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[bookmark: _Toc231725351]Abstract:-
This study investigates the role of experiential marketing in supporting business growth in emerging markets, using Starbucks India as a case study. The study determines the impact of the use of experiential marketing strategies in customer interaction, brand image, customer retention and the overall growth of the business. In this study, a qualitative research design was chosen and all secondary data they gathered based on academic journals, industry reports, company publications and trusted online sources were used. Using the method of thematic analysis, the study analyzes major experiential marketing activities adopted by Starbucks India such as store ambience, personalized customer service, digital engagement, localization strategies and community involvement. Results suggest that experiential marketing can be effective in delivering memorable customer experiences, increasing the emotional bonds, boosting brand image, and fostering repeat purchases. The research also shows that local experiences and online communication is critical in winning and keeping consumers in the Indian market. Moreover, experiential marketing helps in the long-term business development with enhanced customer loyalty and market share. The study also helps add to inherent literature by shedding light on the experiences in a young-market setting as well as to the strategic importance of experiential marketing to organizations that aim to acquire some competitive advantage in a fast-changing consumer landscape in the present-day world.
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[bookmark: _Toc231725354]1. Introduction:-
[bookmark: _Toc231725355]1.1 Background of the Study:-
Globalization is transforming the international business process and organizations are able to venture beyond the domestic markets and enter new markets that are diversified (Abdulla and Bashir, 2025). Although emerging economies appeal to multinational corporations due to high economic growth, increasing consumer numbers and favorable demographics, they have attracted the corporations in recent decades. They are massive growth markets particularly to international brands that want to gain a competitive presence and larger market share. However, they also come with complicated problems, such as cultural diversity, different consumer taste, and economic inequality as well as intense competition on the local markets (Abdulla and Bashir, 2025). The emerging markets present new challenges to the international brands yet winning requires innovation and adopting new strategies.  
Experience marketing influences memorable experiences, moments of immersion that reach the customers at sensory, emotional, cognitive and behavioral levels (Ahmed et al., 2024). It will create a stronger association and brand loyalty by fostering active employment. Experience marketing has become more important in service-based industries where customer experience is paramount. Hospitality, retail and food-and-beverage industries are highly reliant on quality experiences that will help to attract and retain customers. Experiential marketing that includes use of store ambience, customized services and interaction has specific effects on satisfaction and buying behavior. Companies that embrace this strategy are easily distinguished among the rest and they grow sustainably. India is a vibrant and fast emerging market as concerns the experiential marketing studies. Socio economic changes in the country have been great: urbanization, digitalization, and more exposure to global brands.   
The role of experiential marketing has been increased by the use of digital technologies and social media. Through online experience, consumers provide an opinion that influences the perception and choices of others. Thus, organizations have to establish positive memorable experiences that would produce favorable word-of-mouth and build brand reputation (Faridi, Aang Curatman and Siddiq, 2025). Experience marketing has become an essential part of the contemporary approach, especially in such economies as the emerging ones where the anticipations change fast.
[bookmark: _Toc231725356]1.2 Context of Starbucks in India:-
Starbucks can be used as a very interesting case study when considering how experiential marketing can affect the development of a business (Volle, 2021). In India, Starbucks used the Tata group as a partner that gave it a chance to know about the local market and the expertise of running operations in India. Such a partnership made it possible to navigate through the Indian market that is tricky and maintain the global brand identity. Expanding Starbucks has been successful in their efforts to match their experiential strategies with the local cultural preferences, consumer behavior, and the market conditions (Volle, 2021). Localization of the offerings and brand consistency are the main features of Indian success of the Starbucks. The company brings close the cultures of Indians through store design, menu choices and marketing. 
The atmosphere of the stores is a combination of the global and local aesthetics that make the shop settings unique and attractive (Florea et al., 2025). The experiential marketing of Starbucks in India is all-inclusive and multi-level. It involves the development of aesthetically attractive stores, the provision of personalized services, the exploitation of digital platforms as platforms to engage the society, and conducting community activities. The fact that Starbucks thrived in India highlights the power of experiential marketing to help achieve growth. This has created a good presence and a regular clientele base among the customers who have been able to obtain high-quality experiences in the firm (Florea et al., 2025). Nonetheless, there is a paucity of research associating experiential marketing and the development of business at Starbucks India specifically, and therefore further studies are necessary.
[bookmark: _Toc231725357]1.3 Research Problem:-
Regardless of the increasing awareness of experiential marketing as one of the key business strategies, there is limited literature regarding how this can affect business development particularly in emerging markets (Li and Tang, 2024). The high majority of researches focus on the economies that are well developed, where the consumer behavior, infrastructure and market dynamics are not as in such destinations as India (Li and Tang, 2024). This presents a very important gap that should be bridged. 
The second weakness is that there is a poor correlation between experiential marketing and quantifiable performance indices (Pires et al., 2024). The strategies are usually linked to the intra-corporate benefits, which are not tangible, emotional involvement, brand perception, but the connection between them and the ultimate outcome, such as sales-increase and customer loyalty, is not explicitly stated (Pires et al., 2024). The paper will seek to fill that gap and examine how experiential marketing fits in the growth of a business at Starbucks India.
[bookmark: _Toc231725358]1.4 Research Aim and Objectives:-
Aim-
The aim of this study is to understand how experiential marketing strategies would help to grow the business in the new markets and more particularly, Starbucks India and to evaluate the experiential marketing effect on brand perception, expansion of market, and improving engagement of customers.
Objectives-
1. To critically examine and understand the theory, concept, and practical insight of experiential marketing from Starbucks India. 
2. To analyse and evaluate the impact of experiential marketing strategies that Starbucks performed over India in customer experience and brand awareness. 
3. To investigate how experiential marketing works in building the business and market expansion in the emerging markets. 
[bookmark: _Toc231725359]1.5 Research Questions: -
Main Research Question-
How does experiential marketing affect the growth of the business in emerging economies and in this case of Starbucks India? 
Sub-Research Questions-
1. What are the key experiential marketing policies used by Starbucks in India to improve perception of brand and engage customers and how strong are the relationships between customer interaction and perceived brand in the context of experiential marketing practices? 
2. What role does experiential marketing play in making companies gain customer loyalty and market growth? 
3. What are some of the lessons that can be learnt about experiential marketing practices of Starbucks India for companies intending to expand in new markets? 
[bookmark: _Toc231725360]1.6 Significance of the Study:-
The case study of Starbucks in India gives a great idea of the role of experiential marketing in business performance under the scenario of emerging market conditions. This study has an academic and practical value, especially in the context of rapidly growing economies like India (Ray, Ray and Kumar, 2022). Academically, the research study adds to existing literature by exploring experiential marketing in a highly dynamic market context- with specific contextual constraints thus providing context sensitive insights. Although there is extensive information in earlier studies on the subject of explorative marketing, most of what has been done on the subject has been based on the environments of developed markets. This research is thus a supplement to the current knowledge, as it uses known concepts in a developing economic scenario. Besides, the study examines the potential linking of the experiential marketing strategies with business-related outcomes like customer engagement, brand perception, and penetration in the market. The study does not want to generalize but specifically analyzes the interaction of these elements in practice. This methodology can be useful to balance the gap between theory and reality (business practice) and can also provide practical information to both scholars and practitioners (Ray, Ray and Kumar, 2022).  
[bookmark: _Toc231725361]1.7 Research Methodology:-
The research employs the qualitative approach based on the secondary data analysis, which is appropriate in study on the impact of experiential marketing on customer behaviour and business development (Ambarwati and Sari, 2023). The qualitative research is selected because it can give in-depth knowledge on concepts, theories, and actual practice which is necessary in analysis of complex marketing strategies in a particular setting. The information is a secondary source as the ethics form proves. The sources will consist of academic articles, books, company annual reports, industry journals and reputable online databases. These offer a holistic, valid foundation on the analysis of the influence of experiential marketing practices on the performance of a business. It is also possible to access a wide scope of information using secondary data, which makes the study more detailed and all-encompassing. The research takes an interpretivist philosophy where they concentrate on explanations about the social phenomena using subjective interpretation (Ambarwati and Sari, 2023). The information will be arranged using thematic analysis to create themes. It entails the familiarisation with the data, coding, developing themes, and interpreting the results.
[bookmark: _Toc231725362]1.8 Theoretical Framework:-
Experience marketing theory of Schmitt and marketing myopia theory of Levitt underpin this study. The theory by Schmitt elucidates how organisations generate value by use of sensory experience, emotional experience, cognitive experience, behavioural experience, as well as relational experience. Through these experiences, customer engagement, enhancement of brand perception, and customer loyalty are enhanced. According to Levitt Marketing Myopia Theory, when companies do not concentrate on customer requirements and instead on products only, the business would realize sustainable growth. Experience marketing fosters this perception as it helps build meaningful interactions, and memorable experiences with a customer. Applied to the case of Starbucks India, experiential marketing tactics like store atmosphere, customised offerings, digitalising, and localisation help to achieve customer satisfaction and enhanced emotional attachment to the brand. The factors enhance business expansion in new markets and enhance customer loyalty. Hence, the theoretical framework suggests that, the concept of experiential marketing has the power to impact customer engagement, brand image, and customer loyalty that will all lead to growth in businesses and expansion in markets.
[bookmark: _Toc231725363]1.9 Structure of the Dissertation:-
Chapter 1: Introduction – This chapter provides a professional introduction into the topic of the research. It includes the background, the problem under investigation, gaps in the existing knowledge, the objectives of the research, exact purposes of the objective, and research questions (Fitri Wahyuningsih, Sepriyanti and Kustati, 2026). It preconditions the study and clarifies the importance of the study.
Chapter 2: Literature Review – This chapter discusses the existing research on the topic of experiential marketing, customer engagement, and business growth. It explores major theories, the differences in opinions, and identifies gaps which justify the necessity of conducting this study.
Chapter 3: Research Methodology – This chapter explains the research design is outlined. It describes the philosophy underlying, approach taken, strategy adopted, data collection methods and techniques of analyzing it (Bergmann, 2023). It also warrants the reason of choosing this methodology.
Chapter 4: Findings and Analysis – This chapter gives the results of the study, which was based on the thematic analysis. It throws light on some key trends and observations regarding experiential marketing and business development.
Chapter 5: Discussion – The findings in this chapter are connected to the research objectives and reviewed literature. It provides a critical discourse of the implications (both theoretical and practical).
Chapter 6: Conclusion and Recommendations – In this chapter, the main findings about the study have been summarized and the contributions the study has made are highlighted as well as recommendations have been given to the businesses and future studies.
To sum up, this chapter has presented the research topic, stated the research objectives, and formed the basis of the research. In order to make the theoretical framework, the development of a critical review of the literature on experiential marketing and customer engagement and the growth of the business is going to be provided in the next chapter.






[bookmark: _Toc227328467][bookmark: _Toc231725364]2. Literature Review:-
The background of this study, research problem, aim, objectives and research questions related to using experiential marketing to support business growth in emerging markets were outlined using the case of Starbucks India in chapter 1. This chapter expands on reviewing past studies on experiential marketing, customer experience and engagement, brand image, customer loyalty and business growth. It also reviews evidence on emerging markets and the case of Starbucks India, and studies' gaps, to conceptualise this research.
[bookmark: _Toc228033403][bookmark: _Toc231725365]2.1 Introduction of the Literature Review:-
A literature review is an approach to examine earlier research. It can help to identify the central concepts, theories, empirical studies, contradictions and gaps of knowledge (Carmo, Marques and Dias, 2022). For the study, narrative thematic literature review (with systematic research methods) has been selected. This method is appropriate as Experiential Marketing has behavioural, strategic and customer perspective and requires findings from multiple studies (Carmo, Marques and Dias 2022). The literature has been explored in terms of the themes of experiential marketing, customer engagement, brand loyalty, growth and Starbucks India.
Relation to Marketing Myopia:-
Part of the theoretical background that is relevant to this review includes Marketing Myopia. Levitt's concept of Marketing Myopia is relevant to this research as it suggests organisations are not successful because they emphasise "products and production" rather than customers' changing needs. This limitation can be overcome in the form of experiential marketing by focusing on emotions, ways to create memorable experiences and customer experience (A Ved, 2022). So, this theory provides cause and effect of why experiential marketing can help in expanding the emerging markets.
[bookmark: _Toc228033404][bookmark: _Toc231725366]2.2 Literature Review Methodology:-
The classic narrative review is used to conduct the literature review with the assistance of systematic search factors that promote the breadth and transparency (Ambarwati and Sari, 2023). The review purpose is to combine the existing knowledge of the topic of being the experiential marketing, customer interaction, brand loyalty, and expansion of business in emerging markets and then analyze the gaps in the current research and justify the existing research on Starbucks India. To maintain quality and consistency, we scrutinised all of the chosen sources in terms of relevance to the study question, publication date, scholarly rigour and suitability. The result was that we have used relevant and valid information for our study.
[bookmark: _Toc228033405][bookmark: _Toc231725367]2.2.1 Aim of the Literature Review:-
The review aims to:
1. Theoretical foundations of experiential marketing will be discussed.
2. investigate its correlation to the customer interaction and business growth,
3. estimate the Starbucks experiential strategies in India and
4. indicate the gaps in the research that need to be addressed (A Ved, 2022).
[bookmark: _Toc228033406][bookmark: _Toc231725368]2.2.2 Type of LR:-
When reviewing the literature, it is qualitative and descriptive. According to the facts (Albuquerque-Costa, 2025) explaining the decision to use a traditional narrative literature review, there is a need to integrate theoretical, conceptual, and substantive evidence presented by different sources of peer-reviewed literature; therefore, the most suitable choice in marketing research that dwells upon behavioural and experiential constructs.
[bookmark: _Toc228033407][bookmark: _Toc231725369]2.2.3 Search Strategy:-
The systematic search strategy was used through the application of such databases as Google Scholar and academic publishers. The keywords will consist of the following: experience marketing, customer engagement, brand image, Starbucks India, and emerging markets (Carmo, Marques and Dias, 2022). Articles of 2021-2025 of acceptable scholarly sources were included because using peer-reviewed journal articles was considered a relevant and up to date source of information.
[bookmark: _Toc228033408][bookmark: _Toc231725370]2.2.4 Boolean Search Strings Used:-
Search was guided by the use of Boolean operators:
1. ("experiential marketing" AND "consumer experience") 
2. ("customer loyalty" AND "brand image") 
3. ("Starbucks India" AND "experiential strategy") 
4. ("developing economies" AND "consumer behaviour") 
5. ("business growth" AND "experiential marketing") 
6. ("Starbucks India" AND "customer engagement") 
These search terms helped to reduce the search and eliminate the sources that are relevant (Pandey et al., 2021).
[bookmark: _Toc228033409][bookmark: _Toc231725371]2.2.5 Inclusion and Exclusion Criteria:-
Inclusion criteria:
The sole type of articles should be peer-reviewed articles published in the period between 2021-2025, which will be devoted to the phenomenon of experiential marketing, brand perception, Starbucks, or new market (Dhillon, Agarwal and Rajput, 2022).
Exclusion criteria:
The non-academic sources, the publications that are not current, and research that are not centered on customer experience or marketing in emerging markets (Dias, 2022).
[bookmark: _Toc228033410][bookmark: _Toc231725372]2.2.6 PRISMA-Based Screening Summary:-
[image: ]
Figure 1: PRISMA flow Diagram
(Source: Self-Created)
A systematic selection strategy followed in the PRISMA framework achieved the transparency of the selection process of the relevant literature (Urdea and Constantin, 2021). An initial search was made against 74 records. Thanks to the elimination of duplicates and filtering titles and abstracts by relevance 32 articles were left. The further screening (full-text) based on alignment to the concept of experiential marketing, involvement with customers, and new markets reduced the list to 10 core materials, the foundation of the current literature review.
[bookmark: _Toc228033411][bookmark: _Toc231725373]2.2.7 Source Evaluation: CRAAP Framework Application:-
All the sources were tested using the CRAAP method that includes Currency, Relevance, Authority, Accuracy and Purpose because such a method of evaluation ensures academic reliability (Ray, Ray and Kumar, 2022). The sources that were retained consisted of current, relevant, peer-reviewed and methodologically sound only.
[bookmark: _Toc228033412][bookmark: _Toc231725374]2.3 Literature Review Thematic Analysis:-
[bookmark: _Toc228033413][bookmark: _Toc231725375]2.3.1 Theme 1: Previous Studies on Experiential Marketing Concepts
[image: ]
Figure 2: Schmitt’s strategic experiential modules
Source: (More, 2023)
Experience marketing is a technique where the marketer does not merely market products or services but concentrates on making the experience of the customer memorable and meaningful (More, 2023). Contrary to the conventional marketing where emphasis has been based on the utilitarian advantages of marketing like price and quality, experiential marketing focuses on connecting with consumers into emotional, sensory, cognition and behavioral dimensions. This change can be seen as consumers shifting towards the culture of value as people are experiencing more and more value based on experiences and less on specific qualities of a product. The mode of operation is built based on the notion that positive experiences can steer the perceptions, attitudes and eventually affect the buying behavior and brand loyalty. Several studies, such as More (2023) adapted Strategic Experiential Modules of Schmitt and discussed the effect of sensory, emotional, behavioural and relational experiences on perceptions and consumption. Various categories of experiences are divided into five dimensions as sense, feel, think, act and relate in these modules. The sense part is concerned with the stimulation of senses in terms of sight, sound, and atmosphere. Creativity and problem solving is promoted by the think dimension. 
[image: ]
Figure- 3: Concept of Experiential Marketing
Source: (Gstatic.com, 2026)
Lastly, the relate dimension links people to the greater social and cultural environments. Rising competition in the market, development in technology and the shift in the lifestyle of the consumers have facilitated the transformation of traditional to experiential marketing (Andersson et al., 2022). In the saturated markets, differentiation of products totally based on features is no longer an adequate way of differentiation. Firms have implemented the experience-based approaches to be unique and establish stronger relationships with customers. This change has been enhanced by the use of digital platform and social media, which have facilitated interactive and individual interaction. Besides, experiential marketing is tightly connected with theories of consumer behavior, in particular, the emotional and symbolic consumption (Andersson et al., 2022). The consumers have ceased to be passive receivers of the marketing messages; rather, they now contribute to creating their experience with the brands, which they call co-creation.
Although extant research offers a positive account of experiential marketing, most of it is only conceptual, with limited empirical evidence from emerging markets such as India. Despite what prior researchers emphasize, that is, the relevance of experiential marketing, much of the evidence is theoretical, but not practical. Also, most of the studies are on developed economies which are constrained in their applicability to emerging markets like India. This means that there is need to conduct additional studies in order to appreciate the contributions of experiential marketing in the growth of business in various cultural and economic backgrounds.
[bookmark: _Toc228033414][bookmark: _Toc231725376]2.3.2 Theme 2: Previous Studies on Experiential Marketing and Customer Engagement
Experiential Marketing and Customer Engagement
Experience to the customer is an essential result of experiential marketing as it is an indication of the degree of interaction and emotional relationship among customers and brands (Shahid et al., 2022). Experiential marketing is more of an activity than a passively taken activity because, through it, much participation in it is generated by simply being involved in its activity. Customers can have better emotional attachment to the brands through such experiences which have great influence in their attitude, satisfaction, and behavioral intentions. Experience marketing helps in the process of customer interaction by offering them experience via various touchpoints which include physical store, digital platforms, and events as well as personalized services (Shahid et al., 2022). Online community, social media, and mobile application are the ways through which digital interaction with customers ensures that brands interact with their customers at all times. 
A key role of associating experiential marketing to customer engagement is played by emotions. Emotional experiences that are positive (excitement, joy, and comfort) increase customer satisfaction and the probability of the repeat purchase (Agarwal, 2023). Trust and attachment are the other benefits that can be attained through emotional engagement and they are necessary in long-term relationship development. Customers are also involved in the process of shaping their experiences, this makes them to feel part and proprietors. Such participatory process is strengthening the level of engagement besides offering insights to organizations on how to improve their strategies. Also, experiential marketing is in line with the idea of relationship marketing since it does not require short-term engagements but long-term interactions. Comprehensively, experiential marketing is an effective instrument in increasing customer interaction, as it involves the application of emotion, sensory, and interaction elements (Agarwal, 2023). Through the creation of valuable-contact and promotion of effective engagements, organizations are able to develop stronger association with customers and result in higher loyalty, contentment, and long-term business achievement.
Customer involvement and Experiential marketing results
[image: Customer Engagement Model PowerPoint and Google Slides Template - PPT ...]
Figure 4: Customer engagement model
Source: (Pandey et al., 2021)
Customer engagement is the generally recognized impacts of the experiential marketing. As a practice shows, interactive and sensorial experiences also promote the level of customer engagement leading to emotional attachments to brands (Reddy et al., 2026). This is multidimensional as such, there are cognitive, emotive and behavioral dimensions, which are influenced by the experience of interaction.
The studies involving the retail and services business show that consumers who participate in experience activities such as store interactions or via the internet are likely to be more willing to make a positive opinion about the brand (Quadir et al., 2024). To provide an example, one of the researches carried out on the cafe chains in India stated that the ambience, music and customized service were a very important part of the whole experience of customers. These factors contributed to the enhancements of the levels of satisfaction, and the levels of returning increased.
In addition, new digital experiential marketing means like social media campaigns, and augmented reality applications became salient in the past few years. Online experiences are proven to generate increased interaction among the customers because it is convenient and interactive as well as personalized (Pandey et al., 2021). This is particularly to the emergent markets where smartphone and internet usage may be observed to be increasing at an extremely significant pace. Therefore, companies are leveraging online channels to facilitate perfect and interactive customer experiences. Although several studies are based on positive relationships of experiential marketing and customer engagement, these relate primarily to developed markets with little research supported by evidence from emerging markets (for example, India).
There is an overall consensus in the literature that experiential marketing enhances the customer engagement process. The problem with most studies however is that they gauge engagement by using customer perceptions and not the real business performance. This brings about a lapse in knowledge of whether the increased engagement leads to the growth of a business and expansion of the market directly.
[bookmark: _Toc228033415][bookmark: _Toc231725377]2.3.3 Theme 3: Previous Studies on Brand Image and Customer Loyalty
Impact of Experiential Marketing on Brand Image and Customer Loyalty
Experiential marketing is very influential in brand image and brand loyalty formation since it produces long-lasting insightful experiences among consumers and the brand (Maghfur, Santosa and Zhafiraah, 2023). In contrast to the substance-based traditional marketing, the experiential marketing creates a connection, which is deeper and emotional and sensory-oriented, thus enabling the customers to create strong relations. Such experiences guide the perception of the consumers towards a brand, which in the process shapes its image. Good, stable brand experience enhances quality, confidence, and credibility of the brand, which are some of the foundations of strong brand identity. Brand image is based on the overall experience that the customers have had at each touch point. As an illustration, store atmosphere, the level of service, and online interaction are the elements which bring specific brand personality (Maghfur, Santosa and Zhafiraah, 2023). By associating a brand with positive emotions such as being comfortable, excited or satisfied, the customers are bound to judge it in a positive manner. Such emotional attachment makes the brand different and gives it a stronger market place.
[image: Implementing Experiential Marketing in the Digital Age for a More ...]
Figure- 5: Experiential Marketing in Sustainable Customer Relationships 
Source: (Urdea, Constantin and Purcaru, 2021)
The higher the quality of the experiences brought by a brand, the close is customer loyalty. Loyalty is enhanced through experiential marketing in such that memorable experiences are developed, which leads to purchasing by the consumer again and sustaining a lasting relation (Ardini et al., 2024). Customers who have pleasant experiences tend to revisit, refer and remain loyal. This process is triggered by emotional attachment that is a sense of belonging and trust. Regular customers are the foundation of the continuous income and promotion of the brand, they both promote the idea by the word of their mouths and social media. Another key factor of brand image and loyalty is trust which is also provided by experiential marketing. Trust is achieved by consistent provision of good experiences and open communication that will be honest. The more the interaction, the better, as confidence increases (Ardini et al., 2024). Trust is built consequently by experience marketing because it is consistent and transparent. In general, experiential marketing is an effective tool in the brand image and customer loyalty. It provides long term values to customers as well as organizations by integrating emotional involvements, regular experiences and relationship development.
Customer Loyalty and Brand Image
Enough literature highlights the fact that there is a positive relationship between the experience-based marketing, brand image, and customer loyalty. Empirical evidence has shown that exciting experiences produce impacts on a positive brand awareness, which in turn impacts on a sense of loyalty and word of mouth (S Sharma, 2024). The dimension of a sensory, affective, intellectual, and behavioral influences directly the customer satisfaction and loyalty as a result of the brand experience.
Experience marketing represents an effective tool of establishing a differentiated brand in break-even markets where brand differentiation may not be easy since competitive levels are high. Studies show that the brands which offer distinct experiences are most likely to be branded as innovative and customer oriented (Sherpa, 2021). The image enhances brand equity and it fosters trust in customers.
Experience in gaining customer loyalty is also paramount in experientialing. The research has established that positive experiences which we form in the course of our lives in building emotional attachments lead to the level of commitment and repurchases rising (Srivastava, 2008). A case in point is a research that was carried out on fast foods restaurants in India that found out that experience variables such as quality of service, atmosphere and food presentation had significant influence on level of customer loyalty.
In addition to this, experiential marketing encourages word-of-mouth communication which is rather efficient in new markets. Customers who are satisfied will find it easy to discuss more with others both off and online thus expanding the coverage and recognition of the brand (Tian, 2022). This is natural advertisement which would contribute to the sustainable development of business. However, research does report results of surveys on consumer perceptions, rather than longitudinal data, which limits the analysis of loyalty. In the work of many researchers, there is a positive correlation between experiential marketing, the brand image, and customer loyalty. However, consumer tastes among markets can affect them. Therefore, a research conducted in the developed world cannot be entirely generalised into the Indian market without a follow-up research.

[bookmark: _Toc228033416][bookmark: _Toc231725378]2.3.4 Theme 4: Previous Studies on Business Growth in Emerging Markets
Experiential Marketing and Business Growth in Emerging Markets
The experiential marketing has now already become a major growth driver, particularly in new markets where there is a rapid change in consumer behavior. Such markets as India are characterized by increasing urbanization, increase in disposable incomes and middle classes (Baranidharan et al., 2024). Consumers are no longer satisfied with simple products but they expect great experiences as they become more sophisticated. Experiential marketing also enables businesses to live up to these expectations and create powerful and intimate experiences with customers that provide the company with a competitive advantage in the rapidly shifting markets that require sustainable growth. One of the greatest contributions of experiential marketing to growth is that of drawing and retaining customers. The experiences made memorable increase satisfaction and lead to repeat purchasing, driving up revenue and reducing price of acquiring (Baranidharan et al., 2024). They also create close emotional attachments resulting in an increase in loyalty and advocacy. Customers who are satisfied market their narratives, which increases brand awareness and organic development.
Experiential marketing is also essential in market entry and expansion in emerging markets. New competitors have to deal with cultural diversity, different preferences and strong competition (Dias, 2022). Expanding the experiential strategies to local conditions, companies develop culturally sensitive experiences gaining the acceptance and presence in the market. In addition, experiential marketing provides competitive advantage to firms since it allows them to shine in the crowded markets. Conventional strategies cannot be very attention-grabbing; experience tactics can create memorable and unique experiences that can appeal to a customer and solidify the brand image of something innovative and customer-focused (Dias, 2022). To conclude, in the emerging markets, experiential marketing contributes to growing of the business through its enhanced customer engagement, expansion, and development of sustainable competitive advantage.
Experience in New Markets Experiential Marketing Empirical Research
Empirical research studies indicate that the experiential marketing is already playing a significant role in the generation of competitive advantage in the newly formed markets, which the consumer demands are rapidly changing. Personalized servicing, either experiential strategy, has huge implications on customer cognition and consumer outlook based on the recent studies (Bodkin, 2023). Such countries as India, Brazil or China are becoming more and more adapted to experience marketing due to the rising levels of disposable income and experience with foreign brands.
The customer engagement due to experiences results in the fact that the profitability is higher in addition to the customer lifetime value. Similarly, in the hotel sector, experience has a good influence on the emotional attachment and satisfaction that consequently result in repeat purchasing behaviour (DN Aryani, 2021). Such problems suggest that experiential marketing is not only one of the marketing tools but it is also a strategy of developing effective long-term relationships with the customers.
In the new markets, the cultural diversity plays a crucial role in consumer experience. Studies have shown that customers are also attracted more to localized touch point that is based on cultural values and preferences (Lebanon M Kheireddine, 2025). To illustrate this, taking the experiential campaign approach involving the incorporation of local traditions, language and social behavior will bring the campaign nearer to the consumer hence more brand amenability and uptake.
Metrics and Experiential Marketing and Business Growth
Experience marketing has been explored in totality on the connection between business development and experience marketing. Studies have revealed that experiential approach impacts positively the key performance indexes which are sales growth, market share and retention of customers (Urdea and Constantin, 2021). It would make the business stand out of the anxious crowd of competitors when it comes to establishing meaningful interactions and, thereby, finding a customer base loyal to itself.
The concept of experience economy which demands that business change their orientation where they cease concentrating on goods and services and move to creating unforgettable experiences (Bodkin, 2023). This concept has been verified in subsequent studies, which have established that companies that give preference to the values of experience are financially better.
Experience marketing assists emerging company in the market in improving its development through enhancement of customer acquisition and retention. They indicated this through a retail brand survey conducted in India which identified experiential campaigning efforts such as store design and promotions of interactive nature which led to growth in foot traffic and sales (A Ved, 2022). Similarly, experience marketing helps the companies to ensure they have the capacity of adapting to the emerging consumer trends that will enable them to remain abreast with the rapidly changing consumer market dynamics.
The other argument that is critical is the position of experiential marketing during the process of establishing long-a term relationship with customers. Studies show that there is a possibility that dependable customers based on favorable experiences will continue to contribute towards long-term revenue growth (DN Aryani, 2021). This indicates that experience marketing is tactical in achieving both long-term and short-term objectives of the businesses. Though business results are referred to, there is little evidence on financial results, such as growth and market share.
[bookmark: _Toc228033417][bookmark: _Toc231725379]2.3.5 Theme 5: Previous Studies on Starbucks India as Case Evidence
Experiential Marketing Strategies of Starbucks in India
Starbucks has been using experiential marketing in India to create a strong brand image and increase its growth of business. The company aims at providing an experience that is more than coffee, which is immersive (Kalyoncuoğlu Baba, 2025). The store ambience is one of the most important aspects because it is designed to make the store inviting to the customers. The concept of third place, that exists between home and work allows the patrons to relax, socialize or work, increasing the satisfaction and motivating them to spend more time and therefore, increasing the sales and loyalty. The other important factor in Starbucks strategy in India is localization. The brand changes the worldwide image to the local preferences with the use of the India design themes, music, and dishes. An example is the regionally-themed beverages and food sold by Starbucks that are appealing to the local palate (Kalyoncuoğlu Baba, 2025). The relationship with Tata Group has enhanced its penetration into the market, with ease of localization, and it has solidified Tata Group.
[image: Experiential Marketing PowerPoint and Google Slides Template - PPT Slides]
Figure- 6: Experiential Marketing Strategies
Source: (Collidu, 2022)
There is also a critical the role of digital engagement. The company delivers to its customers, via mobile applications, social media, and loyalty programs, as well as improves the overall experience (Mishra, 2023). Individualized offers, incentives, and easy-going online interactions enhance better relationships. These digital touchpoints support store-based service, building combined and coherent channel-based brand experience. Customer service is also another pillar of the experiential business practiced by Starbucks (Mishra, 2023). Employees who are well trained to provide personalized and friendly services will integrate some emotional touch, which will form a layer of trust and loyalty. 
Experiential Marketing Problems and Troubles
Despite the good thing about experiential marketing, it is facing significant pieces of challenges more particularly in the emerging markets. One of the biggest challenges is the high cost associated with designing and implementation of experiential campaigns (Reddy et al., 2026). The high quality experiences, which are not immediately pay-off, will force companies to invest in the infrastructure, technology and training to provide high quality experiences. The other challenge that is difficult to measure is effectiveness of experiential marketing. Brand exposure and emotional attachment are the experiences that cannot be quantified by using the conventional marketing metrics (S Sharma, 2024). It makes it a hard endeavor to estimate the ROI and make investments lucrative to the owners of the business.
Cultural differences introduce the other challenge in the effective designing of the experiential strategy. What may not apply in one market may not apply in another market hence the businesses are forced to localize. Failure to decipher cultural peculiarities is likely to result in unsuccessful campaigns and customers experience (Sherpa, 2021). Additionally, the existence of global brands poses a challenge as well because of the global aspect of the experience of customers. The lack of correspondence between the quality of the services provided, infrastructure, and the overall performance of the employees can have an impact on the overall experience, which impacts the brand perception and customer satisfaction.
Case-Based Evidence: Starbucks in India:-
[image: ]
Figure 7: Starbucks marketing strategy
Source: (Lebanon M Kheireddine, 2025)
Andrea of Starbucks in India is one of the most effective examples of how experiential marketing can be used to advance the expansion of the business in a new market. Empirical evidence and reports in the industry indicate that Starbucks has succeeded in localization of its global brand, and at the same time not lost in the process its original identity (Pandey et al., 2021). The company is also focusing on the creation of the third place experience environment where buyers can enjoy an atmosphere that is convenient and friendly. Research has revealed that store environment in the Starbucks like interior and design, music and seating arrangement plays a significant role in enhances consumer experience. Moreover, the company offers the personal approach where a barista communicates with its customers and customizes their orders (Quadir et al., 2024). This is due to such factors of customer experience that result in high levels of customer satisfaction and loyalty.
The other notable area in the experiential strategy of Starbucks in India is the digital interactions. Social media and mobile applications enable the company to interact with the customer to communicate with them, promote new products and reward them individually (Lebanon M Kheireddine, 2025). The studies present that these digital projects provide more customer contact and build brand relationships. Furthermore, Starbucks does not only adapt its menu to local tastes but also offers products depending on the Indian tastes. This is the localization strategy that enhances the overall experience and the package of the brand to the customers and their acceptance. Empirical research that has confirmed that such culturally relevant experiences are the target of winning in an emerging market proves this. Although the practitioner media is very interested in Starbucks in India, there's an absence of academic research that takes a critical perspective on the experiential marketing practices of Starbucks and uses empirical data on business growth.
[bookmark: _Toc228033418][bookmark: _Toc231725380]2.4 Research Gap and Future Direction:-
Even though the literature on the topic of experiential marketing is continuing to expand, there are still a lot of gaps, particularly in less developed markets, such as in India (Sabbir, 2023). The majority of the research concentrates on the developed economies whose consumer behavior and culture vary significantly to that of emerging markets. Accordingly, these results are less applicable to the nations like India. Experience marketing is also widely discussed in abstract terms without connection to business results that it can produce such as increase of revenue and market expansion. There is limited research that involves customer engagement and organizational performance in one organization. Furthermore, although Starbucks has been glorified as a company that deems to have experiential marketing, very little scholarly studies have examined its activities in India (Sabbir, 2023). This paper fills these gaps through the analysis of the nature of the interaction among experiential marketing, customer engagement and business growth in Starbucks India with a new market environment.  
It has been conducting all the research in the developed markets and has not paid much attention to the emerging economies (Tian, 2022). It needs more empirical research to examine the specifics of experiential marketing in this type of environments and pinpoint their challenges. The other gap is that it lacks standard measures of measuring experiential outcomes. The way forward in the study should be to establish quality and efficient measurement frameworks to identify the impact of experiential marketing to the business performance. Moreover, what has been added to the contribution of technology towards enhancing experiential marketing is also to be investigated (Urdea and Constantin, 2021). With the emergence of digital technologies, companies can have more opportunities to create new immersive experiences and become innovative. The additional study is needed on the matter of introducing technologies such as artificial intelligence and virtual reality into the framework of the experiential strategies.
[bookmark: _Toc228033419][bookmark: _Toc231725381]2.5 Conceptual Framework:-
This study assumes, in line with existing literature, that experiential marketing practices (such as atmosphere, product and customer engagement through localisation, digital interaction and personalised services) have a positive effect on customer engagement, brand and loyalty. This is expected to result in business growth through increased retention, re-purchase, brand positioning and sales growth, specifically in emerging markets such as India.
Independent Variable: Experiential Marketing
Mediating variable: Consumer Involvement, Brand Equities, Consumer Loyalty
Dependent variable: Business Growth


[bookmark: _Toc228033420][bookmark: _Toc231725382]2.6 Summary of Literature Review:-
The literature analysis highlighted the increase in the significance of experiential marketing as the strategy producing meaningful and memorable experiences of customers. The review also emphasized the fact that these only cause a serious impact on brand image and customer loyalty resulting in long term relationship and repeat purchases. The Starbucks India case shows how strategy can be used to enhance customer satisfaction and market share e.g. store ambience strategies, localization strategies and digital engagement strategies. It has revealed that exposure to marketing is relevant in encouraging business interactions with the customer, brand acquisition and growth in new emerging markets. The real experience has revealed that the strategies of the experience can create memorable moments that leave the customers satisfied and successful in long term. Starbucks entry in India was a local and customer-oriented experience, which showed how the brand positioning and development was reinforced. However, these barriers are high costs, complexity of measurements plus cultural diversities, which should be conquered. Overall, the strategies of business in the emerging markets are shifting towards dynamism and competition, and experiential marketing is one of the most significant ones. But there is limited research on such connections between experiential marketing and business growth for Starbucks in India. Which makes our present study valuable.










[bookmark: _Toc229307098][bookmark: _Toc231725383]Chapter 3: Methodology:-
[bookmark: _Toc229307099][bookmark: _Toc231725384]3.1 Introduction-
[bookmark: _Toc229307100]In the last chapter, the literature surveyed and analysed critically the concepts of experiential marketing, brand engagement and emotional “seeing” of brands, and the role of these concepts in the growth of the brand in emerging markets, with a specific focus on the Starbucks India. This chapter presents the research methodology followed to systematically explore the research objectives. Research methodology can be defined as a systematic process for the collection, analysis and interpretation of data to address a problem in the study of research aimed at finding its solution (Areiza-Padilla and Manzi Puertas, 2021). The reliability and quality of research results is enhanced by the use of a clear methodology. Presently the study is qualitative secondary research because the present study was to understand the detailed understanding of the experience marketing strategy and impact of it on business growth in Starbucks in India. In the chapter the Research Onion framework, the Interpretivist philosophy, the Inductive approach, the Qualitative methodological choice the Case Study strategy and Secondary data collection methods and the Qualitative content analysis are discussed (Mishra, 2023)The information gained will come mainly from Starbucks Company reports, market research databases and government publications to ensure that the findings are trustworthy and reliable. Thus, this chapter lays down the groundwork necessary to undertake the research work of the experiential marketing practices at Starbucks India in an appropriate fashion.








[bookmark: _Toc231725385]3.2 Research Onion-
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Figure 8: Layers of Research Onion 
Source: (Chen, Wang and Li, 2022)
[bookmark: _Toc229307101]The study is organised and structured systematically, with reference to the research onion. In Saunders' research onion there are several layers that contain research philosophy, approach to research, methodological choice, research strategy as well as means of data collection (Quadir et al., 2024). A framework helps researchers select the proper technique for conducting the research depending on the research goal. The reason for choosing interpretivism as the research philosophy in this study is that the study is related to customers experiences and perceptions. The understanding is built up from the known information; hence the inductive approach is used, rather than testing one or multiple hypotheses. Due to the emotional, behavioural and engagement aspects of experiential marketing, the methodological approach taken is qualitative. Furthermore, the case study method is used to gauge the case of Starbucks India in detail in the real business set up (Jean Paolo Lacap and Arnel Toledano Sicat, 2022).  It is, therefore, a reiteration of the academic richness and consistency of the research design as a whole, in the context of the Research onion framework.
[bookmark: _Toc231725386]3.3 Research Philosophy-
[bookmark: _Toc229307102]The study is an Interpretivism research philosophy since the aim is to understand the customers' experience and the organizational practices in the experiential marketing of Starbucks India (Purohit and Paul, 2026). Subjective meanings, social interactions and individual experiences are emphasized in the interpretivist approach not numerical measurements of what is objective. The influence of experiential marketing on the customer's emotion, perception of brand and brand loyalty has been suggested in the past based on research (Mishra, 2023).As Starbucks India builds customer experience around store ambience, personalised services, localisation strategies and digital interactions, it is understood differently by customers according to their cultural background and preferences, it makes the Interpretivist philosophy suitable. Moreover, in developing markets like India which is very much influenced by cultural and social influences on the consumers' behaviours interpretive approach is appropriate in developing markets (Putri and Gde, 2021). By using secondary data from official reports of the company and market research databases, the philosophy also includes a qualitative interpretation of the organisational strategies and the customers' experiences. In respect to the context of Starbucks India, the use of interpretivism can be considered a fit philosophy for any kind of full-scale analysis of experiential advertising and business development.
[bookmark: _Toc231725387]3.4 Research Approach-
 There is an inductive method in the process of writing conclusion of literature and observation as in this study (Volle, 2021). Inductive research starts with evidence and observations and builds towards more general conceptual understanding. Experiential marketing and Starbucks India articles from the journals, reports and market studies by the companies are analysed. Appropriate for exploratory research that does not test a set of hypotheses. Instead, all literature studied is a pattern of customer engagement, emotional brand and customer loyalty (Mishra, 2023). This also fits the interpretivist perspective as it both seeks to understand meanings and experiences, not universal laws. Hence, the approach of induction is adopted while studying the concept of experiential marketing at Starbucks India for detailed exploration of the concept.

[bookmark: _Toc229307103][bookmark: _Toc231725388]3.5 Research Strategy-
Starbucks India has been selected as a case study to explore the practices of experiential marketing in this study (Chen, Wang and Li, 2022).
Case study research: Describes the organisation in detail, in its real-life context. Starbucks India is selected as the object of this study, as it is a global brand with its name is renowned all over the world, and has a customer centric business model and experiential branding strategy (Areiza-Padilla and Manzi Puertas, 2021).This approach allows detailed analysis of the way Starbucks India creates customer experiences through designing stores, customising its products, tailoring its customer service and engaging with customers online. It also provides an understanding into the context by exploring the experiential marketing in the social and economic environment of India. Also, the secondary source(s) used do not have to be academic but may include company reports or industry publications which add to the findings in terms of reliability and depth (Quadir et al., 2024).This case study approach will enable to understand in detail on experiential marketing and growth of Starbucks India.
[bookmark: _Toc229307104][bookmark: _Toc231725389]3.6 Methodological Choice-
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Figure 9: Qualitative Secondary Research 
Source: (Chen, Wang and Li, 2022)
The customer experience and ways of comprehending it in the organization are the focus of the study. The study focuses on the methodologies of the qualitative approach for understanding customer experience and the organisation strategies regarding it in the context of experiential marketing (Jean Paolo Lacap and Arnel Toledano Sicat, 2022).Qualitative research is more concerned with meanings, perceptions and behaviours; not numerical measurement. Previous studies have demonstrated that experiential marketing has a significant effect on emotional involvement, loyalty and brand perception.
This is qualitative research as the experiences of customers and organisational practices cannot be fully captured by quantitative methods (Mishra, 2023). It helps in interpreting secondary data from academic and business sources at a detailed level and helps to compare and contrast the various viewpoints on customer engagement and organisational growth. Hence, Qualitative methodology is used to analyse the experiential marketing in the context of Starbucks India in a greater depth.
[bookmark: _Toc229307105][bookmark: _Toc231725390]3.7 Data Collection Methods-
	Data Source
	Type of Information Collected
	Purpose of Use

	Starbucks Official Reports
	Customer engagement strategies, loyalty programmes, store expansion
	Analyse experiential marketing practices

	Tata Consumer Products Reports
	Joint venture operations and Indian market performance
	Understand business growth in India

	Statista Database
	Consumer trends and coffee market statistics
	Support market analysis

	MarketLine Database
	Industry analysis and competitive positioning
	Evaluate market environment

	Government Publications
	Economic and retail sector information
	Understand emerging market conditions


Table 1: Data Collection Table
(Source: Self-Created)
[bookmark: _Toc229307106]The study adopts secondary sources of data collection methods to obtain credible information pertaining to experiential marketing, and its implication on business growth at Starbucks India (Purohit and Paul, 2026).Secondary data is information gathered from other sources and published beforehand by some organisations, institutions and market research agencies. Statista, government documents, Starbucks official documents and Tata Consumer Products reports are the key sources of data analysed. This would be discussed when Secondary data collection would be appropriate finding that reliable and sufficient secondary data is available within the available space and time. Customers receive industry data and analysing competition through market research databases, and the Starbucks official reports provide information regarding customer engagement strategy, loyalty programmes and business performance (Putri and Gde, 2021). If secondary data is proved to be sufficient and trustworthy then analysis of experiential marketing practices in Starbucks India could be brought into light with secondary data.
Secondary data of this study were gathered in April 2026 to May 2026. Peer-reviewed journal articles, books, industry reports, and company publications, annual reports and credible online databases, including Google Scholar, were considered as sources of data. The sources gathered were dedicated to the topics of experiential marketing, engagement with the customers, business growth, brand loyalty, and Starbucks India. Before analysing the data using thematic analysis, the data were revised, organised and classified based on the research objectives.
Sampling Strategy:-
The strategic selection of secondary sources used purposive sampling approach. Their inclusion criteria were a publication date within 2021 to 2025, peer-reviewed, related to the subject of experiential marketing, customer engagement, business expansion, or Starbucks India, and were found in the relevant academic or industry publication. Sources that had little or no academic credibility, out-of-date, duplicated resources, or were irrelevant to the research aims were eliminated. This method in itself made sure that only pertinent and valid evidence was utilized during the study.
[bookmark: _Toc231725391]3.8 Data Analysis Method-
[bookmark: _Toc229307107]The study is qualitative content analysis which will be used for systematic interpretation of secondary data collected (Volle, 2021).Content analysis to identify patterns, themes and connections to information in a text (Areiza-Padilla and Manzi Puertas, 2021). These areas of focus identified from the existing studies are customer engagement, emotional branding, loyalty, localisation strategies and digital interaction. Content analysis is appropriate for this study as it is not based on numerical relationships but rather content and experiences. The first is to organize the information in terms of the research purpose(s) and the second is to see if there are any apparent similarities in the literature (Quadir et al., 2024). Identifying similarities and differences from the analysis of the results from various sources strengthens it, which will help evaluate critically and gain a more comprehensive understanding of the impact of experiential marketing on business growth. Thus, the qualitative content analysis method gives a structured approach to analysis of secondary data pertaining to experiential marketing for Starbucks India.
[bookmark: _Toc231725392]3.9 Reliability and Validity-
Reliability, validity, and trustworthiness will help to increase the credibility and accuracy of the results of the research (Mishra, 2023).Qualitative findings are demonstrated in terms of credibility, dependability, confirmability and transferability (Purohit and Paul, 2026). The study uses the reliable sources presented in official company reports, market research databases and government publications to collect trustworthy data. The same qualitative secondary research methods are employed and good and credible sources are used including Starbucks reports, Statista, and MarketLine. Validity is attained by a matchup between the aim, the data gathered and the analysis technique (Putri and Gde, 2021). Triangulation is used to enhance trustworthiness by bringing information together from more than one source in order to increase the accuracy and decrease the bias. Systematic processes for data collection provide dependability, and objective interpretation of the findings, which minimizes personal influence in interpretation processes, provides confirmability. However, the credibility and systematic analysis add to the reliability, validity and trustworthiness of the study.
Multiple academic and industry sources were compared which also contributed to the credibility of the study. The reliability was achieved by imposing a similar document selection procedure during the review. Confirmability was realized using evidence that had been documented as opposed to personal opinions on which the findings were based. Transferability was achieved by the discussion of Starbucks India and its market setting in detail, providing the readers with the opportunity to evaluate transferability of the findings to other, related settings.
[bookmark: _Toc229307108][bookmark: _Toc231725393]3.10 Ethical Considerations-
[bookmark: _Toc229307109]Follows ethical guidelines in research process to enable academic honesty and responsible use of information. The study uses secondary data sources, which are derived from official documents published publicly, market research data bases and government documents. Academic referencing conventions are observed and using suitable references/citation is taught. Even if primary participants not involved, ethical consideration is important. The study doesn't copy and doesn't credit or attribute to any other original authors/organisations. Secondary information is collected, recorded and utilized without distortions or misrepresentation of information. The research also guarantees the responsible utilization of public data of companies and markets and transparency of the research process. Moreover, each data source is rigorously revised and included in order to uphold the research's ethical approach and academic integrity. In this sense, the research methodology is also deemed to have academic credibility and integrity in terms of the ethical aspect.
[bookmark: _Toc231725394]3.11 Limitations-
The study has some limitations which might influence the results and generalisability of this study. Secondary qualitative data was used in the study and the study was based on one case study i.e. Starbucks India. Sources may also contain author bias and out-of-date information (Areiza-Padilla and Manzi Puertas, 2021).Without primary data, direct views of customers and employees are not included, and results are reliant on published literature. Only a generalisation of other organisations in emerging markets is possible with the discussion of Starbucks India. Some of the secondary information may be subjective and as a result some care may have been taken in selecting sources (Quadir et al., 2024). Comparisons within and between companies and countries are further restricted because of the time constraint. The study, therefore, provides some insights into experiential marketing and organisational growth, in the context of Starbucks India, while also having some limitations.
3.12 Conclusion-
This chapter gave the methodological framework which was used in this study to examine the effect of experiential marketing on the growth of the business of the Starbucks India. The philosophy of this study was Interpreting, the method Inductive, data which were collected were descriptive qualitative and strategy used was case study, followed by secondary data which were collected and qualitative content analysis. Data sources were varied and comprised official company reports, market information databases and published government reports, which were considered reliable and trustworthy. This chapter also included discussion of the problems of ethics, validity, reliability, and the limitation of the study. Finally, the method used is a systematically and academic approach that aims at analysing the practices of Experiential Marketing and Starbucks India's organizational growth.


[bookmark: _Toc230018724][bookmark: _Toc231725395]Chapter 4: Data Analysis:-
[bookmark: _Toc230018725][bookmark: _Toc231725396]4.1 Introduction-
As mentioned in the last chapter, research methodology used in this study is the one that had been explained. The study employed a qualitative Secondary research method to gain an understanding of how experiential marketing has influenced the growth of business in emerging markets and in the context of this study compounds is Starbucks India (Rather, 2020). The methodology chapter was explained about interpretivist philosophy, inductive approach, case study strategy, secondary data collection process and method of qualitative content analysis (Rather, 2021). Secondary data was gathered from various sources such as Tata Starbucks reports, MarketLine reports, company financial statements, government publications, and websites sources. 
The critical analysis of the data collected is presented in this chapter. This study aims to examine the use of experiential marketing tactics of Starbucks in India in order to provide a greater engagement with customers, generate positive attitude of customers towards the brand, enhance customer loyalty and help business growth (Rather, 2021a). The chapter also explores the obstacles encountered in the implementation process of experiential marketing in emerging economies on a numerical basis and with the assistance of Business performance indicators (Bastos, 2020). The study employs Qualitative Content Analysis as the content analysis framework, systematically identifying themes and patterns in secondary data from MarketLine reports, company financial statements, and industry publications to evaluate the impact of experiential marketing on Starbucks India. 
The chapter shows the results of the thematic analysis of secondary data. The results are categorised into major themes concerning client experience marketing, customer interaction, brand recognition, customer loyalty and business expansion at Starbucks India. Each theme is supported with the evidence, provided in the chosen sources. Chapter 5 gives the interpretation and discussion of these findings.
	Codes Identified
	Theme Generated

	Store design, ambience, sensory experience
	Experiential Marketing Concepts and Practices

	Digital engagement, customer interaction
	Customer Engagement and Brand Perception

	Repeat purchase, satisfaction, loyalty
	Customer Loyalty and Business Growth

	Market expansion, revenue growth
	Business Growth in Emerging Markets

	Localisation, customer preferences
	Starbucks India Case Evidence


[bookmark: _Hlk231634535]Table 2: Thematic Analysis Summary
(Source: Self-Created)
The thematic analysis procedure encompassed the identification of common codes of the chosen secondary sources and organized them into larger themes. The findings that are discussed in this chapter were discussed using these themes to organise and present the findings.
[bookmark: _Toc231725397]4.2 Case Study:-
[bookmark: _Toc231725398]4.2.1 Starbucks India and Experiential Marketing-
Starbucks India will use to increase its relationship with its customers in the Indian Café market. Starbucks focuses on creating the best possible design of their stores, customer service, customer interaction digitally and locally, to make their brand stand out from the extremely competitive cup market in India (Starbucks, 2025). These programs are not about coffee-based products, but about creating emotional and sensory experiences, more time spent in stores, brand contact and its emotional connection to the brand, and consequently, more value for the brand's customers. In total, it is a good approach for Starbucks to become more of a lifestyle brand than a drinks company (Starbucks, 2025). Hence, it has now emerged as a key part of their business model and growth strategy for the transformational marketing approach of Starbucks India.
This localization paved the way for cultural acceptance and cultural relevance to the Indian market. Furthermore, digital engagement via mobile apps, loyalty and social media campaigns have enhanced customer engagement and personalized experiences. The staff was also well-trained and making good use of the training with friendly and personal treatments which also met the satisfaction of the customers (Shankar and Jain, 2021). These experiential practices were able to help increase the number of customers engaged, their attachment to the brand due to its feeling and the image formed by the brand, in the competitive Indian café market.
[bookmark: _Toc231725399] 4.2.2 Business growth and customer loyalty-
Starbucks India's experiential marketing was an important factor in establishing loyalty and expansion of businesses. The positive trend was witnessed by the improvement in the company's market presence to almost 479 stores across the 80 cities in India by FY25.This is definitely in India's favor for the Company's market penetration stood at minus as the Company opened their stores in nearly 479 outlets in 80 cities by FY25 (Rather, 2021a). These measures also paid off for the revenue as Tata Starbucks clocked almost ₹1277 crore in revenues during FY25 (Nysveen, 2021). When it came to humanizing technology, customer experiences that were delightful led to repeat customers, customer-fueled emotional connections and ultimately to job-related electronic word-of-mouth through social media platforms.
Through experiential marketing (experiential) not only were they able to differentiate themselves from other local coffee chains by positioning the coffee drinkers as a ‘lifestyle’ experience, they were also able to position the key differentiator: high quality coffee. Plus, experiential marketing helped Starbucks India to market the brand as a premium ‘lifestyle’ experience instead of just providing a beverage (Iglesias, Markovic and Rialp, 2019). Despite some challenges in cost pressures, and in reacting to the shift to premium pricing, they still beat the competition into the next corner due to delivering high service standards, going digital and creating culturally sensitive customer experiences (Lemon, 2020). Hence, for making sustainable businesses grow, retaining customers with a high degree of satisfaction and developing each brand by handling experiential marketing, Starbucks India case study is a great example. 
[bookmark: _Toc230018726][bookmark: _Toc231725400]4.3 Experimental Marketing Concepts and Practices at Starbucks India
[bookmark: _Toc231725401]4.3.1 Store Ambience and Sensory Experience-
	Strategy
	Impact

	Store Ambience
	Positive

	Sensory Marketing
	Effective

	Localization
	Strong

	Employee Interaction
	Improved

	Digital Engagement
	Growing

	Third Place Concept
	Popular

	Personalized Service
	High Satisfaction

	Tata Partnership
	Expansion Support


Table 3: Experimental Marketing Practices at Starbucks 
Source: (Self -Created)
Starbucks India has introduced one of the highly essential experiential marketing steps Store ambience. According to Starbucks' strategy for the store, music, lighting, pleasing interior design, comfortable seating and perfumes add to the customer experience that the store makes to stand out. Another factor in the highly competitive café industry is customer experience, which the customer perceives as one of the top competitive differentiators for premium brands (Starbucks & MarketLine, 2025). The sensory components are activated and elicit an emotional reaction, which by itself serves as an encouragement to customers to stay longer in the store, and boosts their satisfaction level when shopping there. The environment works to help meet the company's objectives, of providing memorable experiences, and building customer loyalty towards the brand (Starbucks & MarketLine, 2025). Thus, the presence of ambiance has got a significant impact in engaging customers and differentiating a brand.
The ‘3rd Place' concept is yet another step towards the concept of ‘Experiential Marketing' by Starbucks India. Starbucks is aware of its shops as a “Third Place” in between home and work, offering shoppers spaces to unwind, meet and interact (Starbucks, 2025). This makes Starbucks capable of rendering them more useful and meaningful, as a place where people not only purchase their coffee, but survive somehow. Thus, the customers have more emotional connections to the brand (Starbucks, 2025). Hence, Third Place seems to be one of the slogans that provides guide lines to Starbucks India's customer experience enablement and brand affinity strategies.
[bookmark: _Toc231725402]4.3.2 Localization and Personalized Customer Service-
Localization, an integral part of Starbucks India's experiential marketing, is a very important factor. Starbucks India has introduced food products which are region-specific, region-specific beverages based on the region and offers region specific options on the menu, as reported (Feng and Fay, 2021). The Indian market will be less culturally sensitive and more embracing of their coffee on the basis that they will utilize local tastes and accents, but ensure quality is global. Advantage: Starbucks will make the Indian market culturally more sensitive and more accepting of their coffee product. This way, the company can reach out to a wide range of customer segments in various geographical areas (Feng and Fay, 2021). Therefore, the localization is a way to enhance customers' engagement and contributes towards the market expansion strategy followed by Starbucks India. 
Discuss how personalized customer service adds to customer experience at Starbucks India. Talk about it in a few more ways how Starbucks India makes customer Service Personal. The company has been investing heavily on training programs with the aim of maintaining the same service level across its Starbucks outlets, and have maintained an individualized approach toward customers (Ho, Lin and Wyer, 2021). Well-trained employees help improve customers' satisfaction by ensuring the provision of friendly, efficient and customized service experiences. Such interactions build up brand loyalty and lead to positive perceptions and repeat purchases amongst customers (Ho, Lin and Wyer, 2021). Ultimately, customer satisfaction is strengthened and the company can contribute to its sustainability efforts.

[bookmark: _Toc230018727][bookmark: _Toc231725403]4.4 Experiential Marketing: Customer Engagement and Brand Perception
[bookmark: _Toc231725404]4.4.1 Customer Engagement through Digital and Physical Interaction-
Experiential marketing is nothing but significant in the shape of a customer experience and if you want to know their perception of the brand then it is here. In the long-term Starbucks India can enhance the brand awareness and connect with the urban India market in a better way through offline and online (Hyun, Lee and Kim-Vick, 2020). The environment, in which one can influence their emotions and their intent to behave, is one of the factors affecting customer engagement. The aesthetic interior design, ambiance, music and comfortable seating will allow the guests to enjoy a ‘unique' coffee corner at Starbucks India (Iglesias, Markovic and Rialp, 2019). The customers spend more time in the café as they are getting the emotion and “style” from the café. This display illustrates Starbucks India's ability to create opportunities for people to communicate socially and unwind by offering managements. 
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Figure 10: Starbucks Digital Engagement 
Source: (Kumar and Shah, 2021)
The increased experiential marketing also raises the minds of customers to the level of quality and sophistication. Starbucks India is in the service of a vision to make “lifestyle” useful for “high experiences” and also for creating a global image for them. For those who drink coffee, Starbucks is synonymous with “cool” lifestyle and “cool” social status and service quality. This equalled a stronger bond with persons and greater differentiation from Indian coffee houses to Starbucks (Lemon, 2020). Through digital engagement strategies, another element boosted is customer engagement. Starbucks India is an active presence on social media platforms, loyalty apps and online campaigns, engaging in customer communication. Referral/Loyalty program uptake and digital transaction uptake increased steadily growing between FY24 and FY25 (Markovitch, Huang and Ye, 2020). This implies customer engagement and enhanced customer-brand relationships based on personalization that digital experiential marketing offers.
Another effect is in the brand's image, as customers can leave their experience or post pictures in the social media. Positive electronic word of mouth leads to higher visibility of the brand and trust of customers (Nysveen, 2021). In recent years user generated digital content has increasingly become a crucial asset for the increasing number of premium café brands relying on it to boost consumer awareness and market positioning. It suggests that the customers' participation via social media is crucial to creating a favorable Starbucks India brand image. 
[bookmark: _Toc231725405]4.4.2 Impact on Brand Perception and Emotional Connection-
Another crucial aspect that influences the perception of the customers is the quality of the customer service that is provided by the company, as it portrays the brand of the company on the customers. Starbucks India has been actively training its employees emphasizing on ‘consistency of service and personal communication’. They appreciate a tailored customer service and quick resolution of matters in the store (Paiola et al., 2021). This is an excellent cue that it is likely everyone who knows front office in a service-based company knows his or her customer service employee performance will continue to be important to customer perceptions. 
In addition, the effectiveness of the approach of customer engagement can also be confirmed by providing indicators in numbers. During FY25, Tata Starbucks entered into 19 new cities in India with the opening of 58 new stores (Pandey, 2020). This rapid progression is a result of rapidly expanding consumer desire to experience marketing by Starbucks, and increasing customer acceptance of this experiential marketing. But Starbucks India's pricing policy could restrict availability of customers who are demanding bangs at an economical price point (Dwivedi et al., 2021). The products tend to be higher priced than the local coffee houses based in India. This means that the customer base is largely middle class and above urban customer, who value luxury lifestyle customer journeys and worldwide brand. 
Also, there's a need for ongoing investments and technological innovations in digital engagement. With today's current service industry, convenience, speed and personalization are continuously changing. Therefore, Starbucks India needs to work on improving their electronic systems and engagement on online platforms, so as to ensure that the patrons are satisfied and get a competitive edge (Pies, Hielscher and Everding, 2020). In a nutshell, Experiential Marketing is found to leave positive impact on customer engagement and brand perception in Starbucks India through two services - Providing sensory experiences and Digital interactions, Brands elicit emotional responses, Personalised service.
[bookmark: _Toc230018728][bookmark: _Toc231725406]4.5 Experiential Marketing and its relation with customer loyalty and business growth
[bookmark: _Toc231725407]4.5.1 Customer Loyalty and Repeat Purchase Behavior-
Experiential Marketing also involves the emotions and the experience itself that contribute considerable to the acquisition, retention and repurchase of customers and also to the development of a business (Quach et al., 2020).  A positive correlation is also found between emotional satisfaction and customer loyalty, customers who enjoy an emotional reaction are more likely to return to stores. Starbucks India contributes to emotional value via customized service, inviting ambiance, and community experiences. More often than not, people use Starbucks stores generally for meetings, relaxation, and tasks of an activity-oriented nature; presumably not simply to purchase beverages (Rather, 2020). That is, the more experience you can give that helps, the more dependent you'll become and better the retention will. 
Loyalty programmes also strengthen the loyalty of these customers since they're rewarded and offers are customised according to how frequently they buy things. Digital participation with loyalty continued to grow and increase over repetitive years of FY24 and FY25 (Rather, 2021a). The frosted paper is a reflection that ‘reward-based engagement’ would help create ‘repeat sales and hence customer commitment to Starbucks India. There is the added bonus that Starbucks stores can be a social and professional environment and so, with the ‘third place' strategy, the retention of customers is possible (Rather, 2021b). Brands that are emotionally comforting/western-oriented are more likely to have Customer who has a long relationship with the brand. It therefore means that experiential marketing help in increasing brand loyalty as compared to product-focused traditional marketing. 
[bookmark: _Toc231725408]4.5.2 Business Growth and Market Expansion-
[image: ]
Figure 11: Tata Starbucks Revenue Growth in India (FY2021–FY2025)
Source: Statista (2025)
 It had made a huge mark in his business development and expansion through experiential marketing by Starbucks India. The revenue of Tata Starbucks has seen healthy growth from FY2021 to FY2025 as the company started opening stores at a steady pace around India which were responsible for its growth (Shankar and Jain, 2021).  The above factors have differentiated it from its competitors to provide excellent Emotion, Customer services and digital engagement as well as customer experiences. These have now complemented some of the components of brand equity and supporting revenues (Shankar and Jain, 2021). Starbucks India's successful both with respect to sales as well as competitive advantage would not have been possible if it was not experiential marketing. 
Mobile app and digital payment systems, online ordering systems, and digital integration all provide convenience for tech-savvy consumers and help to support the growth strategy. Urban consumers are the preferred group for the younger generation, who are fond of online and customisation aspects. So, Starbucks India's 'digital experiential' strategy is to attract and retain its customers in today's urban landscape (Suhono, Hurriyati and Adieb Sultan, 2020). But it also harbours quick risks in terms of consistency of service and profit as well. Continuous investments in the education of employees, buildings and processes of the store system are needed to maintain experiential quality in an increasingly diverse store system. A good example of the significant investment that can go into experiential marketing strategies. Although there may be a revenue growth challenge, profitability is the issue. IANS quoted industry sources as saying that Tata Starbucks had incurred a loss of ₹135.7 crore in the FY25, due to its investment in expansion and operations (Tian, 2020). This indicates that experiential marketing strategies should be “invested” for the long haul in order to achieve on-going profitability.
[bookmark: _Toc230018729][bookmark: _Toc231725409]4.6 Challenges and Implications of Emerging Marketing using Experiential Marketing-
	Challenge
	Level

	Operational Costs
	High

	Cultural Diversity
	Complex

	Technology Investment
	Continuous

	Service Consistency
	Difficult

	Profitability Issues
	Significant

	Customer Expectations
	Rising

	Digital Competition
	Strong

	Employee Training
	Expensive


Table 4: Challenges of Emerging Marketing 
Source: (Self -Created)
There are different strategic and operational problems in emerging markets when converting to experiential marketing as the different needs of the clients, cultural differences and financial necessity have to be met. It has not only opportunities but challenges as well for Starbucks India to implement experiential marketing in this Indian market (Becker and Jaakkola, 2020). Unfortunately, some of the greatest challenges are high operational costs, which require the development for the store, employee training, technology investments and optimizing the customer experience. The impact of financial issues on Tata Starbucks can be seen in their financial losses of ₹135.7 crore for FY 25, while providing a strong focus on the quality of their service delivery despite their very rapid growth (Bilro, 2020). That looked like an expensive and expensive experiential marketing in economic terms and operation.
There are also strategic challenges in terms of cultural diversity; the buyers within India may have different preferences, purchasing behaviour and expectations across the regions. It's important to strike a balance between the brand and adaptation for local market in India when it comes to Starbucks India (Dwivedi et al., 2021). An excessive level of localization, and adequate level respectively, can cause loss of brand integrity worldwide, and conversely limited levels can cause reduced levels of customer acceptance (Bleier, Harmeling and Palmatier, 2019). With the evolving world of digital, consumers are increasingly expecting seamless experiences, tailoring and effective service. However, a negative review on the web and/or social media platforms can take the instant wreck down of a brand's reputation. Therefore, Starbucks India must strive to continually improve its technology systems and communication with the consumers. 
[bookmark: _Toc230018730][bookmark: _Toc231725410]4.7 Conclusion:-
This chapter, using qualitative secondary data from trusted business sources, MarketLine reports, company reports and financial statements provides a critical analysis of role of experiential marketing at Starbucks India. The results proved the successful use of experiential marketing techniques with sensory marketing, emotional marketing, localization, digital marketing and personalized customer service with Starbucks India.  The experiential marketing approach that Starbucks India rolled out yielded positive results in terms of revenue growth, expansion of stores and increasing the customer base in the loyalty programmers. The results of the research only generated a few problems in terms of implementation of the experiential marketing, which are profitable issues, pressures of digital transformation within the company, cultural complexity and high operation costs. But Starbucks India has managed to stay relevant to its target customers through its customer centric experiential marketing and localization.

[bookmark: _Toc230018731]
[bookmark: _Toc231725411]Chapter 5: Discussion:-
[bookmark: _Toc230018732][bookmark: _Toc231725412]5.1 Introduction-
Chapter 4 presented the market analysis of the secondary data received by the MarketLine reports, official reports of Starbucks, Tata Consumer Products annual reports and some other industry publications (Glavas and Fitzgerald, 2020). Some of the experiential marketing strategies assessed were: Store ambience, sensory marketing, localization marketing, custom marketing strategies, digital marketing, customer loyalty programs, and business analysis and measurements at Starbucks India. The chapter also considered both challenges and opportunities at the experiential marketing implementation process in emerging markets and analyzed the level of influence of experiential marketing on customer involvement, customer perception, customer loyalty and organizational development.
This chapter presents and analyses these results in the context of the aims of this research, the literature survey conducted in earlier chapters and the theories discussed. It is a critical appraisal of the role of experiential marketing in customer engagement, brand image and customer loyalty and their long-term growth of the business in emerging markets such as India. The chapter also relates the revealed results to four theories, which are experiential marketing theory, emotional branding theory, the theory of relationship marketing and the Levitt marketing myopia concept (Ho, Lin and Wyer, 2021). More, the strategy implications and operational difficulties associated with the implementation of the experiential marketing in the emerging economies have been taken into account (Hwang, 2020). Therefore, the explanation to the question is, "critical explanation of the impact of the experiential marketing approach on business and competitive advantage of Starbucks India. 






[bookmark: _Toc230018733][bookmark: _Toc231725413]5.2 Concept and Practice of Experimental Marketing at Starbucks India 
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Figure 12: Third Place Concept 
Source: (Iglesias, Markovic and Rialp, 2019)
The results shows that experiential marketing is a pivotal part in the business model of Starbucks India as Starbucks does not only provide coffee products it also brings about an emotional, sensorial and lifestyle experience. The findings were very consistent with Schmitt's experiential marketing concept under which organisations need to have customers experience a stimulus to give them a competitive edge, via senses, feelings, actions, thoughts and their relations. It implemented on Starbucks India through experiential part such as ambience of store, personalised service, localisation strategies, digital interaction, “3rd place” concept (Hyun, Lee and Kim-Vick, 2020). According to the findings the ambience is significant in contributing to the customers' experience at the Starbucks India. Lighting, interior design, music, smell and the use of seating and high-quality aesthetic help to make the area relaxing to be in for the customer (Kumar and Shah, 2021). This corroborates the previous study which suggested a positive influence of sensory branding towards emotional attachment and customer satisfaction. 
The results are consistent with those of Shahid et al. and Mishra who suggested that sensory marketing helps in memories of the shopping experience and their emotional involvement and behavioural intention. Hence, the Starbucks India reaches out to apply experiential marketing to its stores by creating its coffee counters as emotional, social spaces and not transactional. The results also indicated a good congruence with the experience marketing literature; therefore, the concept of third place also aligned well with the literature (Lemon, 2020). The point is that Starbucks paints a picture of itself as a place between home and office for relaxation, working or socializing without the hardships of the other environment," Bodkin said. This is supported by the findings, with more customers meeting for business, using the store to socialise and attend meetings in Starbucks stores (Markovitch, Huang and Ye, 2020). It implies a step forward to the experiential marketing, which contributes to the customer immersion degree together with emotional comfort and lifestyle association. 
Therefore, the outcomes validate that experiential marketing is not the sole concern of tangible utility benefits along with the product but also the feeling created as part of the experience. By catering to the cultural preferences of India, Starbucks transforms its food, service and store, while still maintaining identity as a global brand. This result reinforces the conclusions of previous research that said that there is a need to value cultural adaptation so experiential marketing could improve consumer acceptance in emerging markets (Nysveen, 2021). Starbucks and Tata Consumer Products joined to develop the skills of localisation and operations through the exchange of experience regarding the understanding of consumer behaviour, supply chain, local market dynamics, etc. (Paiola et al., 2021). It demonstrates the importance of localisation even in emerging markets where there is regionally and socially diverse preferences. 
The results also advance Levitt's theory of marketing myopia which is presented in the literature review. The reason why businesses fail is that they focus on their product and not on customer needs and experience, believes Levitt. Instead of the marketing myopia it avoids, Starbucks India believes that it is not just the product that is valuable to the customers, but the customer experience, emotional connect, positioning of the lifestyle, etc. (Pandey, 2020). Results reveal that despite being a product brand, Starbucks was positioning itself as an immersive, personal and emotional brand rather than one of these terms. This increases the notion of experiential marketing as a more recent strategy for an experience-driven customer-centric company. Employee interaction was another experiential practice that was found (Pansari and Kumar, 2017). In this context, Starbucks India freedom to activism, the company pays special attention to investment on the employees, communication would be of high quality, tailored to the customer, and of consistent quality across the country. 
The findings support the point of view in the literature related to the issue of relationship marketing, indicating that the involvement of the employees and their customers plays a significant role in the affective dimension of their interpersonal relationship and satisfaction. The findings suggest not only physical factors have lesser effect on this phenomenon of experiential marketing in the service sectors industries, but also interpersonal relationship and employee behaviour (Pies, Hielscher and Everding, 2020). Overall, there is a significant confirmation that Starbucks India is capable of successfully embedding multiple facets of sensory branding, emotional involvement, localization, staff involvement, and experiential storefront signs in their mission towards creating a customer’s- centred business model in the Indian market (Quach et al., 2020). The outcome also validates this new experiential marketing as a branding strategy, and as a strategy to develop the competition in new emerging markets. 
[bookmark: _Toc230018734][bookmark: _Toc231725414]5.3 Impact of Experiential Marketing on Customer Engagement and Brand Perception-
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Figure 13: Benefits of Experimental Marketing 
Source: (Rather, 2020)
The analysis reveals that the experiential marketing was effective in achieving the objectivity of the study which is to assess the customer engagement and brand perception at the brand- Starbucks India level. It was discovered through the data that 'improved emotional relation', ‘immersive environment' and ‘tailored experiences' with the consumption of the service were seen as values by the customers over time (Rather, 2021a). This corroborates the existing studies that asserted the positive effect of experiential marketing on customer involvement and emotional bondage as a result of provoking sensible brand experiences. The results showed that customers' involvement with the store was higher when emotion and social convenience were more during the process of shopping in the store, it means that the ambience of the store has affect to customers' involvement (Rather, 2021b). This finding matched the findings in the literature, which theorise that aspects of the emotional and sensory components of experiences have a positive influence on the behaviours of customers, and their various levels of engagement. 
The results are consistent with Agarwal and Shahid et al. who proposed experiential marketing has the ability to evoke emotional responses in the customer's heart and speed up his reactions, which in turn improves his level of satisfaction. The findings have also confirmed the success of the Starbucks India brand as a brand of high style life driven by concepts of sophistication and status and modern lifestyle of the urban people (San-Martín, Jiménez and Liébana-Cabanillas, 2020). This is in line with the emotional branding theory; the company attempts to connect with the symbolic and aspirational qualities consumers seek to attune themselves with in order to make the purchase. Hence, the results indicated that experiential marketing was a way to establish an emotional and a psychological relationship between consumers and the brand, which improve the image of brand (Shankar and Jain, 2021). The customer's perception of an interpersonal relationship and emotional support are greatly influenced by the award-winning environment, international identity and atmosphere.
One of the other large experimental marketing services that emerged from the results was digital interaction. Starbucks India's loyalty initiatives, mobile applications, digital ordering and interaction through social media contribute to improved connectivity with the customers and a higher degree of convenience (Sharma, 2020). This result is consistent with literature researched; the findings of which are that interactions and customization in digital experiential marketing devices increase customer engagement in a more interactive and customized way of communications with customers. The findings are consistent with the findings in More and Purohit and Paul which they found the Digital platforms improve the level of customer involvement and feelings with constant interaction (Suhono, Hurriyati and Adieb Sultan, 2020). In addition, customer perception is also shaped by social media as customers are posting reviews and pictures, and giving recommendations about their experience online  (Tian, 2020). This finding is based on previous studies and is a reinforcement of the hypothesis that Word to Mouth communication leads to brand awareness and brand trust in modern markets.  
Starbucks India user generated digital content helps to increase visibility and creates the level of trust amongst consumers. Therefore, the results suggest that, beyond the physical store-experiential marketing is also, and more and more, dependent on the role played by the client/participation of the client in the medium's dimension. The findings also revealed that ‘service quality of the employees' has a significant effect on ‘brand perception' and ‘customer satisfaction' (Bastos, 2020). When the customer comes into the store, they appreciate servicing in each of the above areas, which in turn evokes a friendly attitude in the customer, while being focused on offering customised service and resolving the issues as soon as possible. This is the same as RMT where it suggests that the positive interpersonal behaviour nurtures trust and feelings of connectedness between organisations and consumers (Becker and Jaakkola, 2020). This result reveals that subjection of employee performance is still one of the important elements in implementing experiential marketing for service sector. 
The figures reported in the findings add to the argument on the effectiveness of customer engagement. A positive trend also was noted with the number of customers engaging in digital loyalty programmes with Starbucks India expanding in every city. In parallel, in the Indian cities, Starbucks India witnessed substantial increase in the base of customers who have tied up with Starbucks for digital loyalty programmes on both FY24 and FY25 (Bilro, 2020). Clearly, experiential tactics being accepted by customers in cities in India. Hence, the results reinforce the thesis that experiential marketing positively impacts on customer engagement, customer retention and the positioning of a brand in the short and long-term. The disadvantages and limitations of experiential marketing and brand perception were mentioned, however in the results (Bleier, Harmeling and Palmatier, 2019). Although Starbucks India's premium pricing policy restricts accessibility of the product to the price conscious consumers, it makes the product more expensive than its local market counterparts. 
This implies that experiential branding is mainly directed towards urban customers ranging from the middle class and the upper class who appreciate and recognize premium lifestyle experiences. The results thus suggest that experiential marketing is not uniformly effective in all groups of customers from emerging markets with income inequality (Chang, 2020). The outcome across the board confirms that the experiential marketing concept has the potential to cause customers to be more engaged and to reinforce positive brand perception with respect to sensory experiences, emotional branding, digital interaction and personalised customer service (Dwivedi et al., 2021). The findings also answer the research question; they show that experiential marketing is clearly a route for making concrete the facilitation in the field of relationship management and differentiation from the customer in emerging markets. 
[bookmark: _Toc230018735][bookmark: _Toc231725415]5.4 Experiential marketing: Customer Loyalty and Business Growth in Emerging Markets-
	Theory
	Discussion Finding

	Experiential Marketing Theory
	Sensory Experience

	Emotional Branding Theory
	Emotional Attachment

	Relationship Marketing Theory
	Customer Trust

	Marketing Myopia Theory
	Customer Focus

	Sensory Branding
	Brand Recall

	Digital Engagement
	Customer Interaction

	Localisation Strategy
	Cultural Relevance

	Personalised Service
	Customer Satisfaction


Table 5: Theories and Starbucks India Findings
Source: (Feng and Fay, 2021)
This result revealed that Experiential marketing has the significant role when it comes to achieving the goals of customer loyalty and growth of the business in a long run at Starbucks India. The results show that feelings do encourage a re-purchase response, increase customer loyalty and encourage the brand-consumer longer-term relationship (Glavas and Fitzgerald, 2020). The result is an in-depth confirmation of the position that experiential marketing generates emotional bond, which enhances their Commitment and Loyalty. The metrics generated in the digital loyalty programme are further stressed by the reward scheme and now introduced personalised offer which makes it more convenient for them to become a repeat customer to a business and make additional visits (Ho, Lin and Wyer, 2021). Results of previous studies conducted on literature also revealed that the experiential marketing can deliver the personalization feature and could generate emotional bond that can assist retaining customers (Hwang, 2020). So, Starbucks cannot settle for just improving their products and adding more locations; they must continuously establish connections with their customers, which in turn introduces a large number of new experiential strategies both for physical and virtual stores.
Its findings also revealed the experiential marketing has a marketing value towards the development and the competitive advantage of the business in an emerging market. It does not go head-to-head with others when it comes to pricing, instead, Starbucks India establishes a difference through emotion-branded product, great experience and customer centric service (Hyun, Lee and Kim-Vick, 2020). This is in line with the literature of experiential marketing that reveals that companies in very competitive industries were coming to realize that experience marketing is essential to get differentiated from the others and still thrive. This is further reinforced by the figures on financial performance. Starbucks India fares well as it enhanced its revenue growth and turned around fast expansion of stores during tough periods of FY22-FY25 (Iglesias, Markovic and Rialp, 2019). Starbucks India exhibited strong revenues generation alongside an impressive growth in stores in the challenging market scenario.
Designing a product that is convenient for young generations in the city embodies the key perspectives of convenience, personalization, and technological usability, essential for acquiring customers and driving growth. Thus, mobile apps, digital payment options, and online orders for Starbucks India keep the ease of customers' ease in focus and allow them to stay competitively edge-up (Kumar and Shah, 2021). The finding is consistent with the earlier study indicating the positive impact of digital experiential marketing on engaging customers and augmenting the corporate performance in the long run. The results did reveal, however, that there is a problem of operation and profitability owing to the rapid growth of business. It's expensive to create a similar experience in multiple stores involving a trainee as well as investments in store systems and infrastructure (Lemon, 2020). The findings, therefore, support the existing literature which has indicated that experiential marketing requires a lifetime commitment of the organisation and funding.
Other issues, however, arose about profitability, Starbucks India reported to have been losing money even as it gained earnings. The organisation had to deal with financial pressures under the effects of expansion costs, and operational investment and premium service maintenance. This is actually an example of the business being able to benefit from experiential marketing campaigns, while also suffering a business loss for a brief period of time (Markovitch, Huang and Ye, 2020). Thus, from the results, it can be concluded that if experiential marketing is a creation of the company's strategy, then, it should be viewed as a long-term investment and not as a quick marketing revenue activity (Nysveen, 2021). Based on the results generally, it can be confidently said that customer engagement through experiential marketing has a positive effect on customer loyalty, customer differentiation and business growth in Starbucks India for the long-term. 
[bookmark: _Toc230018736][bookmark: _Toc231725416]5.5 Strategic Issues and Implications of Experiential Marketing in Emerging Markets-
Despite the business benefits, the results revealed a number of strategic and operational issues in incorporating experiential marketing into a business in an emerging market. The focus of this research is on a low-cost service as a key consideration, a detail that has been hardly studied and discussed in earlier literature, the other two issues, however, have been explored and explained in the literature (Paiola et al., 2021). The high operational cost is one of the big challenges mentioned in the findings, and would necessitate ongoing investment in the infrastructure, training of employees, improved technology and the improvement of service quality track record to guarantee premium service (Pandey, 2020). This finding is in line with earlier studies that reported Experiential marketing as being very expensive and also a lot of resources is required to execute experiential marketing (Pies, Hielscher and Everding, 2020). All this has been accentuated by the problems faced by the business, as mentioned in Starbucks India. Despite solid sales increases and store openings, financial investment losses resulted from the investment in the operation and expansion of the stores. 
While the finding brings the message home that customer engagement and positioning through experiential marketing is great, it isn't always a quick buck (Rather, 2020). Here enterprises that are fully using experiential marketing in emerging markets will need a long-term strategy, as well as financial prowess. Another challenging situation identified as strategic was cultural diversity. India is a very diversified market with different customer preference, customer behaviours, and expectation from different parts of the region and social groups (Quach et al., 2020). Now it is very important for Starbucks India to not balance the global brand in the inappropriate manner as they have to be sensitive at the local level yet have consistency at the global level. 
Previous literature, which has suggested that localisation is still very important inside emerging markets, as consumers keep preferring culturally-relevant experiences, is also a factor supported by this finding (Rather, 2021a). Excessive localization can have impact on the feeling of belonging to the world and the lack of localization will decrease customers' acceptance. The findings therefore show the problems of doing experiential marketing in various economies that are culturally diverse. 
Digital business transformation also comes with opportunities and strategic risks. The findings of the study showed that the consumers have become accustomed to digital interaction, personal communication and efficiency of online service becoming both seamless and integrated (Rather, 2021b). Adverse comments, however, on the internet and social media can be detrimental to the reputation of an organization and be very fast to circulate. This also lends weight to previous usability studies, which have found that digital experiential marketing creates more contact points between your business and customer, but can also decrease this reputation risk.
 It is critical for businesses to constantly develop their technological systems and digital communications to ensure the continuous creation of customer trust and to be competitive on the market. One of the major problems identified that surfaced during the course of the investigation was service consistency within the expanding network of stores (San-Martín, Jiménez and Liébana-Cabanillas, 2020). Interacting with employees, engaging with employees and serving them personally are all crucial to experiential marketing. When expanding quickly it is more difficult than ever to ensure the quality of services at several sites. This discovery gives validity to relationship marketing theory as it is known that inadequate employee behaviour will impact customers' perception and emotional attachment (Shankar and Jain, 2021). The results indicated that it was difficult to measure the effectiveness of experiential marketing. Other intangible factors like emotional attachment, Customer satisfaction and perception of brand are ones that are still hard to be identified by the traditional financial metrics (Sharma, 2020). This result corroborates earlier studies that suggested experiential marketing benefits may be psychological or emotional rather than financial, and may not be readily obvious. Organisations have a challenge in evaluating the real ROI that is generated from experiential interventions. 
All these challenges are not a deterrent for gaining the positive side of experiential marketing in the developing economies, however. Businesses that dedicate themselves to 'being emotional with customers', talking to the population and offering experiences for their customers have greater success establishing customer loyalty and customer differentiation in the longer run. In this manner, Starbucks India is a perfect example of how experiential approaches that cater to customers can be applied in the waters of Indian retail (Suhono, Hurriyati and Adieb Sultan, 2020). Thus, in this way, Starbucks India proves to be the best example of how the retail business in India can be handled by an experiential approach that accords the utmost consideration to the customer.
[bookmark: _Toc231725417]5.6 Addressing the Research Questions-
Research Question 1: What are the key experiential marketing strategies used by Starbucks India to improve brand perception and customer engagement?
In this study, Starbucks India strategically applied store ambience and customised customer services, digital interactions, and localisation tactics to increase customer experiences. These tactics will help to engage customers and shape their perception of the brand.
Research Question 2: What role does experiential marketing play in customer loyalty and market growth?
The results show that experiential marketing reinforces the emotional bond with the customers, fosters re-buys, and helps to retain the customers. Such results help in business development and expansion of the market.
Research Question 3: What lessons can organisations learn from Starbucks India's experiential marketing practices?
The research recommends that companies in emergent markets need to emphasise on customer-centred experience, localisation and online interaction so as to enhance the relationship with their brands and attain sustainability in growth.
[bookmark: _Toc231725418]5.7 Research Limitations-
There are a number of limitations of this research. To begin with, the study was fully based on secondary data and primary data were not collected both with customers and managers. Second, the research adopted a narrow scope (Starbucks India only) which would constrain the extrapolation of the research to other organisations or markets. Third, published information could be moderated due to the availability of published information. Irrespective of such constraints, the paper offers useful information on the importance of experience marketing in boosting business development in emergent markets.
[bookmark: _Toc230018737][bookmark: _Toc231725419]5.8 Conclusion:-
Chapter Five is a critical discussion of the results in light of the research aims, literature and theory discussed in this thesis related to Experiential Marketing and organisational growth. Through the discussion, it was evident that Starbucks India applies experiential marketing in the following ways: Sensory branding, engaging emotional elements, localisation tactics and relational customer service, digital interaction. This practice encourages customers to engage more with the brand, improve the perception of the brand, increase customer loyalty and help in sustainable business in the Indian market.
It also brought an example that experiential marketing is an advantage because Starbucks India doesn't just differentiate on the quality of products and services, but on the experience and emotion that they give their customers to their products. The result was that the discoveries were extremely supportive to Schmitt’s experiential marketing theory, relationship marketing theory, emotional branding theory, and the marketing myopia point of view of Levitt. The stated primary research question of the chapter has therefore been answered about the impact experiential marketing had on the organisational growth in the context of 'emerging markets' by introducing the three elements of business: Experiential Customer Relationships, Digital Customer Relationships and Positioning the Organisational Brand Experientially.

[bookmark: _Toc231725420]6. Conclusion:-
In this study the role of experiential marketing has been critically analysed in the growth of Starbucks in India under the category of emerging market. The results showed experiential marketing now plays an important role in the strategic marketing plan of any organization in the context of a fast changing and highly competitive consumer market. In the fast-changing lives of people, rise in disposable income and exposure to global brands have created a customer expectation which is more than just fulfilment, it's now more 'experience' and 'emotional' in the emerging economies including India. As a consequence, developing long-term and profitable customer relationships is regarded as an important competitive move to ensure long-term profit for companies in the future.
This research problem aimed at researching the role of experiential marketing in business development in new markets with Starbucks India as a case study. The results reveal that experiential marketing has a positive impact on customer engagement, brand perception, and customer loyalty, as well as on business growth. The research met all its research objectives. It discussed the idea of experiential marketing, assessed the effect of the concept on customer engagement and business perception, and discussed its role in business development and growth in the market, as applied to Starbucks India.
This research offers a value to the current body of knowledge since it investigates the concept of experiential marketing in a new market. Although the role of previous literature has been mainly centering on the developed economies, this study presents the evidence of India with reference to Starbucks India. The research also sheds light on the linkage between experiential marketing, customer loyalty and business growth hence extending the knowledge on the use of customer experiences in enhancing long time organisational performance in the new markets.
For the above cause based on which it could be inferred that through these experiential marketing strategies Starbucks India has proved to be successful in supporting the customer engagement, brand perception and it has moved towards improvement in the business performance. Starbucks India has become a ‘luxury lifestyle brand' with its experiences exciting all five senses, emotions and social interactions. 
The results revealed that both SEM and store ambience have been shown to be significant in improving awareness and customer perception of the brand as well. Even the interior decoration, music, lighting, seating and comfort in the Coffees of Starbucks India is a significant investment made to make an immersive experience for the customers who came to their Starbucks. These dovetailed with the theory called (experiential marketing) in which emphasis is placed on emotion and senses to communicate with customers. This "third place" principle has indeed well integrated the business among the city residents' minds with leisure or social spaces, working spaces. The outcome of this was increased customer retention and return business, meaning there was a greater amount of sustainable revenue.
Localized is another key success factor that propelled Starbucks India in an emerging market context. The company had created culturally acceptable menus that are culturally relevant, consistent to the world class brand and plan to serve menu items as per Indian taste. The involvement of Tata Group did add a lot in expansion of operations and gaining of local consciousness. In this study, it has been proven that the responses of localization strategy were related to cultural relevance and cultural acceptance of the products needed to succeed in the culturally diversified marketplace as India. Hence, the study results revealed high positive evidence that experiential marketing is more effective if it is congruent with (resonates with) the local values and behaviours.
It also cited that digital experiential marketing is very much promising in evoking customer engagement as well as growth of the businesses, a key factor during the research. The idea with Starbucks India was to shift towards a digital solution for personalised communication with the customers and communicate with them through their loyalty programmes, on social networks and mobile apps to enhance that connection. The results suggested that digital engagement was associated with increasing customer engagement, customer convenience and brand visibility. 
However, there were some issues identified that emerged when implementing experiential marketing for the study. Issues that still do not stop this development are high operating expenses, non-stop investments in technology, servicing quality issues and profitability problems. The year has witnessed serious investment in operations and revenue growth, though, the losses of Tata Starbucks were proven to be around of ₹135.7 crore in FY25 while revenue has increased impressively. It demonstrates that EX is in a financial condition which is only sustainable in the long term. Furthermore, providing a consistent experience for customers at various locations and with an often increasingly culturally diverse customer base can be difficult.
The overall study results showed that experiential marketing is a marketing wheels that are extremely important in the development of the business on emerging markets which can be used to develop brand loyalty and competitive markets. For their part, Sri Starbucks India was now masters of the emotional commitment, and could offer the business memorable moments and digital touch, which propelled sales numbers – even in an impossible scenario, with a cultural twist. However, investments into the experiential category should be managed wisely and it is important to ensure it becomes strategically effective and cost effective over the long term to remain profitable in the foreign markets.
This research was wholly dependent on secondary sources of data and did not involve primary sources of data collection. Consequently, the results rest on the potential and quality of available information. Moreover, the study was solely on Starbucks India and thus the results might not be particularly generalised to other organisations or industries. In spite of these shortcomings, the research is informative on the practices of experiential marketing in the emerging markets.
Primary research can be used in future studies to get first-hand information about customers and managers through interviews or surveys. Researchers can also use other industries and emerging markets to study experiential marketing in order to draw comparisons. Also, the long-term effect of experiential marketing on financial overall performance and customer retention could be examined in the future research.
Recommendations:-
Beyond delighting its customers with a more personalised service, Starbucks is also putting money into more customer-focused experiential marketing techniques, such as adapting its product to local contexts and improving its online-to-offline interactions to maintain its growth in India (Rawal, 2025). The company should aim to provide and bring more culturally relevant menus and brands in tier two and tier three markets, catering to more people in the market. To better understand customer behaviour and for customer loyalty purposes and effectively serve the needs of customers, then more general use of AI and customer analysis is recommended. However, due to the high connection between the service sector and the service provided to people, there is a need to invest in employee training programs around the Starbucks environment as there is a direct correlation between the two (Fischer and Roy, 2019). The company can capitalize on the situation by implementing the following digital technologies: mobile ordering, AR marketing, and AI customer services, in-line with ASWF's recommendations (Rawal, 2025). 
Customer feedback of the customer reaction on social media conversations and online surveys would be advantageous in further reinforcing service enhancement and brand perception management. Starbucks India has need for experiential campaigns that are able to encourage sustainability and social responsibility for a number of its consumer customers are also interested in sustainability in emerging markets (Mishra, 2023). Starbucks would be better off from a strategy standpoint on keeping their premium coffees at an affordable price point and then offering them some new business opportunities without compromising on the premium brand image (Fischer and Roy, 2019). It is also essential to expand local communities' and suppliers' involvement, to bolster cultural authenticity and efficiency in its operation.
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