitt 

wrote about experiential marketing. Pine and Gilmore said that experiential marketing 

should be based on entertainment, aesthetic, education and escape. Besides Schmitt 

distinguish five different types of experiences that marketers can create with their tools 

for customers: sensory experience (SENSE); affective experience (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). 

 

Marketers can base their new marketing strategy on that as did Lancel with its new 

concept of store. However, before applying these rules, marketers should know who 

they want to target. For example a brand like Lancel will target people who have an 

elegant and classic style, and who like traditional brand in leather goods. Nevertheless, 
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Marc Jacobs would target people who are more fashion. So, the store should be less 

classical than the store of Lancel. When marketers know which segment they will 

target, they just have to be creative, like having a particular perfume in the store, or 

special songs made for the store (like Comptoir des Cotonniers does with remixes from 

different artists), or broadcasting images or videos on TVs…etc. 

 

 

 

7.4. Limitations 
 

 

Our research has shown several limitations. 

 

Concerning the size of the sample analyzed, we could have interviews more people to 

have a more reliable answer. However, because of a lack of time and money we 

couldn‘t manage it. 

 

Also, we chose only one brand to represent the luxury goods field but it could be better 

if many brands have been studied. However it is hard to find a brand which still has two 

different types of store, one using experiential marketing and one using traditional 

marketing. Moreover, if we want to study another brand using experiential marketing 

which don‘t have old concept store anymore, we should have gathered previous data 

collected in this store, which is quite impossible. 

 

Furthermore, it should have assessed the same respondents in both stores in order to 

have more reliable comparison between stores results. 

 

We should have done the survey in different locations and countries because Chinese‘s 

people could react differently than French people to the stimuli of experiential 

marketing. Lancel has indeed a store in Shanghai however we missed money to go 

there. So, there might be a cultural effect on our results. 

 

We also can talk about measurement problems.  Measuring emotions is difficult. 

Consumers do not consciously set out to details how intense they feel emotions. Their 

responses about the intensity but also about the emotions they feel could be biased. It is 

possible that they felt other emotions than the emotions from our scale. This is why we 

should have created another item in our scale named ―other: ….‖ 

Moreover, we forget a very useful question in our questionnaire. We realized it when 

doing the analysis. We should have asked how important beliefs are in their purchase 

decision and intention, and also their evaluation of the role of emotions with respect to 

these beliefs, in their evaluation of the product. Indeed, in our analysis, we conclude that 

cognitive people change their attitudes by doing a correlation between the increase of 

emotions they felt and the increase of their purchase intention and decision. However, it 

could be more reliable if we had asked respondents the real reason of their purchase and 

if this reason has changed during the time they spent within the store. Nevertheless, it is 

also difficult to measure. Consumers often do not give very reliable answers because it 

is difficult for consumers to realize it. We should have created a scale. 
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7.5. Recommendations for the futures researchers 
 

 

According to our limitations, the future researches should collect more questionnaires, 

try to have data from different brands and locations using experiential marketing in the 

luxury goods filed and try to test the same respondents in both stores. 

We have measured the emotions of the respondents by doing wording measurement. 

However the answers of the respondents may be biased because influenced by the list of 

emotions used or emotions may be missing for example. Therefore using non wording 

methods like the observation of the face expressions of respondent could add value to 

our results. This method is very long to use and demand knowledge in facial 

expressions. 

 

Future researches should focus on qualitative data by organizing focus groups who 

could visit a store which does not use experiential marketing and a store which does. In 

the stores, the researchers would observe the behavior of people from the focus groups. 

Then, after the phase of observation, researchers would ask questions to people, to 

know their impressions, their intentions etc… This kind of study could help to better 

understand the behavior of customers in the two kinds of store, especially the 

differences and see if experiential marketing has an impact on consumers. 
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APPENDIX A  
  

The Questionnaire 

 

Would you please help us by spending a few minutes answering the questions below? Please put a tick in 

the box that corresponds to your answer. 

2 - Sex of the respondent:     Male   Female     

   

3 - Age:       20-29     30-39     40-49     50-59     60-69    70+ 

4 - Time spending in the store in minutes:     1-10    11-20     21-30  30+ 

During your time in the store, have you felt emotions?  Please rate on the scale below the intensity with 

which you felt the following emotions. 1 is means null intensity, 5 is means high intensity. Please circle 

the answer. 

5 - Joy                          1      2  3  4  5 

6 - Sadness                1  2  3  4  5 

7 - Interest                1  2  3  4  5  

8 - Anger                    1  2  3  4  5 

9 - Guilt  1  2  3  4  5 

10 - Shyness  1  2  3  4  5 

11 - Disgust  1  2  3  4  5 

12 – Contempt  1  2  3  4  5 

13 - Surprise  1  2  3  4  5 

14 - Fear  1  2  3  4  5 

15 - Pleasure  1  2  3  4  5 

16 - Excitation  1  2  3  4  5 

17 - Dominance  1  2  3  4  5 

18 - With which frequency do you buy in this store? Never      Sometimes         Often Very often 

19 - Have you purchase this time?    Yes  No 

20 - If not, please circle the number which corresponds to your willingness to buy a product after your visit in 

the store. 
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Score   Verbal equivalent 

0 1        No chance, almost no chance  5 Fairly good possibility  10 Sure 

1 2        Very slight possibility  6 Good possibility 

2 3         Slight possibility   7 Probable 

3 4        Some possibility   8 Very probable 

4 5        Fair possibility         9 Almost  

5  

6 21 – What is your job?  Farmer  Medium manager  Craftman/retailer                  

7 Liberal profession          Employee                Retired                    Worker  

          Job seeker   Senior executive  Jobless 

22 – What is your level of study?  BAC   BAC+2   Bachelors   

          Master           PHD 

The following propositions concern emotions reactions that you can feel in everyday life event. We are 
asking you to indicate how you react to this event by circling the number which fit the best with your 
reactions (only one number for each propositions). 

Could you please, for each proposition, circle THE number who fit the best to your reaction by according 
to the following scale? There is no good or bad answer. 

 

Never Almost never sometimes often 
Almost 
always 

always 

1 2 3 4 5 6 
 

23. When I am happy, I is like a form of 
exuberance 

            1            2            3            4            5            6 

24. I feel bad when I lye             1            2            3            4            5            6 
25. My emotions used to be stronger than for 

other 
            1            2            3            4            5            6 

26. When I feel happy, it is so strong that it is 
like reaching seventh heaven 

            1            2            3            4            5            6 

27. I cry in front of sad movies             1            2            3            4            5            6 
28. When I am happy I have a feeling of 

satisfaction and quiet than being enthusiasm 
            1            2            3            4            5            6 

29. The souvenirs I prefer are those where I feel 
serenity more than enthusiasm 

            1            2            3            4            5            6 

30. Watching someone wounded affect me 
deeply 

            1            2            3            4            5            6 

31. Quiet and relaxed are adjectives which 
describe me well 

            1            2            3            4            5            6 

32. When I am happy, I am full of joy             1            2            3            4            5            6 
33. Seeing the picture of a violent car crash             1            2            3            4            5            6 
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makes me sick 
34. When I am happy I am full of energy             1            2            3            4            5            6 
35. When I succeed in doing something, my 

reaction is a quiet satisfaction 
            1            2            3            4            5            6 

36. When everything is good, I fell like on cloud 
nine 

            1            2            3            4            5            6 

37. When I feel angry, I can easily stay 
reasonable and not react excessively 

            1            2            3            4            5            6 

38. When I know I did something very well, I feel 
cool and relaxed more than exited and 
enthusiasm 

            1            2            3            4            5            6 

39. My moments of bad mood are very low in 
intensity 

            1            2            3            4            5            6 

40. When I am happy, it is like a quiet 
satisfaction 

            1            2            3            4            5            6 

41. My friends will certainly say that I am a 
stressed and anxious person 

            1            2            3            4            5            6 

42. When I am happy I have too much energy             1            2            3            4            5            6 
 

Thank you! 
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APPENDIX B 
 

Interview 

 

1) What is your position in the Lancel company? What are your main tasks?  

 

I am the Trade Marketing Director. My missions are on 4 areas: Store Design, Visual 

Merchandising, Marketing and International Media.  

 

In the area of Store Design, my main task is to coordinate and follow all the projects on 

new stores launch in the world. I also have to follow the maintenance and the works 

made on the stores.  

 

In the area of Visual Merchandising, I develop the upgrade merchandising and the 

strategy merchandising. I also develop new merchandising tools and shop feeling. 

 

For the Marketing, I am in charge of the marketing plan. I elaborate and coordinate it in 

France and in the world. I also elaborate and implement new campaigns for the shop-

windows. Regarding the web marketing, I am in charge of the development of the 

strategy and tools. 

 

Regarding the International Media, my main task is to coordinate and implement the 

strategy. 

 

2) For how long have you been working here?  

 

I have been working here for two years and a half.  

 

3) Could you describe the concept of the new Lancel store? 

 

A contemporary classic language can embrace a wider era; one that takes in Lancel‘s 

history but also its future. Rather than the radicalism of the design, the choice is 

therefore one of continuity and timelessness. 

This is an inviting space, where luxury is discreetly present and the products are shown 

in disciplined profusion, with furnishings that play on preciousness and generosity. A 

delicatessen, a hotel lobby, a jeweller‘s, a mansion house, or something of all four… 

This is not just a place to look, but a place to feel and to be. Distinct ―moments‖ connect 

in a perambulation, a leisurely discovery that is interspersed with opportunities to stop, 

to sit or to browse Lancel‘s history. 

All is not revealed at first glance. The impression is one of a gradual discovery, of being 

able to take one‘s time, to soak up the atmosphere and visit, not simply buy. 

The service, its value and how it is put in place has an essential importance.  

The choice of a product, the comparison, the trying, the piece of advice, this critical and 

exciting moment of buying, this moment when the will becomes reality is dramatized. 

The client is an actor in this place. 
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The same presentation tables and private spaces as in a jeweller‘s, ―bookcases‖ whose 

doors slide open to reveal more products, different colours, vast mirrors in which to 

observe oneself, chairs and sofas tucked away to mull over one‘s decision, everything is 

in place to make each purchase a moment of comfort and significance.  

The boutique becomes an immersion in the world of Lancel with leathergoods of 

course, but also illustrations of everything the brand embodies: its history and expertise, 

its choices and uniqueness. Anecdotal or ironic, curious or simply beautiful, vintage 

products are a part of this while experimental designs show Lancel‘s energy in 

inventing the future. A giant screen (mipix) near the stairs broadcast electro vibrations 

for the future generations. 

This concept expresses an image beyond fashion. Its purpose is not to dazzle but to 

create a mood of classic refinement in which the intrinsic and creative quality of Lancel 

products is immediately felt. It stands aside from fashions and trends to install a more 

serene and lasting relationship with history and time.  

 

4) How the idea of the new concept store came up?  

 

It corresponds to a real repositioning of the brand on a segment more up-market.  

 

5) What is new in this store compared to the other stores? 

 

All is new: the raw materials, the colours, the inspiration, the number of products 

exposed… 

 

6) Why did you choose these new techniques?  

 

We chose these new techniques to correspond to a segment more up-market. 

 

7) Do you think there has been an impact on the customers? If yes, what is it? 

 

We are gaining new customers from the up-market with a high purchase power. 

 

8) Since the launch of the new store, have you seen differences in the customer 

behaviour, like increase of sales, or more customer loyalty?  

 

We had an increase by 20% of our net income plus real strong progressions on the little 

leathergoods segment and on the bags for women which are positioned up-market. 

 


