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	Term
	Definition

	Experiential Marketing
	A marketing approach that focuses on creating sensory, emotional, cognitive, and relational experiences for customers rather than only promoting product features.

	Emotional Brand Attachment
	A deep psychological and emotional connection between consumers and a brand is developed through meaningful experiences and repeated interactions.

	Customer Experience
	The overall perception and response of customers resulting from interactions with a brand across multiple touchpoints.

	Omnichannel Engagement
	The integration of physical and digital channels to provide a consistent and seamless customer experience.

	Brand Engagement
	The level of cognitive, emotional, and behavioural involvement customers have with a brand.

	Servicescape
	The physical environment of a service setting, including ambience, layout, design, and sensory elements, influences customer perceptions and behaviour.

	Third-Place Concept
	A social environment outside the home and workplace where customers feel comfort, belonging, and community connection.

	Brand Loyalty
	The tendency of customers to repeatedly purchase from or remain committed to a specific brand over time.

	Emotional Branding
	A branding strategy that creates emotional relationships between consumers and brands through values, identity, and meaningful experiences.

	Identity Connection
	The extent to which consumers associate a brand with their self-image, personality, or lifestyle.
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This dissertation explores the effects of emotional branding strategies on consumer perceptions in the luxury fashion market, with Burberry being one of the case studies. Chapter 1 presents the research, including the background, rationale, aim, and objectives and the importance of emotional branding as a means of creating consumer loyalty and brand engagement. Chapter 2 is a critical literature review, which examines the most important theoretical frameworks and current research on emotional branding, luxury marketing, and consumer perception and locates gaps, which explain why the study focused on Burberry. In Chapter 3, the research methodology has been described, it is a qualitative, deductive approach based on the analysis of secondary data supported by the research onion developed by Saunders, though focusing on the ethical aspects, data credibility, and scholarly integrity. Chapter 4 uses the theoretical framework to Burberry, critically assessing its emotional branding initiatives, internal and external environment, the success of its marketing efforts, and synthesising the information with the analytical tool of the TOWS matrix. Chapter 5 provides the analysis of findings, relating the context implemented to the theories of consumer perception, showing how the strategies implemented by Burberry influenced brand loyalty, engagement, and emotional connection. The last chapter of the study is the conclusion, which summarises the main findings, implications of the findings to the management of a luxury brand, and recommendations to improve emotional branding strategies. The dissertation reveals that theoretical knowledge and practical analysis should be combined to present an impression to scholars and practitioners who want to gain an understanding of the processes and impact of emotional branding in the luxury fashion industry.


Table of Contents
Declaration	ii
Acknowledgement	iii
AI Use Acknowledgement	iv
Glossary	v
Abstract	vi
Chapter 1: Introduction and Rationale	1
1.1 Research Background	1
1.2 Research Rationale	2
1.2.1 Theoretical Justification	2
1.2.2 Practical Justification	4
1.2.3 Research Vision	4
1.3 Research Aim, Objectives and Questions	5
1.4 Dissertation Structure	5
Chapter 2: Literature Review	7
2.1 Introduction	7
2.2 Thematic Overview of the Literature	7
2.2.1 Experiential Marketing and Experience Economy	7
2.2.2 Customer Experience and Brand Engagement in Omnichannel Contexts	9
2.2.3 Emotional Brand Attachment and Emotional Branding	10
2.2.4 Linking Experiential Marketing to Emotional Brand Attachment (Mechanisms and Context: Starbucks & Coffee Industry)	11
2.3 Theoretical Foundation and Contribution	13
2.4 Conceptual Framework	14
2.5 Summary Table of Key Literature	16
2.6 Conclusion	19
Chapter 3: Research Methodology	20
3.1 Introduction	20
3.2 Research Philosophy, Approach, and Design	20
3.2.1 Research Philosophy	21
3.2.2 Research Approach	21
3.2.3 Research Strategy	21
3.3 Justification for Case Study Methodology	22
3.4 Case Selection and Sampling Strategy	22
3.4.1 Sampling Logic	22
3.4.2 Case Selection Criteria	23
3.4.3 Case Profile	23
3.4.4 Justification of Case Choice	24
3.5 Data Sources and Data Collection	24
3.5.1 Types of Secondary Data Sources	24
3.5.2 Data Collection Process	25
3.6 Data Analysis Approach	26
3.6.1 Analysis Framework	26
3.6.2 Thematic Analysis Process	27
3.6.3 Within-Case Analysis	27
3.6.4 Cross-Source Synthesis	27
3.7 Research Quality and Rigour	27
3.8 Ethical Considerations	28
3.9 Chapter Summary	28
Chapter 4: Findings	29
4.1 Introduction	29
4.2 Case Study 1: Starbucks	29
4.2.1 Introduction and Background	29
4.2.2 The Challenge or Opportunity	29
4.2.3 The Approach and Implementation	30
4.2.4 Outcomes and Results	30
4.3 Case Study 2: Costa Coffee	30
4.3.1 Introduction and Background	30
4.3.2 The Challenge or Opportunity	31
4.3.3 The Approach and Implementation	31
4.3.4 Outcomes and Results	31
4.4 Case Study 3: Dunkin’	32
4.4.1 Introduction and Background	32
4.4.2 The Challenge or Opportunity	32
4.4.3 The Approach and Implementation	32
4.4.4 Outcomes and Results	33
4.5 Case Study 4: Tim Hortons	33
4.5.1 Introduction and Background	33
4.5.2 The Challenge or Opportunity	33
4.5.3 The Approach and Implementation	33
4.5.4 Outcomes and Results	34
4.6 Case Study 5: Caffè Nero	34
4.6.1 Introduction and Background	34
4.6.2 The Challenge or Opportunity	34
4.6.3 The Approach and Implementation	35
4.6.4 Outcomes and Results	35
4.7 Summary of Cross-Case Analysis	35
4.7.1 Common Industry Triggers	35
4.7.2 Shared Experiential Marketing Patterns	36
4.7.3 Strategic Differences Across Brands	36
4.7.4 Overall Cross-Case Judgement	36
4.8 Chapter Summary	36
Chapter 5: Discussion and Analysis	37
5.1 Purpose and Positioning	37
5.2 Analytical Framework and Logic	37
5.3 Cross-Case Synthesis: Compare and Contrast with Literature	38
5.4 Integration to Conceptual Model	41
5.5 Robustness Considerations	41
5.6 Practical Synthesis (Bridge to Chapter 6)	42
5.7 Chapter Summary	42
Chapter 6: Conclusion and Recommendations	44
6.1 Introduction	44
6.1.1 Purpose of the Chapter	44
6.1.2 Research Recap and Analytical Positioning	44
6.2 Brief Summary of Key Findings	44
6.3 Theoretical Implications	45
6.3.1 Contribution 1: Extension of Experiential Marketing Theory	45
6.3.3 Contribution 3: Mechanism-Based Understanding of Emotional Attachment Formation	46
6.3.4 Contribution 4: Refinement of the Conceptual Framework	46
6.4 Managerial Implications	47
6.5 Limitations and Directions for Future Research	48
6.6 Closing Statement	48
References	50
Appendices	55
Appendix A: Search Strategy Table	55
Appendix B: Case Selection Criteria	55
Appendix C: Thematic Coding Framework	55
Appendix D: Cross-Case Comparison Table	56
Appendix E: Ethical Form	57



List of Figures
Figure 1: Conceptual Framework	14
Figure 1 Conceptual Framework	14
Figure 2 Research Onion Model	20
Figure 3 Analysis Framework	26
List of Tables
Table 1: Dissertation Structure	5
Table 2: Summary Table of Key Literature	16
Table 3 Case Profile	23



2 | Page


[bookmark: _Toc231245207]Chapter 1: Introduction and Rationale
[bookmark: _Toc231245208]1.1 Research Background
The coffee house market worldwide has experienced rapid growth in the last ten years and is intensely competitive. In 2023, the coffee market worldwide earned USD 200 billion, and the growth price stayed steady with the urbanisation, lifestyle shifts and premium drink consumption patterns (Akash Raskar, 2025). Starbucks, Costa Coffee, and Dunkin are international chains that do not just compete based on the quality of their products but also on the store experience, brand identity, and interactions with their customers. The competitive landscape is no longer based on price and product differentiation but on experience-based positioning. In more advanced prices, customers demand more coffee shops to serve as social centres, remote work stations, and lifestyle destinations as opposed to basic beverage stores. Consequently, service ambience, setting and emotional appeal have formed a primary competitive strategy in hospitality and retail.
Experience demonstrates that there is an increasing demand towards experience consumption. According to PWC (2025), more than 70% believe that customer experience prominently reflects in the purchasing decision of the consumer, and most consumers are ready to pay more to get a better experience. On the same note, McKinsey (2023) emphasises that customer experience leaders experience a revenue growth rate that is much higher than that in the industry. These results illustrate the increasing significance of value creation that is based on experience. The key distinguishing aspects in the coffeehouse industry are shifting towards store ambience, customised service, online reward systems, and community involvement projects. Competition has also been transformed by technology. Digital rewards, mobile ordering, and app-based interaction make it more convenient and build a stronger brand interaction that extends outside of the brick-and-mortar. Customer experience, hence, acts as a differentiation strategic lever along with a long-lasting brand equity.
In this transformation, experiential marketing is involved. Experience marketing can be defined as strategies that establish sensory, emotional, cognitive and relational contacts between customers and brands, in lieu of the conventional feature-based marketing. Experiential marketing, as opposed to the traditional marketing approach, places emphasis on experiences with the brand. Attitudes and behavioural intentions are determined by sensory design, storytelling, interactive touchpoints, and personalised engagement. It has been argued that experiential features enhance recall and emotional reactions and, as such, aid in loyalty and recommendations (Fakhrurozi et al., 2025). The consumers are demanding genuine and valuable brand experiences that resonate with their lifestyle and identity.
This topic has become more relevant in the experience economy. Customer experience management is now a board-level concern in the service industries. Omnichannel engagement strategies combine both phylogical and online interactions to improve brand interactions (Chawla, Chawla and Jain, 2024). Nevertheless, in spite of the intensive spending on experiential programmes, most organisations do not know how to transform experiences into sustainable emotional brand attachment. The emotional connection is something that is presupposed to be clear and not directly measured. Starbucks is commonly regarded as the originator of the experiential branding that it pursues with its concept of the third place, the store design, and digital ecosystem. However, less research is conducted in a systematic manner to understand the application of experiential marketing strategies in the relationship between these strategies and the attachment of emotions to the brand in a coffeehouse setting. This paper fills this gap by examining Starbucks as a case study.
Starbucks is competing on the same level as brands like Costa Coffee, Dunkin', Tim Hortons and Caffè Nero. These companies also utilise experiential tactics such as in-store atmosphere, loyalty programmes and online activity. Nonetheless, Starbucks is even more differentiated by putting more emphasis on emotional branding and the concept of the third place. Hence, the comparative insights would aid in placing Starbucks into the broader experiential marketing context.
Starbucks competes with Costa Coffee, Dunkin', Tim Hortons and Caffè Nero. They also embrace experiential approaches, such as store design, loyalty cards and online engagement. But Starbucks stands out with greater emphasis on emotional branding and the "third place" strategy. As a result, benchmarking insights position Starbucks in the broader experiential marketing field.
[bookmark: _Toc231245209]1.2 Research Rationale
[bookmark: _Toc231245210]1.2.1 Theoretical Justification
The available literature gives solid grounds for experiential marketing, customer experience management, and emotional branding. Experiential Marketing Theory, which is put forward by Schmitt (2010), insists that consumers react to the brand based on five experiential modules: sense, feel, think, act and relate. This model describes how brands can structure the stimulus of senses and emotions to build immersive experiences. Likewise, Brand Experience Model created by Brakus, Schmitt and Zarantonello (2009) shows that sensory, affective, behavioural, and intellectual brand-related stimuli affect consumer satisfaction and loyalty. Studies indicate that positive brand experiences influence perceptions, attitude and intention to behave. Customer experience management also highlights that the various touchpoints should be integrated to offer a uniform value to the customer, both on the physical and digital platforms. Emotional branding theory portrays the significance of establishing emotions between consumers and brands. According to Brand Attachment Theory, the more such positive interactions become repetitive, the more psychological attachments develop, and long-term loyalty ensues (Boateng et al., 2020). These theories combine to point out that experiential factors have an impact on consumer behaviour through memory, identity, and emotional resonance shaping. Emotional branding is thus essential in maintaining loyalty even after the business experience is conclusive.
Even with such developments, significant loopholes still exist in the literature. The majority of researches concentrate on the results of customer satisfaction or service quality instead of attachment to the brand. The fact of satisfaction does not always result in profound psychological attachments (Oliver, 1999). Furthermore, the experiential marketing (as a concept) is frequently studied using empirical data regarding general retail settings, but not regarding particular hospitality industry (such as coffeehouse brands). The operation of the experiential strategies in branded service facilities such as Starbucks has received little scholarly attention. A lot of the available studies are based on quantitative survey research that captures the perceptions of experience and provides minimal contextual clues as to how the strategy of experience is implemented into life. Depending on the studies, the evidence is not always consistent on the role of experiential elements in driving loyalty. There are studies that indicate strong mediation effects via satisfaction and weak or indirect ones (Deng, Chen and Zhao, 2023). There is also little research on the suitability of the combination of physical store experiences and online interaction. With the trend where brands are turning towards omnichannel strategies, a closer study is needed into how in-store ambience can be incorporated with digital loyalty programmes.
Thus, there is an apparent gap in research. Experience in marketing and emotional attachment to a brand is an under-researched area in the hospitality and retail industries. Little is known about the influence of experiential factors on creating emotional brand relations in coffeehouse brands like Starbucks (Asyhari and Dermawan, 2024). This discrepancy has some theoretical interest since it limits the application of the experiential marketing theory in relation to attachment-based models. Experience-based branding models are not complete without analysing emotional attachment directly. Conceptually, by learning how immersive experiences result in emotional attachment, we can gain more insight into how processes that lead to long-term loyalty work. This research thus explores the contribution of experiential marketing to the process of emotional brand attachment using a case study in Starbucks.
[bookmark: _Toc231245211]1.2.2 Practical Justification
This study is very much applicable in business practise. Customer experience plays a crucial part in achieving competitive advantage in the hospitality and retail industries. Coffeehouse brands do not just compete based on the quality of the product they sell, but also on store environment, service interaction, and brand storytelling. The third place concept at Starbucks makes its stores more of social and community places instead of mere beverage shops (Starbucks, 2024). Digital loyalty programmes and mobile applications increase the level of engagement beyond the physical store. According to PwC (2023), over 70% of buyers find customer experience to be one of the motivators that make purchases. Customer experience in companies that are leaders is better than that of their competitors in terms of increasing revenues and retaining customers.
But managers have serious difficulties. Emotional brand attachment can hardly be measured and controlled. It is complicated to design homogeneous experiences on the physical and digital channels. Global and local relevance have to coexist in a brand (Okonkwo et al., 2023). In the absence of a clear insight into how experiential marketing builds emotional connections, organisations may find themselves spending a lot of money on experiential campaigns without attaining long-term loyalty. The cost of the alternative is high. Lack of building emotional attachment will potentially diminish brand equity and decrease competitive advantage in the experience-based economy. This research is a source of information that can be used to make more successful experiential branding strategies.
Starbucks aspires to create a "third place" (neither home nor work) that creates a sense of community and security for customers. This approach resonates with experiential marketing, as it involves creating emotional connections, building communities and offering personalised experiences, rather than just transactional relationships.
[bookmark: _Toc231245212]1.2.3 Research Vision 
The study will help in enhancing the conceptualisation of experiential marketing as a strategic tool in developing emotional brand attachment in service-based businesses. Although the literature has mainly concentrated on the issue of customer satisfaction and loyalty, this research project preconceives a broader view of the problem, looking at the emotional and psychological mechanisms that support the long-term consumer-brand relationships. By offering context-specific information on the Starbucks example, the study aims to address the gap between the practice of experiential marketing and its results of attachment. In this way, it also aims at helping in the academic growth and managerial decision-making. The final vision of the study is that organisations will be able to go beyond transactional engagement to establish meaningful and emotionally motivated brand relationships that will increase their long-term competitive advantage.
[bookmark: _Toc231245213]1.3 Research Aim, Objectives and Questions
[bookmark: _Toc223645862]Research Aim
To examine how experiential marketing influences emotional brand attachment in Starbucks.
[bookmark: _Toc223645863]Research Objectives
1. To examine how experiential marketing strategies are implemented in Starbucks.
2. To analyse how experiential marketing influences emotional brand attachment among customers.
[bookmark: _Toc223645864]Research Questions
· How does experiential marketing influence emotional brand attachment in Starbucks?
[bookmark: _Toc231245214]1.4 Dissertation Structure
[bookmark: _Toc229400685]Table 1 Dissertation Structure
	Chapter
	Description

	Chapter 1: Introduction
	This chapter presents the background of the research and the industry environment. It describes the rationale of the research, the research gap, and the research aim, objectives and questions. It provides the academic and practical significance of the research.

	Chapter 2: Literature Review
	This chapter is a critical review of the literature on experiential marketing, customer experience management, emotional branding and the brand attachment theory. It formulates the theoretical basis and conceptual framework of the study.

	Chapter 3: Methodology
	The chapter describes the interpretivist philosophy, inductive approach and qualitative single-case design. It describes secondary data gathering, the use of purposive sampling, thematic analysis and ethics.

	Chapter 4: Findings and Analysis
	The chapter offers a thematic analysis of the experiential marketing strategies of Starbucks. It establishes the primary aspects of experience and analyses the impact of emotion on brand attachment.

	Chapter 5: Discussion 
	This chapter explains findings against existing literature, answers the research questions, and outlines the theoretical and practical implications.

	Chapter 6: Conclusion and Recommendations
	In this chapter, the study findings are summarised, and the research question is addressed. It includes theoretical and practical implications, managerial implications, and future research opportunities.





[bookmark: _Toc231245215]Chapter 2: Literature Review
[bookmark: _Toc231245216]2.1 Introduction
The chapter critically examines current academic and industry literature in order to develop the theoretical framework of the role of experiential marketing in the development of emotional brand attachment. It seeks to integrate major ideas, to compare opposing points of view, and to pinpoint gaps as pertinent to the research problem posed in Chapter 1. Although previous research has already covered the concept of experiential marketing and customer experience extensively, little research has been conducted on how these aspects translate into emotional brand attachment, especially in service-oriented situations.
The chapter concentrates on four main areas: experiential marketing, customer experience, emotional brand attachment and how it is implemented in the context of Starbucks. Experiential marketing is discussed as a marketing strategy which influences the perception of customers with senses and emotions (Schmitt, 2011). The literature on customer experience emphasises the role of coordinated interactions through touchpoints (Deng, Chen and Zhao, 2023) and the role of emotional brand attachment studies with a focus on more psychological ties than satisfaction and loyalty (Bosmans et al., 2020). Nevertheless, the streams are commonly researched separately, which restricts the knowledge of their synergistic effect.
This review is limited to service and hospitality markets, where experience is the most important factor in value generation and does not cover purely product-based branding situations. The chapter is organised into thematic sections, which are followed by theoretical integration, conceptual framework development and identification of research gaps which drive this study.
[bookmark: _Toc231245217]2.2 Thematic Overview of the Literature
[bookmark: _Toc231245218]2.2.1 Experiential Marketing and Experience Economy
Experiential marketing is a strategy that has been developed as the marketplace has become very competitive and saturated, with product-based differentiation not being enough. According to Schmitt (2011), experiential marketing is a process whereby brands establish sensory, emotional, cognitive, behavioural and relational experiences, which involve more than just the functional value to consumers. On the same note, Onyeke, Anukwe and Iloka (2024) underscore the fact that experiential marketing incorporates various aspects of consumer interaction, such as emotional and social engagement. These views are aligned with Brakus, Schmitt and Zarantonello (2009), who conceptualise brand experience as a multidimensional construct, which entails sensory, affective, intellectual, and behavioural reactions. These frameworks combined imply that experiences are at the centre of influencing consumer perceptions and behaviours.
This change is directly connected to the notion of the experience economy. Pine and Gilmore (2014) maintain that companies are more competitive based on the way they stage memorable experiences as opposed to offering products or services. Khanna (2017) shares this argument and indicates that experiential strategies help companies to develop differentiation and improve customer interactions in highly competitive markets. Although both of the perspectives believe in the strategic role of experience, there is a difference in the emphasis. Pine and Gilmore (2014) emphasise macro-level economic change, and Khanna (2017) emphasises a competitive position of the firm. This distinction is important as it reveals that experiential marketing functions both as a macroeconomic phenomenon and as a marketing strategy, which needs to be examined in greater detail at the organisational level.
In spite of the high theoretical development, the literature has some significant limitations. Although Schmitt (2010) has offered a detailed framework of how the experience affects consumer reactions, a lot of empirical studies have concentrated on the results of the experience, like satisfaction and loyalty, instead of on the more emotional attachments. Equally, Chawla, Chawla and Jain (2024) indicate that brand experience affects loyalty, but they fail to elaborate on how such experiences can be converted into emotional brand attachment. This generates a conceptual distance, with the shift of experience into attachment being assumed, not studied as such.
Moreover, there is a conceptual gap in existing literature as to conceptualising experiential marketing constructs. According to Onyeke, Anukwe and Iloka (2024), the definition of experiential marketing is broadly used in studies and thus, measurement and use of experiential marketing are not consistent. Schmitt (2011), by contrast, suggests a more systematic approach, putting forward structured experience modules. This discrepancy matters since it reduces the generalizability of results and reduces the integration of theories. Thus, despite the accepted importance of experiential marketing as a major force behind consumer interaction, the contribution of this concept to the formation of emotional attachment has not been fully explored and theorised, especially in the service setting.
[bookmark: _Toc231245219]2.2.2 Customer Experience and Brand Engagement in Omnichannel Contexts
Customer experience is the process by which experiential marketing is provided and experienced in various touchpoints. The conceptualisation of customer experience by Lemon and Verhoef (2016) is based on the idea that it is a cumulative process that can occur at pre-purchase, purchase, and post-purchase phases. Roy et al. (2025) confirm this view, stating that constant communication between customers and brands in digitally enabled settings determines customer experience. Both articles concur that customer experience is multi-phase and dynamic, but Lemon and Verhoef (2016) dwell on the structure of a journey, whereas Roy et al. (2025) dwell on technological integration. This difference underscores how experience management is becoming more and more complex in contemporary markets.
Physical environment or servicescape is an important factor in determining customer experience. Asghar Ali et al. (2021) show that customer emotions and behaviour intentions depend on environmental factors like lighting, design, and ambience. And, correspondingly, Schreuder et al. (2016) describe that multisensory stimuli invoke emotional reactions, which supports the idea that environmental signals have a significant impact on perception. Although both studies concur that sensory stimuli are important, Asghar Ali et al. (2021) concentrate on behavioural outcomes, and Schreuder et al. (2016) are more concerned with emotional processes. This distinction is major since it demonstrates that customer experience studies tend to focus more on observable behaviour rather than inner emotional reaction.
Omnichannel integration now forms the focus of customer experience, besides the physical environments. According to Rahman et al. (2025), the ease of integration between online and offline channels improves the level of engagement and satisfaction. Verhoff and Wong (2024) also point out that cross-channel consistency enhances brand recognition and loyalty. Nevertheless, although both studies uphold the advantages of integration, their measures of success are mostly quantitative, with more emphasis on engagement measurements instead of their emotional depth. This limitation of the methodology limits the comprehension of the role of omnichannel experiences in the development of emotional attachment.
Another important customer experience outcome is brand engagement. According to Hollebeek, Glynn and Brodie (2014), engagement is a multidimensional construct that entails cognitive, emotional, and behavioural engagement. This agrees with Roy et al. (2025), who opine that engagement plays an important role in creating long-term relationships. Yet, not every research reveals a direct correlation between engagement and the more profound emotional consequences. According to Rahman et al. (2025), engagement increases satisfaction and interaction but fails to corroborate its contribution to the establishment of emotional attachment. This implies that interaction is not necessarily enough to create a good psychological attachment.
One of the major shortcomings in this literature is that it assumes that deeper relationships will occur as a result of positive experiences and engagement. Numerous studies are based on quantitative survey research, which only reflects the perceptions and behaviours and provides only an approximate emotional interpretation. Consequently, very little is known about how customers perceive experiences on a more psychological level. This is an especially critical gap in this research, as it demonstrates the necessity to go beyond the engagement metrics and investigate the role of experiential marketing in emotional brand attachment in a more detailed and context-dependent way.
[bookmark: _Toc231245220]2.2.3 Emotional Brand Attachment and Emotional Branding
Emotional brand attachment is a strong psychological relationship between consumers and a brand that goes beyond transactional relationships. Bosmans et al. (2020) theorise attachment as an acquired emotional bond that is formed after repeated positive experiences, whereas Boateng et al. (2020) associate attachment with long-lasting loyalty and strength of relations. The two schools of thought concur that attachment is a higher-order relationship, yet Bosmans et al. (2020) consider psychological processes, and Boateng et al. (2020) pay attention to behavioural consequences. This difference is vital, as it accentuates the fact that attachment is not merely concerning observable loyalty but also internalised emotional conditions.
One of the most discussed issues in the literature is the difference between attachment, satisfaction and loyalty. Khamitov, Thomson and Johnson (2015) contend that loyalty may be devoid of emotional attachment, especially in cases where switching costs or convenience may be the motivating factor. Likewise, Damaschi, Aboueldahab and D’Addario (2025) opine that loyalty can be a habitual behaviour as opposed to emotional commitment. Conversely, Saeedi (2025) stresses that routine consumption can be changed into meaningful relations through emotional branding strategies, which foster appeal to consumer identity. These opposing arguments show that satisfaction and loyalty are not adequate predictors of emotional attachment. This is relevant to the current study as it makes the assumption that positive experiences necessarily result in high emotional attachments.
Identity and emotional meaning play a key role in the interpretation of attachment. According to Sayin and Gurhan-Canli (2024), a stronger attachment is developed when there is a fit between the brand and the self-concept, and Chebab (2025) defines emotional attachment as feelings of connection, affection, and passion. The two studies endorse the role of identity-based bonding, but their focus is different. Sayin and Gurhan-Canli (2024) concentrate on the symbolic congruence, and Chebab (2025) emphasises emotional intensity. This implies that attachment is a cognitive and affective phenomenon that needs to be investigated further on how the two dimensions interact.
In spite of the theoretical developments, there are major limitations. Difficulty in measurement is one of the major problems. Emotional attachment is subjective, and most of the studies use self-reported data, which might not be reflective of real emotional attachment. Moreover, attachment and loyalty have been confounded throughout, with a particular emphasis on the latter suggested by Clement and Kayode (2025), which yield to conceptual overlaps and inconsistencies. Moreover, the majority of studies assume a general consumer attitude, but there is a lack of attention to particular sectors, e.g., hospitality. This contextualisation is most vital, since the emotional attachment might not occur in the same way in the experiential service setting. Thus, a more context-based and qualitative method is needed to comprehend the development of emotional attachment to brands in an environment like Starbucks.
[bookmark: _Toc231245221]2.2.4 Linking Experiential Marketing to Emotional Brand Attachment (Mechanisms and Context: Starbucks & Coffee Industry)
Experiential marketing and emotional brand attachment have more often been conceptualised as a process in which experiences create emotions, which eventually evolve into attachment. Nayeem, Murshed and Dwivedi (2019) posit that consumer attitude and behavioural intentions are determined by the brand experiences, which implies that experiences form the basis of building relationships. On the same note, Moliner-Tena et al. (2023) emphasise that memorable experiences produce enduring emotional impressions, which affirms the importance of memory in the development of attachment. Although the two studies concur on the significance of experience, Nayeem et al. (2019) concentrate on attitudinal outcomes, and McKinsey (2023) concentrates on emotional memory. This distinction implies that the process of attachment formation is multifaceted in both mental and emotional aspects.
A number of processes can be used to explain how experiential marketing leads to emotional attachment. One of the most important ones is the sensory stimulation since physical surroundings have an effect on perception and emotion. Kohijoki and Koistinen (2018) believe that consumer impressions are formed by environmental cues, whereas Hong, Yu and Wang (2020) focus on the importance of service interaction in value creation. Collectively, these findings point to the fact that environmental, as well as interpersonal, factors are critical in the formation of experiences. Moreover, the importance of storytelling in terms of emotional involvement is also important. As shown by Satyanarayana and Archana (2024), storytelling leads to increased emotional appeal through the development of meaningful narratives, whereas Zhu (2024) discusses the role of digital storytelling in intensifying brand relationships, as in the case of Starbucks. These results suggest that emotional resonance is reached by physical and symbolic experiences.
Another mechanism is identity building. According to Samper, Giovannucci and Marques Vieira (2023), origin stories and ethical sourcing are some of the intangible elements that add to the symbolic value in the coffee industry. This is consistent with Beal (2024), who describes third-place environments as where a sense of belonging and community are created. Starbucks (2024) puts this concept into practice by creating a store that serves as a social environment, which builds on emotional bonds. Nonetheless, although these studies have demonstrated the role of identity and community, they are mostly descriptive and lack the depth of theory, which restricts their ability to explain.
The mediator role also makes the connection between experiential marketing and attachment more difficult. Manyanga, Makanyeza and Muranda (2022) hold that customer experience affects customer satisfaction and loyalty and that it has an indirect path to attachment. Nonetheless, this view is in contrast to other research works like Nayeem et al. (2019), suggesting a closer correlation between experience and behavioural results. This lack of consistency is noteworthy as it suggests that attachment is not necessarily an automatic outcome of experience but is facilitated by other variables like satisfaction, engagement and trust.
One of the significant weaknesses in this field is the absence of qualitative understanding. A majority of the researches are quantitative based and addresses the measurable results of satisfaction and engagement, but they do not touch on emotional undertones. Also, not much physical and digital integration exists. Whereas Zhu (2024) emphasises the role of digital engagement and Rahman et al. (2025) focus on the process of the omnichannel integration, the relationship between these dimensions is underresearched. Moreover, a lot of Starbucks literature is descriptive in terms of strategies, but does not critically look at the implications of such strategies on emotional attachment.
The literature in general shows that experiential marketing can potentially impact emotional brand attachment, although the correlation is unclear and debated. The discrepancy in results on direct and indirect effects, along with the shortcomings of the methods, suggests the necessity of a more comprehensive and situation-specific analysis. This paper fills in these gaps by discussing the role of experiential marketing initiatives in Starbucks in driving emotional brand attachment using a qualitative case-based study.
[bookmark: _Toc231245222]2.3 Theoretical Foundation and Contribution
The proposed research is rooted in Experiential Marketing Theory, as formulated by Schmitt (2010), which offers a holistic approach to the interaction of consumers with brands through experience. Schmitt (2010) introduces five experiential modules: sense, feel, think, act, and relate, and all of them explain how perceptions of the consumer are influenced by the stimuli of the senses, emotional reactions, cognitive involvement, behavioural involvement and social bonds. Likewise, Brakus, Schmitt and Zarantonello (2009) posit that brand experiences are multidimensional responses, which affect attitudes and behaviours. These views imply that experiences cannot be considered purely functional and that they entail intricate psychological processes that impact consumer perceptions and associations with brands.
Nonetheless, although the experiential marketing theory is used to describe the process of how experiences are created and delivered, there is a lack of full explanation on how the experiences can be converted into long-term emotional relationships. Emotional Branding Theory is an improvement of this weakness, as it focuses on the aspect of emotional connection and identity in the consumer-brand relationship. Saeedi (2025) emphasises that emotional branding strategies are more powerful in building connections by attracting consumer emotions and values. Moreover, Brand Attachment Theory further breaks down the development of positive interactions into a strong emotional connection. Asyhari and Dermawan (2024) state that attachment is developed based on the emotional associations that are acquired during learning, and Ben-Ze’ev, A. (2015) associates attachment with long-term loyalty and commitment. Collectively, these theories give a multi-layered insight into how experiential contacts can result in emotional attachment.
Experiential Marketing Theory is also a suitable approach to use in this study, as it is specifically relevant to the topic of the study, since the evaluation of the impact of experiential strategies on emotional brand attachment is the target. This framework reflects the emotional and psychological aspects of consumer experience as opposed to traditional service quality or loyalty models, which are more concerned with functional performance or repeat behaviour. This is significant since satisfaction and behavioural loyalty alone cannot be used to explain the attachment fully.
The research also adds to theory by filling a gap in the literature: experiential marketing and emotional brand attachment are hardly integrated. Although these constructs are usually studied individually in the literature, this study connects them in the same paradigm. Moreover, the research makes the theories applicable to a real-life service setting by applying them to the case of Starbucks. Qualitative analysis will also lead to a better understanding of the processes of emotion, which is a limitation of previous quantitative studies.
[bookmark: _Toc231245223]2.4 Conceptual Framework
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[bookmark: _Toc231245310]Figure 1 Conceptual Framework
Source: (Self-Made)
This study's conceptual framework aims to showcase the use of experiential marketing strategies to elicit emotional brand attachment in the Starbucks setting. It combines or generalises the main themes in the literature about experiential marketing, customer experience and attachment theories, to offer a systematic methodology of the connection between the marketing processes and the psychological results. The framework stresses the idea that experiences are not limited to the descriptive interactions and explains how the careful brand experiences can create greater emotional attachments with clients.
The framework has two main elements: independent variables and the dependent variable. The independent variables include the main components of experiential marketing, such as store setting, service experience, narrative, and online experience. According to Schmitt (2010), consumer perceptions are influenced by sensory and emotional stimuli, whereas Raskar (2025) focuses on the effects of the physical environment to evoke emotional reactions. It has been demonstrated that storytelling helps to build emotional bonds (Sathyanarayana and Archana, 2024), and digital engagement leads to interaction with the brand and co-creation (Zhu, 2024). All these experiential inputs come together and make the customer experience, which is core in developing emotional brand attachment.
Emotional brand attachment is the dependent variable, which will be the final result of the framework. It is the emotional connection a consumer develops with the brand as a result of recurring and significant experiences (Bosmans et al., 2020). Brand identity also enhances this relationship as it builds recognition, familiarity, and alignment with personal values (Sayin and Gurhan-Canli, 2024). The model presupposes that experiential marketing does not necessarily lead to the formation of attachment, but rather that multi-sensory and interactive experiences should be repeated to make the formation of strong emotional attachments more probable.
Experiential marketing factors have a direct impact on emotional brand attachment in this sequential structure because of their influence on customer perceptions and responses. The framework also simplifies the mediating constructs, including satisfaction, engagement, or trust; therefore, it can be used to single out the direct pathway between brand experiences and attachment and provides a simplified but theoretically supported model. This framework informs the empirical analysis in Chapter 4 by informing thematic coding and presenting results in a way based on experiential activities and emotional outcomes. It guarantees that the analysis is theoretically grounded, yet it is also possible to identify some emergent trends in the experiential branding of Starbucks.
[bookmark: _Toc231245224]2.5 Summary Table of Key Literature
[bookmark: _Toc229400686]Table 2 Summary Table of Key Literature
	Author(s)
	Theory / Framework
	Key Findings
	Method
	Gap Identified

	Schmitt (2010)
	Experiential Marketing Theory
	Introduced five experience modules shaping consumer perceptions
	Conceptual
	Limited explanation of emotional attachment outcomes

	Brakus et al. (2009)
	Brand Experience Model
	Identified sensory, affective, cognitive, and behavioural dimensions
	Quantitative
	Focus on loyalty, not emotional attachment

	Pine & Gilmore (2014)
	Experience Economy
	Firms compete through staged experiences rather than products
	Conceptual
	Lacks firm-level empirical validation

	Onyeke et al. (2024)
	Experiential Marketing Review
	Highlights multi-dimensional experiential interactions
	Literature review
	Conceptual inconsistency across studies

	Lemon & Verhoef (2016)
	Customer Journey Theory
	Experience occurs across pre, during, and post stages
	Conceptual
	Limited emotional depth analysis

	Roy et al. (2025)
	Relationship Marketing (AI-enabled)
	Digital interactions shape customer relationships
	Empirical
	Focus on engagement, not attachment

	Asghar Ali et al. (2021)
	Servicescape Theory
	Physical environment influences behaviour and emotions
	Quantitative
	Emphasis on behaviour over psychological attachment

	Hollebeek et al. (2014)
	Brand Engagement Theory
	Engagement includes cognitive, emotional, and behavioural dimensions
	Quantitative
	Engagement not equal to emotional bonding

	Bosmans et al. (2020)
	Attachment Theory
	Attachment formed through repeated emotional learning
	Conceptual
	Difficult to measure empirically

	Boateng et al. (2020)
	Brand Attachment Perspective
	Attachment strengthens loyalty and relationships
	Quantitative
	Focus on outcomes, not the formation process

	Khamitov et al. (2015)
	Consumer-Brand Relationship
	Loyalty can exist without emotional attachment
	Conceptual
	Limited contextual application

	Damaschi et al. (2025)
	Loyalty Decomposition
	Loyalty is driven by routine, not always an emotional connection
	Empirical
	Weak distinction between loyalty and attachment

	Saeedi (2025)
	Emotional Branding Theory
	Emotional appeals strengthen brand-consumer relationships
	Conceptual
	Limited empirical validation

	Sayin & Gürhan-Canlı (2024)
	Self-Brand Connection
	Identity alignment drives stronger attachment
	Empirical
	Focus on symbolic fit, not experience process

	Nayeem et al. (2019)
	Brand Experience Model
	Experiences influence attitudes and behaviour
	Quantitative
	Weak link to long-term attachment

	Moliner-Tena et al. (2023)
	Memory-Based Experience Theory
	Memorable experiences enhance emotional recall
	Quantitative
	Does not directly measure attachment

	Manyanga et al. (2022)
	Customer Experience Model
	Experience impacts satisfaction and loyalty
	Quantitative
	Indirect link to emotional attachment

	Hong et al. (2020)
	Service-Dominant Logic
	Value co-created through service interaction
	Empirical
	Limited focus on emotional outcomes

	Samper et al. (2023)
	Coffee Value Chain (Intangibles)
	Symbolic and intangible value drives perception
	Conceptual
	Limited focus on emotional attachment

	Sathyanarayana & Archana (2024)
	Storytelling Theory
	Storytelling enhances emotional engagement
	Conceptual
	Lacks behavioural validation

	Zhu (2024)
	Digital Marketing (Starbucks Case)
	Digital engagement strengthens brand interaction
	Case study
	Descriptive, lacks theoretical depth

	Beal (2024)
	Third Place Theory
	Social spaces foster belonging and connection
	Conceptual
	Limited empirical testing

	Kohijoki & Koistinen (2018)
	Retail Environment Theory
	Physical environment shapes perception and behaviour
	Literature review
	Weak emotional attachment linkage


[bookmark: _Toc231245225]2.6 Conclusion
The chapter has critically examined four major themes, namely: experiential marketing, customer experience, emotional brand attachment, and how these have been applied in the Starbucks context. The literature discloses significant controversies, especially whether experiences form an immediate source of emotional attachment or do so indirectly by acting through intermediaries like satisfaction and engagement. Although experiential marketing is generally embraced as a powerful factor, its mechanism in establishing strong emotional connections is still vague. Also, a lot of the research is based on quantitative methods and does not have a rich context. There is also limited research specifically focused on Starbucks. Thus, Chapter 3 methodology is a qualitative case study that will be employed to fill the gaps in this study.

[bookmark: _Toc231245226]Chapter 3: Research Methodology
[bookmark: _Toc231245227]3.1 Introduction
This chapter has identified and explained the research methodology used in the context of the research aim and questions of this study, which have been based on the study of the experiential marketing role in the creation of emotional brand attachment in Starbucks. The research has embraced an interpretivist philosophy in the exploration of subjective customer experiences and an abductive philosophy that has incorporated the combination of theoretical understanding with emerging data trends. A qualitative single-case study approach has been utilised, with Starbucks as a rich source of information. The study has been based on secondary data sources to provide depth and feasibility. The chapter has been organised in such a way that it deals with research philosophy, approach, design, data collection, analysis, rigour, ethical considerations, and limitations.
[bookmark: _Toc231245228]3.2 Research Philosophy, Approach, and Design
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[bookmark: _Toc231245311]Figure 2 Research Onion Model
Source: (Saunders, Lewis and Thornhill, 2007)
[bookmark: _Toc231245229]3.2.1 Research Philosophy
An interpretivist research philosophy has been embraced in this study because it seeks to know how people experience and interpret experiential marketing. Ontologically, reality has been considered as a socially constructed reality in the sense that customer perceptions and emotional attachment are moulded through personal encounters and experiences (Catterall, 2000). Knowledge has epistemologically been regarded as subjective and meaning-based, which can only be interpreted and not measured.
Interpretivism has suited since the research has aimed at investigating the impact of experiential factors in Starbucks on emotional brand attachment. Such phenomena cannot be measured objectively by themselves, since they are subject to feelings, perceptions, and meanings of individuals (Saunders, Lewis and Thornhill, 2007). Thus, an interpretive methodology has allowed us to learn more about customer experiences in a realistic setting.
[bookmark: _Toc231245230]3.2.2 Research Approach
This study has followed an abductive research approach, which has combined both deductive and inductive reasoning. First, the study has relied on the theories and conceptual framework that have been established in Chapter 2. These are the theoretical bases that have informed the course of the study.
Concurrently, secondary data analysis has inductively yielded new trends and information (Adams, Khan and Raeside, 2014). The research has been cyclic in theory and data, with the interpretation being refined over the course of the research. This method has proved to be appropriate since it has helped formulate theories as well as refine them. It has also fitted very well with experiential marketing research, where context-dependent and often complex insights are needed.
[bookmark: _Toc231245231]3.2.3 Research Strategy
This research has adopted a qualitative case study approach. A case study has been defined as an in-depth investigation of a phenomenon within its real-life context (Bell, Harley and Bryman, 2022).
This has been the right strategy since it has allowed the study to examine the role and reasons why experiential marketing is important in emotional brand attachment. The choice of Starbucks as the case is based on its powerful focus on customer experiences, which presents a timely and information-abundant background.
[bookmark: _Toc231245232]3.3 Justification for Case Study Methodology
The case study approach is chosen because it is highly suitable to address the research questions, which are based on how and what elements of experiential marketing can result in emotional brand attachment (Hair et al., 2007). Such questions require in-depth exploration rather than surface-level measurement. A case study approach thus has facilitated an in-depth analysis of intricate relationships in a real-life situation.
The capacity to offer contextual richness has been one of the strengths of this methodology. It has enabled the study to examine the practices of experiential marketing as it is practised in the natural Starbucks environment and not in an artificial environment. This has created valuable real-life information on customer experience with brand experiences (Mitchell and Rich, 2020). Furthermore, the case study method has also contributed to theory construction and testing, especially on the mechanisms involved between experiential marketing and emotional attachment.
This method has been particularly appropriate in researching experiential marketing and emotional branding because they are both very contextual and experience-based concepts. Moreover, the secondary case study has also been used appropriately since it has made available a lot of existing data that is credible. Sources such as academic literature, company reports, and industry publications have offered detailed insights (Sekaran and Bougie, 2016). Triangulation has also been made possible by the use of multiple sources, making findings more credible. Lastly, this method has been viable and feasible in the context of these studies.
[bookmark: _Toc231245233]3.4 Case Selection and Sampling Strategy
[bookmark: _Toc231245234]3.4.1 Sampling Logic
In this study, purposive (theoretical) sampling has been utilised, which has been associated with selecting those cases that are most appropriate to the research objectives. This method has not sought statistical generalisation as opposed to probability sampling. Rather, it has emphasised analytical generalisation, in which results are added to the development of theory (Walliman, 2021).
The case has been selected on the basis of its potential to offer valuable information on experiential marketing and emotional attachment to the brand. This strategy has been in line with Stewart and Kamins (1993), who have highlighted the need to choose information-abundant cases in theory building. Thus, the sampling plan has given relevance and depth a higher priority than representativeness.
[bookmark: _Toc231245235]3.4.2 Case Selection Criteria
A number of criteria have been used to select the case. Relevance has been a critical consideration to start with. Starbucks has been generally identified as a pioneer in experiential marketing, and hence it is very appropriate in this study. Second, there has been a consideration of information richness because the case has had to include enough detail to be analysed in detail (Johnston, 2014). Starbucks has been widely recorded in the field of academia and industries, which has reinforced this necessity.
Third, the availability of data has been critical. The research has been based on publicly available secondary data: company reports, scholarly articles and business media. Fourth, the credibility of sources has been ensured by selecting reliable and verifiable data, such as peer-reviewed journals and reputable industry reports (Sun and Lipsitz, 2018). Lastly, recency has been taken into account, focusing on the information in the past 5-10 years to make it relevant to the present market situation and practice.
[bookmark: _Toc231245236]3.4.3 Case Profile
In this paper, Starbucks has been chosen as the main case study in the coffeehouse industry across the globe because of its high focus on experiential marketing and customer experience. The third-place concept that is largely known in Starbucks aims at establishing emotional and social relationships with customers. The case relies on several secondary sources of data, such as company reports, scholarly articles and business media, to give a thorough insight into its strategies (Catterall, 2000). Four other coffeehouse brands have been added to further deepen the analysis with a comparison. Costa Coffee, Dunkin, Tim Hortons and Caffé Nero have been chosen due to their international appeal and varied experiential approaches. Those firms give a handy framework with which one can assess how Starbucks can differentiate itself by using emotional branding and experiential design.
[bookmark: _Toc229400687]Table 3 Case Profile
	Case
	Industry
	Geography
	Focus
	Data Sources

	Starbucks
	Coffeehouse
	Global
	Experiential Marketing
	Reports, journals, media

	Costa Coffee
	Coffeehouse
	Global
	Convenience & Quality
	Reports, journals, media

	Dunkin’
	Coffeehouse
	Global
	Speed & Affordability
	Reports, journals, media

	Tim Hortons
	Coffeehouse
	Global
	Value & Local Identity
	Reports, journals, media

	Caffè Nero
	Coffeehouse
	Global
	Premium Atmosphere
	Reports, journals, media


Such a comparative approach reinforces the contextual study of the experiential marketing strategy of Starbucks.
[bookmark: _Toc231245237]3.4.4 Justification of Case Choice
One case study has been deemed adequate in this study because the objective has been to gain depth but not breadth. Starbucks has been a very informative and exemplary case and has provided a lot of information on experiential marketing practices. Its brand presence and strong brand positioning have rendered it particularly applicable in studying emotional brand attachment (Saunders, Lewis and Thornhill, 2007). Thus, the drawing of one case has made it possible to conduct a comprehensive and logical research of the phenomenon.
[bookmark: _Toc231245238]3.5 Data Sources and Data Collection
[bookmark: _Toc231245239]3.5.1 Types of Secondary Data Sources
This paper has used several types of secondary data to make it deep and credible. The primary source of theoretical and empirical insights has been taken to be scholarly journal articles. Their primary advantage has been their stringent peer-review process, which has brought about reliability. Nonetheless, they might not have had recent industry development or context.
Official and longitudinal data regarding strategy and performance have been available in company reports, especially the annual reports of Starbucks (Adams, Khan and Raeside, 2014). These sources have been authoritative and extensive, although they possibly gave a rosy organisational outlook. Statista and Mintel have provided useful market trends and benchmarking data available in industry reports. They have been good at giving structured insights, but might not have been as case-specific.
The independent views on the strategies and performance of Starbucks have been made by business media outlets, like Financial Times and Bloomberg (Bell, Harley and Bryman, 2022). These sources have increased objectivity but might have differed in depth and analysis. Furthermore, the websites of the company and the press releases have given first-hand information on the branding and experiential strategies of Starbucks. Although helpful, these sources could have been biased towards promotion. In general, the utilisation of different types of data has facilitated triangulation, enhancing the strength of the study.
[bookmark: _Toc231245240]3.5.2 Data Collection Process
Academic databases like Google Scholar, industry platforms and official company sources have been used to systematically identify data. Relevance to the research aim has been applied in the selection process together with credibility and recency (Hair et al., 2007). Sources that are less than 5-10 years old have been given first preference to maintain relevance.
The gathered information has been sorted into categories that are in line with the conceptual framework, such as elements of experiential marketing and emotional attachment to the brand. Preliminary coding is ready to help the analysis process (Mitchell and Rich, 2020). Data collection has been carried out within a specific period of time, which has provided consistency as well as transparency in the research process.
[bookmark: _Toc231245241]3.6 Data Analysis Approach
[bookmark: _Toc231245242]3.6.1 Analysis Framework
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[bookmark: _Toc231245312]Figure 3 Analysis Framework
Source: (Self-Made)
The conceptual framework created in Chapter 2 has informed the data analysis, with a focus on experiential marketing and emotional brand attachment. Meanwhile, the study has been accessible to new and emerging knowledge in line with an abductive approach. It has focused on the analysis of the most important aspects of experiential marketing, including the store environment and customer interaction, emotional responses, and how they influence brand attachment (Sekaran and Bougie, 2016). This structure has seen to it that the analysis has been both structured and flexible.
[bookmark: _Toc231245243]3.6.2 Thematic Analysis Process
Thematic analysis has been used in the study as proposed by Braun and Clarke. First, the familiarisation of data has been carried out by repeated reading of the gathered sources. Second, preliminary codes have been produced to determine useful patterns in the data (Braun and Clarke, 2019). These codes have been categorised into larger themes that pertain to experiential marketing and emotional attachment. The themes have since been checked and narrowed down to have consistency and relevance. Subsequently, each and every theme has been defined. Lastly, the report has provided findings in a systematic and consistent format, which has correlated them with the aims of the research.
[bookmark: _Toc231245244]3.6.3 Within-Case Analysis
Starbucks has been the subject of within-case analysis. Several sources of data have been analysed to come up with a comprehensive and consistent picture of its experiential marketing practices. It has been a process of synthesising information to create a complete narrative (Sun and Lipsitz, 2018). Triangulation has been used by analysing the information in various sources, which has improved the validity and depth of the results.
[bookmark: _Toc231245245]3.6.4 Cross-Source Synthesis
Patterns and relationships across various forms of data, such as reports, academic articles, and media sources, have been identified using cross-source synthesis. This method has allowed the research to contrast the views and find common themes. It has been possible to connect the findings to the theoretical framework, and hence the analysis has led to empirical knowledge as well as the development of theories.
[bookmark: _Toc231245246]3.7 Research Quality and Rigour
This research has maintained quality and rigour in research using various important criteria. The multiple data sources, such as academic, industry, and company materials, have been used to strengthen construct validity. Data interpretation has been based on clear definitions obtained from the conceptual framework. Internal validity has been maintained by establishing logical links between data and conclusions. Consistency of interpretation has been facilitated by a systematic process of thematic analysis (Johnston, 2014). Analytical generalisation has been used to deal with external validity instead of statistical generalisation. The results have added to the theory by expanding knowledge in the area of experiential marketing and emotional brand attachment. Transparency and a systematic research process have been used to ensure reliability. The study has been replicable because of the use of clear procedures in data collection and analysis. All these measures have increased the credibility and reliability of the research.
[bookmark: _Toc231245247]3.8 Ethical Considerations
This research has used secondary data that are publicly available, and this has minimised ethical risks. Since no primary data has been gathered, no consent from participants has been sought. Nevertheless, the ethics have been upheld by proper citation and reference of all the sources.
This has been done to prevent bias, misrepresentation, or selective interpretation of data (Stewart and Kamins, 1993). The credibility and verifiability of the sources used have ensured the integrity and accuracy of the information. University ethical guidelines have been adhered to in the research, and there has been responsible and professional conduct in the research.
[bookmark: _Toc231245248]3.9 Chapter Summary
The chapter has introduced the methodology of the research, which included the interpretivist philosophy, abductive approach, and the qualitative case study strategy. It has described the application of secondary data and thematic analysis. The chapter has ensured methodological rigour and transparency. These premises have undergirded plausible discoveries. Analysis and findings of the study will be presented in the next chapter.


[bookmark: _Toc231245249]Chapter 4: Findings
[bookmark: _Toc231245250]4.1 Introduction
The chapter summarises the results of the research by exploring the impact of experiential marketing on emotional brand attachment in the coffeehouse industry. The research results are presented in the form of five targeted case studies depending on publicly available secondary data, such as company reports, scholarly literature, and industry sources. Starbucks is the main case that has four comparative brands: Costa Coffee, Dunkin, Tim Hortons and Caffé Nero. The choice of these companies was a result of them being in the same competitive environment but with different experiential marketing approaches. This analysis discusses the role that these strategies play in influencing the emotions of customers, their engagement and brand attachment. The chapter reveals differences and trends in experiential practices throughout the industry by juxtaposing various cases. A cross-case analysis is used to define the common themes and differences at the end of the chapter, and a summary is briefly presented at the end of this chapter to relate the results to the next discussion chapter.
[bookmark: _Toc231245251]4.2 Case Study 1: Starbucks
[bookmark: _Toc231245252]4.2.1 Introduction and Background
Starbucks is a multinational coffeehouse chain that serves in the high-end coffee shop industry and deals in drinks, food, and customised services. It has a good position in the market since it has concentrated on experience-based differentiation, not just the product. The brand has a reputation for having a third-place concept that provides a social and emotional space between work and home. To achieve a uniform experiential approach, Starbucks combines store design, sensory experiences and digital ecosystem (Schmitt, 2011).
[bookmark: _Toc231245253]4.2.2 The Challenge or Opportunity
Starbucks is in a very competitive coffeehouse environment where product quality alone cannot be used as a differentiator. The demands of customers have shifted to the direction of engaging, personalised, and smooth experiences, both physical and digital. The most important issue has been to turn customer interaction into more emotional brand commitment as opposed to transactional loyalty. This is indicative of a wider industry change in which interaction is in itself not sufficient to achieve long-term commitment (Rahman et al., 2025).
[bookmark: _Toc231245254]4.2.3 The Approach and Implementation
Starbucks has been able to deal with this challenge using a well-rounded experiential marketing strategy. The ambience of the store has been meticulously planned through lighting, music, and layout to produce a relaxing and emotionally appealing atmosphere, which aligns with the servicescape theory (Asghar Ali et al., 2021). These emotional and sensory aspects resonate with experiential marketing dimensions like senses and feel (Schmitt, 2010).
Service interaction is very important, and employees personalise customer experience by making their orders unique and by engaging directly with customers. This helps to build relationship ties and perceived value. Starbucks also employs the use of storytelling, especially about ethical sourcing and brand values, to develop emotional meaning and identity alignment (Sathyanarayana and Archana, 2024).
The experience is further enhanced by digital integration. The Starbucks mobile app allows ordering, payment and rewards loyalty and keeps you interacting even after leaving the shop. This is an indicator of omnichannel integration, wherein physical and digital touchpoints come together to improve engagement (Chawla, Chawla and Jain, 2024). The sense of belonging and social connection is also strengthened by community-store programs.
In sum, Starbucks integrates physical space, service experience, and digital experiences to form an integrated experience. This is in line with the brand experience theory, which states that sensory and emotional reactions determine consumer relationships (Brakus, Schmitt and Zarantonello, 2009).
[bookmark: _Toc231245255]4.2.4 Outcomes and Results
The experiential approach to strategy has resulted in high customer engagement and experiences at Starbucks. Sensory, relational, and digital integration have enhanced emotional appeal and brand meaning. Customers are becoming more and more inclined to relate Starbucks to lifestyle and identity, which helps to build emotional attachment (Bosmans et al., 2020). There is evidence that experience-based strategies enhance loyalty and retention, but attachment is frequently mediated by satisfaction and engagement (Manyanga, Makanyeza and Muranda, 2022).
[bookmark: _Toc231245256]4.3 Case Study 2: Costa Coffee
[bookmark: _Toc231245257]4.3.1 Introduction and Background
Costa Coffee is a well-known coffeehouse brand that is well-established both in the UK and abroad. It competes in the same market as Starbucks, which provides beverages, food, and cafe services. The convenience, quality of products, and accessibility are the tactics of Costa with a stable branded experience. Its branding focuses on reliability and efficiency instead of immersive experiences (Lemon and Verhoef, 2016).
[bookmark: _Toc231245258]4.3.2 The Challenge or Opportunity
Costa has the challenge of positioning itself in a market that is increasingly being experienced and emotionally value-driven. Customers have increasingly become more demanding in terms of more personalised and interactive interactions as opposed to just functional service. Although Costa has good accessibility and brand recognition, it needs to enhance its experiential positioning to be competitive. The main question is how to grow customer relations and emotions without sacrificing efficiency (Khamitov, Thomson and Johnson, 2015).
[bookmark: _Toc231245259]4.3.3 The Approach and Implementation
Costa has embraced a functional experiential strategy that is geared towards regularity and comfort. Its store design offers a cosy yet standardised space, which facilitates the ease of use over the profound emotional involvement. It is consistent with servicescape research, whereby the physical environment can have an impact on behaviour without necessarily generating high emotional reactions (Kohijoki and Koistinen, 2018).
The company has implemented loyalty programmes and digital ordering systems to enhance customer interaction and accessibility. These programs facilitate integration of the customer journeys at the touchpoints, enhancing engagement and satisfaction (Lemon and Verhoef, 2016). Nevertheless, Costa is not as focused on telling stories and branding based on identity as Starbucks.
This makes the experiential approach of Costa more functional than symbolic. It is more about convenience and efficiency, which facilitates repeat behaviour but can restrict the emotional connection. This indicates the difference between engagement and emotional attachment as has been emphasised in the literature (Hollebeek, Glynn and Brodie, 2014).
[bookmark: _Toc231245260]4.3.4 Outcomes and Results
The strategy by Costa has led to high customer satisfaction, accessibility, and service delivery. It is convenience-oriented, which enables brand familiarity and repeat purchase. Nevertheless, the emotional connection does not seem as advanced as in Starbucks, where the experiences are more immersive and identity-driven. It has been researched that such strategies can be effective in maintaining loyalty but might not be able to establish emotional attachment as a whole (Damaschi, Aboueldahab and D’Addario, 2025).
[bookmark: _Toc231245261]4.4 Case Study 3: Dunkin’
[bookmark: _Toc231245262]4.4.1 Introduction and Background
Dunkin is a multinational chain of coffee and beverages that is located in the fast service sector of the coffeehouse market. The brand is known for its emphasis on speed, affordability, and convenience, offering coffee, baked goods, and ready-to-go products. In contrast to the competitors in the premium cafes, Dunkin is efficient and accessible. It competes in an extremely competitive market where customer experience and engagement are slowly becoming the factors driving differentiation (Khanna, 2017).
[bookmark: _Toc231245263]4.4.2 The Challenge or Opportunity
Dunkin has a challenge of establishing stronger emotional ties without losing its fast service image. Rising competition and changing consumer demands have turned the attention to the experiential value more than the simple functional value. Customers have become more demanding in terms of convenience and brand engagement. The main question is whether Dunkin’ can be improved in terms of emotional involvement without impacting operational efficiency. This is representative of general results that emotional attachment needs beyond routine consumption or convenience (Saeedi, 2025).
[bookmark: _Toc231245264]4.4.3 The Approach and Implementation
Dunkin has countered this by enhancing its branding and digital interaction efforts and ensuring the efficiency of its operations. The company has streamlined its brand to focus on drinks and has added menu products to appeal to younger audiences. Digital channels are key, such as mobile ordering, loyalty programmes and app-based promotions that make accessibility and interaction more convenient. These plans are consistent with customer journey views, in which experience is multiple touchpoints (Roy et al., 2025).
Service design focuses on speed and consistency, and store formats are optimised towards fast transactions. Dunkin is less immersive and more functional, as compared to the Starbucks experience. Whereas Starbucks concentrates on sensory and emotional interaction, Dunkin’ concentrates on convenience-based interaction. This is a behavioural emphasis and not a highly emotional experience. Experiential marketing theory confirms that these strategies can affect behaviour but not necessarily engage emotional or relational aspects (Onyeke, Anukwe and Iloka, 2024).
The interaction with the customers is facilitated by branding and digital communication instead of storytelling in the store. This makes the experiential model of Dunkin effective but less symbolic as it is based on accessibility and not emotional immersion.
[bookmark: _Toc231245265]4.4.4 Outcomes and Results
The approach of Dunkin has led to high customer coverage and rates of convenience-based interactions. The digital platforms have enhanced communication and enhanced efficiency in services. The brand is able to sustain customer loyalty by providing access and regular usage. Nevertheless, emotional attachment does not seem to be that deep, as experiences are non-immersive and identity-oriented. It has been proposed that these models facilitate behavioural loyalty but might not readily form emotional attachments (Chebab, 2025). All in all, Dunkin displays strong engagement with a poorer relationship between experience and emotional attachment.
[bookmark: _Toc231245266]4.5 Case Study 4: Tim Hortons
[bookmark: _Toc231245267]4.5.1 Introduction and Background
Tim Hortons is a large coffeehouse brand that enjoys strong identity and familiarity with customers, especially in its core markets. The brand provides coffee, baked goods, and quick-service foods, which identify it as accessible and value-oriented. It is commonly known to have a community-based image and habitual consumption habits. In the coffeehouse sector, Tim Hortons stands out as part of the familiarity and locality as opposed to high-end experiential design (Samper, Giovannucci and Marques Vieira, 2023).
[bookmark: _Toc231245268]4.5.2 The Challenge or Opportunity
Tim Hortons has to find a balance between value, locality, and emotional customer attachment within a competitive space. Its loyalty is due to its familiarity, but evolving customer demands demand something more interactive and experiential. The brand needs to be unique and address the rising expectations of a personalised and meaningful experience. This is a conflict between loyalty through routine and emotional bonding, which cannot be satisfied with habitual consumption (Sayin and Gürhan-Canlli, 2024).
[bookmark: _Toc231245269]4.5.3 The Approach and Implementation
Tim Hortons has created an experience-based strategy that focuses on familiarity, accessibility, and connection to the community. Its stores are tailored to offer a steady and friendly atmosphere, which favours daily activities as opposed to interactive experiences. It is consistent with the studies, which posit that environmental cues affect perception but do not necessarily produce high levels of emotions (Schreuder et al., 2016).
The brand takes advantage of the local relevance and national identity to build customer relations. Marketing communication tends to focus on the values of the community, which builds a sense of belonging. The interaction of services is easy and effective, and it encourages repetitive visits and regular interactions. On the contrary, to Tim Hortons, familiarity and habitual interaction have been used more than storytelling and symbolic branding, as in the case of Starbucks.
Mobile ordering and loyalty programmes have been implemented to enhance accessibility and customer convenience through digital engagement. But the experiential model is still based on operational and relational familiarity and not emotional immersion. This is an indication of dependency on behavioural patterns as opposed to profound affective involvement, which can be a constraint to the development of an attachment.
[bookmark: _Toc231245270]4.5.4 Outcomes and Results
Tim Hortons has successfully attained customer loyalty due to familiarity and frequent consumption. Its availability and regular service provision contribute to high use and brand awareness. Relational engagement is aided by the feeling of community and locality. Nonetheless, emotional attachment can be characterised as moderate, with experiences being less immersive and identity-based. It has been shown that loyalty based on routine does not necessarily lead to a good emotional connection (Moliner-Tena et al., 2023). Generally, Tim Hortons is a stable, loyal brand with low experiential influence on the emotional brand attachment.
[bookmark: _Toc231245271]4.6 Case Study 5: Caffè Nero
[bookmark: _Toc231245272]4.6.1 Introduction and Background
Caffee Nero is a top-tier coffee house brand that falls under the up-end cafeteria segment. The atmosphere, cafe culture, and in-store experience are the key value propositions of the brand. It stands out by having a European-style atmosphere, comfortable chairs, and a beautiful in-store design. In the competitive market of coffeehouses, Caffee Nero follows the model of ambience, placing more emphasis on the experience of the environment rather than on speed or convenience (Pine and Gilmore, 2014).
[bookmark: _Toc231245273]4.6.2 The Challenge or Opportunity
Caffè Nero has the dilemma of making its high-end space translate into solid and sustainable customer loyalty. Although ambience has the potential to evoke short-term emotional reactions, long-term loyalty is achieved only through more complex mechanisms. The growing threat posed by brands such as Starbucks makes it essential to differentiate beyond the aesthetics. The greatest potential is in the ability to transfer the sensory and environmental experience into meaningful emotional relationships, moving beyond the physical store (Schmitt, 2010).
[bookmark: _Toc231245274]4.6.3 The Approach and Implementation
Caffes Nero uses store design and environmental indicators to influence customer experience. Its stores incorporate warm lighting, music and interior design to provide a casual and cosy ambience. This is in line with servicescape theory, in which the perception and behaviour are affected by the physical environment (Asghar Ali et al., 2021). This environment is enhanced by the type of service offered by the brand, which promotes longer stays and socialisation, and supports a culture of cafes instead of fast consumption.
In contrast to Starbucks, Caffé Nero is not so focused on digital integration and storytelling. Rather, it emphasises physical environments by immersing the senses and creating moods. This is more of a traditional experiential strategy, in which emotional reactions are created more by a sense of atmosphere than by omnichannel interaction. These strategies are more focused on affective experience but might be less comprehensive in their relational and cognitive elements of engagement (Brakus, Schmitt and Zarantonello, 2009).
[bookmark: _Toc231245275]4.6.4 Outcomes and Results
The strategy of Caffee Nero has led to good customer perceptions of quality and a high-end experience. Comfort, relaxation, and short-term emotional satisfaction are improved with the help of the offered atmosphere approach. Yet, emotional attachment can be less than at Starbucks, where the interaction is mostly restricted to the physical environment. Although positive experiences are aided by an ambience, a lack of integrated digital and relational strategies can limit deeper attachment development in a longer-term context.
[bookmark: _Toc231245276]4.7 Summary of Cross-Case Analysis
[bookmark: _Toc231245277]4.7.1 Common Industry Triggers
The cross-case analysis indicates that there are various recurring triggers defining experiential strategies in the coffeehouse industry. The five brands are in a very competitive environment where product quality differentiation is not adequate. The shifting customer demands have raised the requirements of individualised, interactive, and fluent experiences. The need to blend physical and digital touchpoints in order to stay relevant in an omnichannel environment is also increasing.
[bookmark: _Toc231245278]4.7.2 Shared Experiential Marketing Patterns
Patterns of responses are prevalent in the cases. Store design and ambience are used to affect customer perception and behaviour by all brands. Digital platforms and loyalty programmes are being broadly used to increase convenience and engagement. In all the firms, experience-based branding strategies exist that are a combination of sensory signals, service engagement, and accessibility to influence the customer experience.
[bookmark: _Toc231245279]4.7.3 Strategic Differences Across Brands
Nonetheless, there are marked discrepancies in the emphasis of strategy. Starbucks is interested in emotional branding and the third place concept. Costa puts emphasis on operational consistency and convenience. Dunkin underlines the speed and low cost. Tim Hortons utilises the feeling of familiarity and community identity, and Caffé Nero utilises the high-quality atmosphere and caffé culture.
[bookmark: _Toc231245280]4.7.4 Overall Cross-Case Judgement
A significant connection is formed between performance and execution. Brands that are more articulated and intertwined in terms of experiential strategies are more emotionally engaged. The physical ambience and digital interaction seem crucial in helping to facilitate more profound connections. Starbucks is the most aligned with experiential marketing and emotional brand attachment of the cases.
[bookmark: _Toc231245281]4.8 Chapter Summary
This chapter has discussed five case studies on the strategies of experiential marketing within the coffeehouse industry. All brands were characterised by a unique customer experience creation model, including convenience-based and atmosphere-based models. All companies used some elements of the experience; however, the extent and extent of using the strategies differed greatly. The results show that the strength of emotional brand attachment is greater in those cases when experience marketing integrates the elements of ambience, interactivity in services, storytelling, and digital experience in a coherent way. Starbucks had the most holistic and emotionally oriented approach in the cases. These results form the basis of Chapter 5, where the results will be critically discussed concerning the literature reviewed in Chapter 2.


[bookmark: _Toc231245282]Chapter 5: Discussion and Analysis
[bookmark: _Toc231245283]5.1 Purpose and Positioning
This chapter interprets the findings presented in Chapter 4 by analysing them through the theoretical perspectives developed in Chapter 2. Instead of retelling single case stories, the chapter employs a cross-case analysis style to determine trends, correlations and the process mechanisms among the five coffeehouse brands. It is based on the main theoretical frames, such as Experiential Marketing Theory (Schmitt, 2010; 2011), the Brand Experience Model (Brakus, Schmitt and Zarantonello, 2009), Emotional Branding Theory (Saeedi, 2025), and Brand Attachment Theory (Bosmans et al., 2020).
They are frameworks that can be used to understand the effect of the elements of experiential marketing on the perception of customers, their emotional reactions, and overall relationships with the brand in the long term. The purpose of the chapter is to go beyond descriptive findings by critically assessing the extent to which the empirical evidence can serve as support, extension or challenge to the existing literature.
This chapter is thus analytical and not descriptive. It generalises across cases to describe the differences in experiential strategies and their results. The main goal is to investigate the role of experiential marketing in the formation of emotional brand attachment in the coffeehouse industry, and under what conditions this relationship is stronger or weaker.
[bookmark: _Toc231245284]5.2 Analytical Framework and Logic
This paper follows the conceptual framework that emerged in Chapter 2, which describes the connection between experiential marketing and emotional brand attachment. Key experiential elements that are independent variables consist of store environment, service interaction, storytelling, and digital engagement. These factors influence the customer perceptions due to sensory, emotional, and cognitive stimuli, which are consistent with experiential marketing theory (Schmitt, 2010).
Such inputs affect a number of mediating variables such as customer experience, engagement, satisfaction, and trust. According to the previous studies, these factors are also important in determining behavioural and relational outcomes, but they do not necessarily result in emotional attachment (Hollebeek, Glynn and Brodie, 2014). Emotional brand attachment is the final outcome (or dependent variable) that indicates a more profound psychological bond between the consumer and the brand (Boateng et al., 2020).
The chapter uses a thematic approach to analyse this relationship, which is consistent with the literature review. The discussion is structured in five major themes: experiential marketing and sensory experience, customer experience and integration of the omnichannel, emotional branding and identity connection, engagement versus emotional attachment, and the role of digital experience. This methodology allows for a systematic comparison between theoretical knowledge and empirical results.
[bookmark: _Toc231245285]5.3 Cross-Case Synthesis: Compare and Contrast with Literature
Theme 1: Experiential Marketing and Sensory Experience
The literature makes a very strong contribution by placing sensory and experiential factors at the centre of determining consumer perception and behaviour. Experience Marketing Theory emphasises the role of sensory and emotional stimuli in customer reaction using both sense and feel dimensions (Schmitt, 2010; 2011). On the same note, the experience economy school of thought holds that companies fight by creating memorable experiences as opposed to providing products in isolation (Pine and Gilmore, 2014). The Brand Experience Model also supports the fact that affective, behavioural and sensory responses are all factors that influence brand assessment (Brakus, Schmitt and Zarantonello, 2009).
The theoretical assertions are mostly substantiated by the discoveries made in Chapter 4. The best example of sensory and immersive experience is IBM, where the atmosphere and environment of the store, music, and design are merged to create a unique environment. Caffè Nero, too, depends on the experience, which is created by atmosphere, whereas Costa offers an average amount of sensory experience, as the store design remains constant. Conversely, Dunkin and Tim Hortons are less concerned about sensory immersion and emphasise convenience and habitual consumption.
Nevertheless, the results unveil an essential gap in the literature as well. Although the sensorial experience is evidently a key determinant in perception and satisfaction, it is not always reflected in the emotional connection with a brand. As an illustration, Caffé Nero offers a good sensory environment, but poor attachment performance as compared to Starbucks. This implies that sensory stimulation cannot be used alone in order to form profound psychological connections.
Thus, although the results confirm the significance of experiential marketing in influencing customer perception, the results expand the literature showing that sensory experience should be integrated with other relational and emotional factors to create attachment. The most important lesson is that sensory experience serves as a starting point to engagement, but not as a single motivator of emotional brand attachment.
Theme 2: Customer Experience and Omnichannel Integration
The literature on customer experience highlights the significance of whole-person interactions along with several touchpoints. According to Lemon and Verhoff (2016), customer experience is a cumulative journey during pre-purchase, purchase, and post-purchase. Recent literature also emphasises the importance of omnichannel integration and digital and physical interactions in order to increase engagement and satisfaction (Rahman et al., 2025; Chawla, Chawla and Jain, 2024).
These theoretical views are well in line with the empirical findings. Starbucks has been the most integrated with mobile applications, loyalty programmes, and in-store experience, which have been integrated to provide a smooth process. Costa is moderately integrated, where digital tools are used to facilitate convenience, but there is no more in-depth experience. Dunkin’ is interested in functional digital interaction, which mainly increases speed and efficiency. Caffé Nero and Tim Hortons are more restricted in their integration, as they mainly use the physical experiences.
The results affirm that integration of omnichannels enhances customer interaction and convenience. But they also disclose that greater involvement does not always result in emotional attachment. Starbucks, with its combination of digital and physical experiences, has better attachment results. However, Dunkin, though with a high level of digital activity, demonstrates a lower level of emotional attachment.
This discrepancy indicates that although omnichannel strategies contribute to customer experience, their success in fostering attachment requires the incorporation of the emotional and symbolic aspects. The important lesson is that the omnichannel integration reinforces the delivery of experience, but cannot be claimed to be emotionally rich unless it is reinforced by a significant brand interaction.
Theme 3: Emotional Branding and Identity Connection
The literature on emotional branding focuses on the importance of identity and emotional significance in influencing consumer-brand relationships. According to Emotional Branding Theory, a brand establishes a deep bond between itself and the consumer by affirming to the consumer values and emotions (Saeedi, 2025). Equally, self-brand connection theory emphasises the fact that attachment becomes stronger when consumers feel that the brand identity is aligned with their self-concept (Sayin and Gurhan-Canli, 2024). Attachment theory also adds that such emotional associations repeatedly result in permanent psychological bonds (Bosmans et al., 2020).
These views are well supported by the findings. The best example is Starbucks with its idea of third place, which has helped it to make a sense of belonging and identity. This is more than a strategy of functional experience, and it makes the brand a part of the social and emotional lives of customers. Tim Hortons also exhibits aspects of identity-based attachment with community orientation and familiarity.
Costa, Dunkin and Caffé Nero, on the contrary, demonstrate less focus on emotional branding. They are more convenience-oriented, efficiency-oriented, or atmosphere-oriented in their strategies and have limited identity-based engagement. Consequently, they do not seem able to produce high levels of emotional attachment.
Such results affirm that emotional branding is paramount in changing experiences into attachment. They also contribute to the literature by pointing out that positioning based on identities is one of the major distinguishing factors in the effectiveness of experiential marketing. The lesson here is that emotional branding is not an option, but it is a necessity that builds a strong and enduring relationship between consumers and brands.
Theme 4: Engagement vs Emotional Attachment
The literature available makes a clear distinction between engagement and emotional attachment. According to Hollebeek, Glynn and Brodie (2014), engagement is a cognitive, emotional, and behavioural interaction with a brand, whereas Khamitov, Thomson and Johnson (2015) believe loyalty is possible without an emotional bond. In a similar manner, Damaschi, Aboueldahab and D’Addario (2025) point out that repetitive behaviour can be a product of habit and not emotional attachment.
These theoretical arguments are strongly supported by the findings. Dunkin’ is a good illustration of strong involvement with less emotional investment. Its convenience-based paradigm promotes frequent communication, but does not have any deeper emotional content. Costa also exhibits repetitive purchase behaviour due to consistency and accessibility as opposed to emotional attachment.
Starbucks, on the contrary, manages to integrate both engagement and emotional attachment. Its experience approach combines sensory, relationship and identity-based factors, generating an interaction and emotional richness. Tim Hortons is positioned between the two, where familiarity will lead to loyalty, but not necessarily a strong emotional attachment.
These results support the fact that engagement and attachment are two related constructs that cannot be used interchangeably. The main implication is that engagement is a condition that is necessary but not sufficient for emotional attachment. To have a better relationship, it is necessary that brands are not just interactive but are also emotional in their meaning.
[bookmark: _Toc231245286]5.4 Integration to Conceptual Model
The results are a good indication of a number of relationships that were postulated in the conceptual framework. Across all scenarios, experience marketing always plays a role in customer experience, which proves its importance as a main perception and interaction generator. Engagement is also a result of customer experience, as is reflected through digital platforms and loyalty systems across brands. Nonetheless, the correlation between experience and the emotional brand connection is not homogeneous. It is more powerful in Starbucks, where experiences are immersive, consistent and identity-based, and less in brands that are based on convenience or routine consumption.
The discussion implies significant changes to the model. Experience is mediated by the emotional branding as an essential element that turns experience into attachment. Devoid of emotional meaning or identity congruency, experiences are functional and not relational. Digital interaction is also a moderator, enhancing customer interaction and continuity, yet it does not itself form attachment.
The results narrow down important propositions. Emotional attachment is not necessarily achieved as a result of experiential marketing. Rather, this process has to be mediated by emotional branding and identity. The integration of omnichannels makes it more engaging and continuous, yet does not ensure attachment on a deeper level without emotional resonance.
[bookmark: _Toc231245287]5.5 Robustness Considerations
The research is founded on secondary data and has some drawbacks. There is a possibility of bias in company reports and the business media, especially where positive organisational performance is being presented. Lack of primary data impairs first-hand understanding of customer perceptions and emotional reactions. Also, the coffeehouse industry's focus might limit generalisability to other service industries.
Nevertheless, the research is credible due to the triangulation, where various sources, including academic sources, industry reports, and company data, were used. The analytical validity is enhanced through a cross-case comparison of five brands, as it detects similar patterns and differences. Such actions make the results more reliable regardless of methodological limitations.
[bookmark: _Toc231245288]5.6 Practical Synthesis (Bridge to Chapter 6)
The results produce a number of practical implications for organisations aiming at developing emotional brand attachment in the use of experiential marketing. To begin with, experiential strategies should be able to combine sensual, emotional, and digital components to generate significant customer experiences. One-off attempts to design stores or to create technology are inadequate without emotional consistency.
Second, the concept of emotional branding is the key to long-term loyalty. The closer the brands are to customer identity and values, the higher the chances of them developing a strong attachment. Third, the integration of omnichannel improves interaction, as it makes the touchpoints consistent, though it has to be backed by emotional sense, not by mere convenience.
Fourth, the consistency between physical and digital space enhances brand perception, trust, and builds attachment in the long-term. Lastly, strategies that are speedy and convenient can create repeat behaviour but restrict the opportunities to get emotional.
The insights offer managerial suggestions, which will be elaborated in Chapter 6.
[bookmark: _Toc231245289]5.7 Chapter Summary
This chapter has critically analysed the findings in relation to the literature reviewed in Chapter 2. The findings largely confirm the presence of existing theories on experiential marketing, customer experience, and emotional branding, along with adding an extension on the same to emphasise the conditionality of emotional attachment. Through the analysis, it is evident that experiential marketing has the ability to affect customer experience and customer engagement in all instances. Nevertheless, emotional branding and identity alignment can only build emotional brand attachment when supported by experiences. Starbucks can be seen as the most powerful model, with the integration of sensory experience, storytelling, and digitalisation to achieve more emotional bonds. Conversely, brands that are more convenience-oriented demonstrate lower attachment results. In general, the results indicate that experiential marketing is not directly related to emotional attachment but works via mediating and moderating variables. These are the conclusions on which Chapter 6 will be based and present theoretical contributions and managerial implications.


[bookmark: _Toc231245290]Chapter 6: Conclusion and Recommendations
[bookmark: _Toc231245291]6.1 Introduction
[bookmark: _Toc231245292]6.1.1 Purpose of the Chapter
The dissertation ends with a discussion of the key conclusions regarding experiential marketing's ability to create emotional brand attachment within the coffeehouse industry. It summarises main findings, explains theoretical and management implications, discusses the limitations of the study and suggests directions for further research. The chapter also points out the increasing role of Experience Marketing as a strategic tool to establish a long-term emotional bond in very competitive services.
[bookmark: _Toc231245293]6.1.2 Research Recap and Analytical Positioning
This study was designed to analyse the effect of experiential marketing on brand attachment emotions of Starbucks. The study was of a secondary qualitative research design with Starbucks as a main case and Costa Coffee, Dunkin', Tim Hortons and Caffè Nero for comparative analysis. In Chapter 5, an analysis of the cross-cases shows how the elements of sensory experience, emotional branding, customer interaction, and digital engagement contribute to the process of attachment formation. Since this chapter gathers together more general analytical findings, it does not restate each finding.
[bookmark: _Toc231245294]6.2 Brief Summary of Key Findings
The results showed that the use of experiential marketing as a competitive tool is more significant than product differentiation in the coffeehouse segment. Theory of experiential marketing was supported by the sensory environment, storytelling, service interaction and digital engagement that had highly valued effects on customer perceptions and evaluation of the brand. But customer satisfaction and convenience were not strong enough to generate high emotional brand attachment as well, the study reveals. In cases where experiences brought about identity connection, emotional meaning, and psychological belonging, emotional attachment grew stronger (Bosmans et al., 2020).
It could be concluded that Starbucks has the strongest experiential model in the context of the total cases in terms of integrating the elements of physical ambience, personalised interaction, digital ecosystem, third place identity and emotional branding. This resulted in a greater emotional connection than that of Costa Coffee, Dunkin, Tim Hortons or Caffè Nero. Unlike Costa and Dunkin, who were more on the convenience and the motives for efficiency, Tim Hortons were more on crafting community and familiarity, and Caffè Nero on atmosphere and café culture. This lack of emotional attachment was largely because of these chopped-up experiential methods, which resulted in engagement.
Overall, the results revealed that the emotional brand attachment forms when sensory, relational, symbolic, and digital experiences occur simultaneously and regularly at various customer-level touchpoints (Brakus, Schmitt and Zarantonello, 2009).
[bookmark: _Toc231245295]6.3 Theoretical Implications
[bookmark: _Toc231245296]6.3.1 Contribution 1: Extension of Experiential Marketing Theory
The results of this study validate Experiential Marketing Theory by demonstrating the effect of sensory and emotional cues on the customer perception in the coffeehouse context. This is in line with Schmitt's conception of experience as sense, feel, think, act and relate (Schmitt, 2010). It also contributes to the development of the Brand Experience Model that defines experience in terms of sensory, affective, intellectual and behavioural reactions to branded stimuli (Brakus, Schmitt and Zarantonello, 2009). The results, however, challenge these theories by demonstrating that emotional brand attachment is not sufficient if based on sensory experiences alone. Caffè Nero created a decent ambience, but their connection with the audience was no match for Starbucks' power. Thus, the kinds of environments that can engender feelings of engagement can do so as well, but it requires symbolic meaning, identity fit and relational continuity. The experiential side of Starbucks was effective not just as several individual “touch points” but as a “spiral of emotions.
In the next QCT, students will continue their study of engagement versus attachment by clarifying the relationship between the two.
The study is also valuable because it separates engagement and emotional attachment. The theory of brand engagement includes cognitive, emotional and behavioural involvement (Hollebeek, Glynn and Brodie, 2014). The findings reveal that love is not necessarily romanticism. Their interaction was enabled by both convenience and speed, and by the use of loyalty schemes and digital ordering, and their bond seemed less strong with Costa and Dunkin'. This reinforces loyalty to be possible without causal emotional attachment (Khamitov, Thomson, and Johnson, 2015). Emotional attachment is more complicated, requiring repeated emotional learning and having a level of psychological proximity and identity bond (Bosmans et al., 2020). Thus, this study differentiates satisfaction, engagement, loyalty and emotional attachment from the literature on attachment. They can get the customers to return by offering the repetition of behaviour, but this is not enough; emotional engagement takes place when customers feel they are attached to the brand by a sense of meaning, belonging and personal relevance.
[bookmark: _Toc231245297]6.3.3 Contribution 3: Mechanism-Based Understanding of Emotional Attachment Formation
Another theoretical area to advance is the mechanisms by which experiential marketing can turn into emotional attachment. It is found that attachment is not the result of exposure to experience. Rather, it emerges through a process of sensory immersion, storytelling, community feeling, service interaction and omnichannel continuity. This aligns with the feeling of the theory of emotional branding that states brands can establish stronger relationships by reference to consumer values and emotions (Saeedi, 2025). This also aligns with the self-brand connection theory, which suggests that loyalty increases when the brand is congruent with the consumers' self-representations (Sayin and Gurhan-Canli, 2024). The product development is manifested as Starbucks' third place, ethical sourcing stories, personalised service, and personalised mobile ecosystem. These contained moments of emotional interpretation, and not only functional use. These findings expand upon the theory of attachment, as they demonstrate the incremental nature of attachment, developing progressively and through the emotionally meaningfulness of interactions (Bosmans et al., 2020). The concept of experienced learning being meaningful in one's personal and social life before its becoming attachment is so important.
[bookmark: _Toc231245298]6.3.4 Contribution 4: Refinement of the Conceptual Framework
In Chapter 5, the conceptualisation of experiential marketing in Chapter 2 was further elaborated with the realisation that emotional attachment is by no means a straightforward effect of experiential marketing. Some of the mediators that showed up were customer experience and engagement, satisfaction, and trust. This is in line with the theory of the customer journey, which describes experience as a series of experiences through various touch points (Lemon and Verhoef, 2016). But the results also indicate that these are minimal in the absence of emotional branding and identity connection. While omnichannel integration thrived in the experience delivery, emotional branding proved key in deciding attachment. This builds on research into how digital and physical experience integration can enhance interaction but not emotional connection, with digital engagement only having a positive impact on interaction and not establishing emotional engagement (Rahman et al., 2025). The results consequently indicate that there is a moderating effect between the experiences and attachment, namely the factor of identity connection. The clean format is the easiest to transfer to other industries like hospitality, retail, lifestyle brands and services where the customer comes into contact with the business on multiple occasions. In this overall perspective, the study adds an integrated perspective on experiential marketing in service-like contexts in becoming emotionally meaningful.
[bookmark: _Toc231245299]6.4 Managerial Implications
As a manager, establishing integrated experiential ecosystems is much more important than shopping aside from the design, service, storytelling and digital engagement. When physical ambience, personalised service, brand stories and mobile engagement all have the same brand meaning, the emotional connection grows stronger, as demonstrated in the Starbucks case. This further suggests that customer experience is episodic over touchpoints (Lemon and Verhoef, 2016). This is why managers must have the store atmosphere, the loyalty app and the employee training and communication – working together on one emotional promise! Some of the metrics that are useful include the number of people interacting with your website, the number of visits to your mobile app, repeat visits and emotional sentiment scores.
Emotional branding should be the point of a manager's interest, alongside functional convenience. Convenience proved to be related to repeat purchase, as Costa and Dunkin demonstrated, but it was not necessarily a driver of weeks-long loyalty. This proves that loyalty can occur without emotional ties (Khamitov, Thomson and Johnson, 2015). Coffeehouse brands should appeal to a sense of moral obligation and tie them to community campaigns, lifestyle positioning to build identity-based meaning. There are various KPIs in the list of metrics that brand advocacy, sentiment and emotional engagement on social media should be included.
This should be regarded as a strategic experiential asset when dealing with employees and customers. People living in the trenches are not just providers; they create emotional memories. Individual communication, individual recognition and warmth in service can support the quality of the relationship. This is crucial as attachments do not form from single experiences of satisfaction, but by repeated emotional connections (Bosmans et al., 2020). Investing in service training, employees' communication skills and use of personalisation, measured using satisfaction scores, service ratings, retention and employee engagement, is important for managers.
The emotional should be expanded with digital platforms — it shouldn't simply be improved. Apps, even with a rewards program and AI recommendations, can help with continuity off the store, but not be mechanical. So early digital engagement should be not only convenient, but also relevant to each individual; it should increase community engagement and recognise people's emotions. Indicators should consist of app engagement, loyalty participation, digital conversion and repeat purchasing behaviour.
Finally, community and belonging strategies must be developed by managers. Strengthening identity alignment and identity attachment will be strengthened through strengthening local events, social spaces and community engagement. The third-place model suggests that SB customers got more attached when they made the brand how they identified themselves and their identity with others socially. Thus, along with the sale, the measurement of emotional loyalty, community engagement and customer advocacy should be performed.
[bookmark: _Toc231245300]6.5 Limitations and Directions for Future Research
There are some limitations in this study. This was based on secondary qualitative data, meaning that product or organisational bias may present itself in some company sources. Emotional attachment, too, is a subject and hard to measure accurately without customer evidence. The study solely looks at coffeehouse brands, which restricts the scope of generalisations outside of the fields of hospitality and experiential retailing. The material for cross-case comparison was not interviews or surveys, but was based on the publicly available material. Thus, it is unclear if causal relationships between experiential marketing and attachment can be fully established in an interpretivist qualitative design.
Interviews, surveys or mixed methods could be utilised in future studies to actually capture customer feelings. Tests could be administered in the same subjects over extended periods to investigate the nature of developmental changes in attachment. Additional research across industries would determine if the study results can be applied to other coffee brands. Other subjects for further research may include the aspects of cultural differences, immersive technologies, digital communities, and AI personalisation in emotional branding. The mediating role of engagement, trust, satisfaction and identity alignment could be examined through quantitative modelling.
[bookmark: _Toc231245301]6.6 Closing Statement
Based on this dissertation, it can be concluded that experiential marketing can be used as one of the strategic mechanisms for creating emotional brand attachment. The analysis reveals that attachment can be best promoted when sensory, relational, symbolic and digital experiences are consistently integrated. Starbucks, in particular, provided the most complete model of the experiential, as described by the various brands examined. In sum, experience marketing isn't about just a promotion anymore, but a means to long-term relationship building in today's experience economy.
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[bookmark: _Toc231245304]Appendix A: Search Strategy Table
	Database / Source
	Keywords Used
	Inclusion Criteria
	Exclusion Criteria

	Google Scholar
	experiential marketing, Starbucks, emotional brand attachment
	2015–2025, peer-reviewed, relevant to coffeehouse/service industry
	unrelated sectors, outdated sources

	Company reports
	Starbucks annual report, customer experience
	official company data
	promotional-only material

	Industry sources
	coffeehouse market, customer experience trends
	credible industry reports
	weak blogs or unsourced articles


[bookmark: _Toc231245305]Appendix B: Case Selection Criteria
	Case Brand
	Reason for Selection
	Experiential Focus

	Starbucks
	Main case, strong experiential branding
	Third-place identity, digital ecosystem

	Costa Coffee
	Strong UK/global competitor
	Convenience and quality

	Dunkin’
	Fast-service coffee competitor
	Speed and affordability

	Tim Hortons
	Community-based brand identity
	Value and local identity

	Caffè Nero
	Premium café atmosphere
	Ambience and café culture


[bookmark: _Toc231245306]Appendix C: Thematic Coding Framework
Example:
	Theme
	Initial Codes
	Related Theory

	Sensory Experience
	music, lighting, layout, smell, ambience
	Experiential Marketing Theory

	Service Interaction
	personalisation, employee contact, customer care
	Brand Experience Model

	Storytelling
	ethical sourcing, brand values, lifestyle meaning
	Emotional Branding

	Digital Engagement
	mobile app, rewards, online ordering
	Omnichannel Engagement

	Emotional Attachment
	belonging, identity connection, trust
	Brand Attachment Theory


[bookmark: _Toc231245307]Appendix D: Cross-Case Comparison Table
	Brand
	Main Experiential Strategy
	Emotional Attachment Strength
	Key Limitation

	Starbucks
	Physical, digital, emotional and symbolic experience
	High
	Needs consistency across markets

	Costa Coffee
	Convenience and reliable service
	Moderate
	Less emotional storytelling

	Dunkin’
	Speed and affordability
	Low to moderate
	Less immersive experience

	Tim Hortons
	Familiarity and community identity
	Moderate
	More routine-based loyalty

	Caffè Nero
	Premium ambience
	Moderate
	Less digital integration





[bookmark: _Toc231245308]Appendix E: Ethical Form

APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. 

The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

This form must be completed and approved prior to undertaking any research activity. 

SECTION A: About You (Principal Researcher)
	1
	Full Name:
	Papeya Akter

	2
	Student Number:
	2427999

	3
	Email address:
	2427999@student.uwtsd.ac.uk

	4
	Programme of Study:
	MBA International Business

	5
	Supervisor:
	Amir Homayounfard




SECTION B:  Internal and External Ethical Guidance Materials
	
	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.

	1
	UWTSD Research Ethics & Integrity Code of Practice
	☑

	2
	UWTSD Research Data Management Policy
	☑

	3
	
	☐

	4
	
	☐




SECTION C: Details of Research Activity
	1
	Indicative title:
	The Role of Experiential Marketing in Building Emotional Brand Attachment: A Starbucks Case Study

	2
	Proposed start date:
	[bookmark: _GoBack]
	Proposed end date:
	

	
	Introduction to the Research

	3
	Purpose of Research Activity
This study examines the role of experiential marketing in creating emotional attachment to a brand, which is the Starbucks case study. A common trend in contemporary services is the importance of experiences as a commodity by consumers. Customers can form their opinion about a brand based on store ambience, employee merchant contact, narrative, and online communication. Starbucks is commonly known to have developed a unique customer experience, which makes the company an appropriate study to explore this problem. Available literature demonstrates that experiential marketing has effects on customer perceptions, involvement and loyalty. Fewer studies however have explicitly investigated how these experiences lead to the development of emotional attachment in service based retailing places like coffeehouse brands. The paper fills that gap as it unites the literature on the topics of experiential marketing, customer experience, and emotional branding into a single investigation. The study will contribute to the body of knowledge by demonstrating how various experiential factors can be effectively combined to create stronger emotional customers-brand relationships. This is critical since emotive attachment has the potential of boosting loyalty, recurring purchase and word of mouth. The work also has a practical implication on the service business which is trying to enhance the relationship with the customers by enriching their experiences in brand contact in terms of being more meaningful and authentic.

(this box should expand as you type)

	4
	Research Question

· How does experiential marketing contribute to emotional brand attachment in Starbucks?


	5
	Aims of Research Activity
To examine how experiential marketing strategies contribute to building emotional brand attachment using Starbucks as a case study through secondary research.
(this box should expand as you type)

	6
	Objectives of Research Activity

3. To explore the concept and importance of experiential marketing in modern branding.
4. To examine how experiential marketing strategies are implemented in Starbucks.
5. To analyse how experiential marketing influences emotional brand attachment among customers.
6. To evaluate existing literature on experiential marketing and emotional branding.

(this box should expand as you type)

	
	Proposed data collection methods

	7
	The qualitative data utilized in this study will be secondary only. No primary data will be gathered. Questionnaires, interview, focus group, observation, diaries and recordings will not be used in the research. Alternatively, current published and publicly available sources that are pertinent to the topic of the research will be used to collect the data.

The primary sources will be peer-reviewed journal articles, academic books, industry reports, market research publications, and corporate documents of Starbucks including annual reports, sustainability reports, and official documents on its websites. The publicly available resources on trustworthy businesses and marketing materials could also be checked in those cases when they relate to the topic directly.

The research will be carried out with the use of scholarly databases and library search engines (Google Scholar and the University library databases). The main keywords that will be used are: phrases like; experiential marketing, emotional brand attachment, customer experience, brand engagement, emotional branding, Starbucks marketing strategy, Starbucks marketing strategy combination etc. Purposive sampling will be applied when choosing the sources. It is an aspect that indicates that the researcher will select materials that are directly pertinent to the purpose of the research, are credible in their source, and also are rigorous enough in content.

The materials that will be collected will be organised and reviewed in a systematic way. The selected sources will be used to take notes and these notes will constitute the dataset of the analysis. The analysis motif to be used will be thematic analysis. A close reading of relevant texts will be done, the major ideas will be coded, and similar trends will be further divided into themes. Such themes will however be determined as a way of establishing the role of experiential marketing factors in emotional brand attachment.

Since the research is fully conducted on the basis of documentary and published works, no personal interaction with research participants and no gathering of personal or other sensitive personal information of the participants will be conducted.




SECTION D: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☐
	☑

	2
	Use of interviews?
	☐
	☑

	3
	Use of focus groups?
	☐
	☑

	4
	Use of participant diaries? 
	☐
	☑

	5
	Use of video or audio recording?
	☐
	☑

	6
	Use of computer-generated log files?
	☐
	☑

	7
	Participant observation with their knowledge?
	☐
	☑

	8
	Participant observation without their knowledge?
	☐
	☑

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☑

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☑

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☑

	12
	Investigation of participants involved in illegal activities?
	☐
	☑

	13
	Use of procedures that involve deception?
	☐
	☑

	14
	Administration of any substance, agent or placebo?
	☐
	☑

	15
	Working with live vertebrate animals?
	☐
	☑

	16
	Procedures that may have a negative impact on the environment?
	☐
	☑

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	☑

	
	Details of any other primary data collection method:


Not applicable. This study uses secondary documentary sources only and does not involve any primary data collection.
(this box should expand as you type)
	
	




If you have ticked NO to every question then the research activity is (ethically) low risk and you may skip section E and continue to section F.

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION E: Intended Participants
	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	☐

	2
	Adults (over the age of 18 and competent to give consent)?
	☐
	☐

	3
	Vulnerable adults?
	☐
	☐

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	☐

	5
	Prisoners?
	☐
	☐

	6
	Young offenders?
	☐
	☐

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☐

	8
	People engaged in illegal activities?
	☐
	☐

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.
	☐
	☐

	
	Details of any other participant groups:
Complete this only if your participants cannot give consent. This includes animals

(this box should expand as you type)
	
	




	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?
	Ballpark figures are fine but make sure that you explain how you will identify and contact your participants.


(this box should expand as you type)

	11
	Who will the participants be?
	


(this box should expand as you type)

	12
	How will you identify the participants?
	


(this box should expand as you type)





	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☐
	☐
	☐

	14
	Will you tell participants that their participation is voluntary?
	☐
	☐
	☐

	15
	Will you obtain written consent for participation?
	☐
	☐
	☐

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☐
	☐
	☐

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☐

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☐
	☐
	☐

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☐
	☐
	☐

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☐
	☐
	☐

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☐
	☐
	☐

	22
	If NO to any of above questions, please give an explanation 

	
	You should be able to tick YES for all of these questions. If not, then explain why not in this box.

(this box should expand as you type)




	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☐
	☐

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☐
	☐

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☐
	☐

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☐
	☐

	28
	If YES to any question, please provide full details 

	
	You should be able to tick NO for most of these questions. For any cases that you have ticked YES then provide details in this box. If you are using cameras/voice recorders to record interviews, then please state that in this box.

(this box should expand as you type)




SECTION F: Anticipated Risks

	
	[bookmark: _Toc231245309]Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them.  

	1
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information. If you have identified in section D that there are no participants, then enter N/A and go skip to question 3.

	
	Risk to participants:
There are no direct human participants in this study because it uses secondary data only. Therefore, no physical, emotional, social, or financial risks will be imposed on participants. A limited indirect risk could arise if published materials were misinterpreted or represented unfairly.
(this box should expand as you type)
	How you will mitigate the risk to participants:


The study will rely only on publicly available and properly cited sources. Findings will be presented accurately, respectfully, and in context. No individual person will be recruited, contacted, or identifiable through the research.

	2
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	The research does not involve sensitive questioning or disclosure from participants. It is based on published academic and corporate sources relating to marketing and branding. No procedures are required for participant support because there are no participants.


	3
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:

The main risks to the investigator are academic and procedural rather than physical. These include the risk of using low-quality sources, unintentionally misrepresenting published findings, poor data management, plagiarism, or over-reliance on non-scholarly materials. There is also a time-management risk associated with reviewing a large volume of literature.
	How you will mitigate the risk to the investigator:


The researcher will use credible academic databases, apply clear inclusion criteria, and maintain accurate records of all sources consulted. Proper referencing will be used throughout. Notes and drafts will be stored securely. The researcher will follow supervisor guidance and University policies on academic integrity, ethics, and data management.

	4
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:

Potential risks to the University include reputational risk if the research is poorly conducted, inaccurately references sources, misrepresents Starbucks or the literature, or breaches academic integrity and data handling expectations.
	How you will mitigate the risk to the University:


The project will follow UWTSD ethical guidance, academic integrity rules, and data management requirements. Only publicly available and credible sources will be used. The dissertation will be written objectively, referenced correctly, and reviewed carefully to reduce errors, bias, or misinterpretation.

	5
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:


The research is desk-based and does not involve fieldwork, travel, substances, laboratory activity, or physical intervention in any environment. Environmental risk is therefore minimal, though there is a small indirect environmental impact from normal use of electricity and digital devices.
	How you will mitigate the risk to environment:


The study will be conducted digitally where possible, avoiding unnecessary printing and travel. Electronic storage and submission methods will be used to minimise waste and resource use.




SECTION G: Feedback, Consent and Confidentiality

If you have identified in section D that there are no participants, then enter skip this section and continue to section H.

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	You don’t need to email your participants with your final report. A good alternative is to set up an email address that they will be able to contact for further details or results.

(this box should expand as you type)

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	If you are using a paper questionnaire then you should have the participants sign an appropriate consent form. These forms will count as personal data and should be noted as such in section J.
If you are using an online questionnaire, then you should have a screen before the questions start that acts as a consent form, informing participants that by clicking on the NEXT button they are providing consent.

(this box should expand as you type)

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	Do not collect names unless you really need them. Do not name participants or organisations in any research publications (including the thesis) without their explicit permission.

(this box should expand as you type)




SECTION H: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	☑

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	This includes audio/video data of participants but can also include IP addresses and usernames. Names, addresses and emails also count, as do consent forms.

(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	
☐
	
☑

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	Not applicable.


(this box should expand as you type)




	
	Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	☑

	6
	University computers?
	☑
	☐

	7
	Private company computers?
	☐
	☑

	8
	Home or other personal computers?
	☑
	☐

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☑
	☐

	10
	“Cloud” storage or websites?
	☑
	☐

	11
	Other – specify:
	☐
	☑

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	All research materials, including downloaded articles, notes, coded themes, and dissertation drafts, will be stored securely on password-protected devices and password-protected cloud storage. Access will be limited to the principal researcher and, where necessary, the supervisor. Files will be organised carefully and backed up regularly. Any portable storage used will be password protected. Since no personal data will be collected, anonymisation of participant data is not required. However, all sources will be handled responsibly, and citation records will be maintained accurately to ensure academic integrity.




	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☑
	☐

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☑

	15
	Sharing of data with other organisations?
	☐
	☑

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☑

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☑

	18
	Publication of data that might allow identification of individuals?
	☐
	☑

	19
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and/or any international equivalent):

	
	

	20
	List all who will have access to the data generated by the research activity:

	
	(this box should expand as you type)

	21
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	(this box should expand as you type)

	22
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. 

	
	(this box should expand as you type)

	22
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	☑

	23
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	☑





SECTION I: Use of AI tools
	Use of generative AI and other AI-based tools
There are a number of ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.

Will the research use AI tools to do any of the following:
	YES
	NO
	N/A

	1
	Capture data?
	☐
	☑
	☐

	2
	Generate and/or edit text?
	☑
	☐
	☐

	3
	Generate graphics?
	☐
	☑
	☐

	4
	Generate video?
	☐
	☑
	☐

	5
	Generate sound/music?
	☐
	☑
	☐

	6
	Generate code?
	☐
	☑
	☐

	7
	Generate synthetic data?
	☐
	☑
	☐

	8
	Analyse data?
	☐
	☑
	☐

	9
	Analyse personal or sensitive data?
	☐
	☑
	☐

	10
	Classify data?
	☐
	☑
	☐

	11
	Do you intend to use the free version of any AI tools?
	☑
	☐
	☐

	If you have answered YES to any of questions O1-O11, please provide justification detailing why this is necessary for the research.  

	12
	(this box should expand as you type)





SECTION J: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	
	Date:

	2
	Supervisor:
	
	Date:

	3
	Signature:
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