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[bookmark: _Toc224554271]1. Introduction:-
The emerging globalisation and the resulting high rate of economic development in the emerging markets have spawned the new opportunities in international brands to expand their operations. Instead, marketers are employing innovative approaches to marketing so as to guarantee customer inclinations and brand loyalty (Asiri Ahmad , 2025). Experience marketing is anchored on creation of memorable and immersive customer experience and defines perceptions and purchasing behaviour. The trend of rising urbanisation, the rising middle-income population, and the increasing demand of high-end experiences in the new developed markets such as India have resulted in a situation that is compelling companies to give up the conventional patterns of marketing. Starbucks, which has not only expanded throughout the world but also created one of the largest chains of coffee stores, has been served by the introduction of Starbucks in India with the help of Tata Group and the emphasis on store ambiance, personalized service, and communication via the Internet. However, considerable little is known about the contribution of experiential marketing to the growth of a business concept in new markets (Cao et al., 2025). The present paper therefore examines how the application of the experiential marketing strategies in the customer interaction, brand image and performance of the organisation relate to the Starbucks India.
[bookmark: _Toc224554272]1.1 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 analyze and evaluate the impact of experiential marketing that Starbucks performed over India in customer experience and brand awareness.
3. To assess how experiential marketing works in building the business and market expansion in the emerging markets.
[bookmark: _Toc224554273]1.2 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 learned about experiential marketing practices of Starbucks India for other companies intend to expand in new markets?
[bookmark: _Toc224554274]2. Literature Review:-
[bookmark: _Toc224554275]2.1 Concept of Experiential Marketing-
Experience marketing is a form of marketing that holds concern with the delivery of experience of something of great importance in a way that consumers are moved emotionally, physically, intellectually and even socially. Experience marketing does not prioritize products and price offers like in the traditional marketing, but it is instead concerned with establishing a deeper relationship between the consumers and the brands (Hsiao, Tang and Su, 2021). Through experiential marketing, scholars have argued that customers can have first-hand experience with a brand; this allows them to experience sensory marketing, narration, and through immersion. The experiences could be interactive store design, events, digital platforms of engagement and personalised services. It is under such strategies that consumers are able to make positive emotional and experience towards the brand. Experiential marketing has gained popularity in the competitive markets as consumers need to have authenticity and emotion value of products in addition to the functional advantage. The companies, which succeed in implementing the principles of experience, may attain customer loyalty and be distinguished in the market among other businesses (Johar and Sugeng Purwanto, 2023).
[bookmark: _Toc224554276]2.2 Customer Interaction and Experiential Marketing-
Customer engagement is a very critical matter as it is a determinant of brand success, and it is also long-term profitability. Experience marketing is a marketing strategy of enhancing consumer experience by involving them contributing to the brand experiences by allowing them to make direct contributions (MarcomCentral, 2025). These interactions help in the establishment of emotional relationship that influences purchasing behaviour and brand advertising (MarcomCentral, 2025). The engagement could be realised through various means that comprise store ambience, customised customer service, social media dealings, and community activism. It has been established that the higher the consumers experience a valuable experience with the brands, the better placed they are to form trust and emotional affiliation with the brand. Experiential marketing strategies have been particularly effective in industry where customer experiences play a key part in quality and value treatment because of the emphasis on customer experiences (service based / hospitality and retail). It brings increased customer satisfaction since it results in a memorable interaction between businesses which increase customer loyalty to make in-turn purchases (Sharma et al., 2025).



[bookmark: _Toc224554277]2.3 Business Expansion and Experience Marketing-
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Figure 1: Business expansion
Source: (Shim et al., 2021)
Business development involves expansion of organisational performance in terms of expansion in revenues, market share, and customer base. Such growth is dependent on the marketing strategies, which assist in attracting and retaining the old customers (Shim et al., 2021). Experiential marketing assists in developing the business since it fosters a better understanding of the business brand, increases customer loyalty and gives positive word of mouth communications. Good experiences of the consumers with the product are typically spread through social networking and online platforms leading to increased brand awareness. Moreover, experiential marketing assists organisations to be distinguished in the extremely competitive markets. Organisations that offer unique experience have a better possibility of establishing favourable brand names besides maintaining contact with their customers (Truong, 2025).
[bookmark: _Toc224554278]2.4 Marketing Experiences at the Emerging Markets-
The developing markets have been characterized with good levels of economic growth, increasing populations of consumers, and demand of quality goods and services. Experience marketing has proved to be a tool as international brands in such markets are keen on acquiring good presence (Truong, 2025). The issue of cultural diversity and evolving consumer demands predetermines that the organisations must reposition the experiential marketing strategies to the local environments. In order to develop meaningful brand experience, the business must be aware of the lifestyle preferences, the culture and consumer behaviour. The companies that will effectively localize the strategies in experiential marketing will be able to achieve competitive advantage and enhance the relationship with the customers in the new market (Shim et al., 2021).
[bookmark: _Toc224554279]2.5 Starbucks Strategy of Experiencing marketing in India-
It is well known that Starbucks is brand story-telling and customer experience-oriented. The company concentrates on the design of the store, personalisation of products, the online engagement and engagement with communities as part of the elements of experience marketing strategy. Starbucks has also localized its international brand experience to the Indian local cultures (Urdea and Constantin, 2021). The firm introduces the local design and even provides regionally targeted menu options as well as collaborating with the Tata Group to improve its market. Starbucks store environment is created to create a third place between work and home that should allow the customers to have a relaxing atmosphere, socialize or work in the stores. Such experiences increase the customer satisfaction and emotional attachment to the brand. Although Starbucks has achieved massive growth in India, there is minimal scholarly study which can be utilized to establish the relationship between the experiential marketing and the business performance. The research will therefore focus on the research on the importance of experiential marketing in the growth of Starbucks in the Indian market (Żyminkowska and Zachurzok-Srebrny, 2025).

[bookmark: _Toc224554280]3. Methodology:-
The methodology used to carry out the research is a qualitative secondary research, which entails the study relying on the existing literature, company reports and publications within the industry on experiential marketing and Starbucks India. The method is appropriate because it will allow the researcher to corroborate on the established information and derive matters of concern related to marketing tactics and business growth without collecting primary information (Xu, Jung and Han, 2022).
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Figure 2: Research onion
Source: (Sharma et al., 2025)
The research process is structured in line with the Research Onion model which provides a systematic research process to the research study design.
Philosophies of Research Interpretivism.
Research Approach: This is an inductive research technique which involves interpretation of knowledge that is available (Sharma et al., 2025).
Research Strategy: Starbucks India Case study analysis.
Methodological Choice: Direction: Qualitative research.
Methods of Data Collection: Secondary data (journals, and industry publications), and reports.
Analysis of data Thematic Analysis.
The Research Onion, however, ensures that the research design structure is structured and in accordance with the objectives of the study (MarcomCentral, 2025).
[bookmark: _Toc224554282]3.2 Research Approach-
The nature of research applied in this study is a qualitative secondary research. The study relies on literature sources, business literature and publishing in the industry and reliable online databases to explore the experiential marketing practice and what impact it has had on business expansion. In this study, secondary qualitative research is applicable as it allows the researcher to assess the information published in the past and learn marketing strategies without needing to gather first-hand information (Shim et al., 2021).
[bookmark: _Toc224554283]3.3 Research Philosophy-
The study is grounded on the interpretivist perspective of research. Interpretivism targets the goal to account for the social phenomena in relation to the explanation of the given information and worldviews. The interpretivist method in this research paper helps the research study in exploring how the strategies of experiential marketing have helped in customer experience and organisational growth in the context of the Starbucks India (Asiri Ahmad , 2025).
[bookmark: _Toc224554284]3.4 Research Strategy-
Starbucks in India is studied as a case or rather as a sample where the concept of experiential marketing is applicable in the context of the developing markets through the use of the case study approach. The application of case study approach enables the study to an extent of providing a comprehensive analysis of the marketing practices, brand experience and growth strategies that the company adopts (Cao et al., 2025).




[bookmark: _Toc224554285]3.5 Data Collection-
The data to be employed in this research will be obtained on the basis of some sources like:
• The academic journal articles literature on experiential marketing and customer engagement.
• Book marketing strategy books. - Consumer behaviour books.
• Starbucks annual Reports and official publications (Hsiao, Tang and Su, 2021).
• Reporting in the industry and marketing research studies.
• Online database, web based databases, e.g. Google Scholar, business websites 
The sources provide a broad scope of information regarding the marketing strategies, in relation to the business performance and consumer behaviour (MarcomCentral, 2025).
[bookmark: _Toc224554286]3.6 Data Analysis Method-
The thematic analysis will be used to investigate the data. The given qualitative analytical approach involves recruiting patterns, themes, and discoveries in the literature (Cao et al., 2025). The process includes:
1. Literature sources testing.
2. Identifying any parallel themes as regards to the experiential marketing.
3. The application of these themes to the development of the business.
4. Identifiability with the case study of Starbucks India (Johar and Sugeng Purwanto, 2023).
This will make the researcher able to assimilate or merge with the existing knowledge and garner some valuable points.
[bookmark: _Toc224554287]3.7 Ethical Considerations-
The ethical code of conduct proposed in the university research ethics is used to guide the research. The study shall contain no human subjects since it will be conducted entirely off the secondary sources. In this way, the issues such as the informed consent, the safety of the participants and gathering of personal information cannot be invoked (Shim et al., 2021). The element of ethical responsibility is however relevant in the processing of Secondary information. To avoid plagiarism and observe academic integrity, the researcher will ensure he/she references all the sources properly. Only the data that are reliable will be used in the research, but these are publicly available. The data will be password guarded on the digital platforms and will not be accessed by any other party other than the researcher and the academic supervisor. These are the practices that render the institutional ethical standards that should be followed (Asiri Ahmad , 2025).
[bookmark: _Toc224554288]4. Expected Findings:-
Effects on Customer Experience-
The customers will have to experience interaction with the brands in way that is entertaining and memorable, as this will show how customer experience under experiential marketing is elevated to great heights. The Starbucks locations provide the customer with a place to relax, to communicate and identify with the brand. They are experiences that would result in positive emotional image of the brand (Truong, 2025).
Impact on Customer Loyalty-
The consequences of customer loyalty increase will include a probability of greater emotional bonding of customers to the brand through the application of experiential marketing tactics. The long term relationships that customers have had with the brand in the Starbucks stores can result in repeat purchasing by customers (Urdea and Constantin, 2021).


Contribution to Brand Image-
The study can reveal that the experiential marketing supports the brand image of the Starbucks by causing the organization to appear as a superior quality and people-oriented brand. Saga products are sold of the highest quality, the right store image and personal service enhances an exclusive brand image (Xu, Jung and Han, 2022).
Role in Business Growth-
Experience marketing will probably lead to the development of the business in retaining and attracting new consumers. Good brand experiences may result in customers postulating the brand often translating to growth of the market and sales (Żyminkowska and Zachurzok-Srebrny, 2025).
Improvement of Local Accommodation-
The findings may also give rise to the necessity of altering the experience marketing practices with the ground cultures. The examples of blending designs and cuisine component of India and Starbucks menu items also demonstrates how MNCs can work to localise their marketing strategies into the new market (Cao et al., 2025).
[bookmark: _Toc224554289]6. Limitations:-
1. Dependence on Secondary Information: The study is founded solely on the secondary qualitative data, i.e., the researcher will not collect primary data among customers or the management of the organizations. The analysis will, therefore, be based on the literature and reports that are available (Johar and Sugeng Purwanto, 2023).
2. Limitations in Single Case Study: The analysis focuses only on Starbucks in India that may be not generalisable even to other organisations or industries whose marketing tactics may differ (Sharma et al., 2025).
3. Credibility of the Secondary Sources: Secondary sources have certain risks that they adopt various avenues of thinking or contain previous information and that this could disrupt the interpretation of the findings. It is the first priority that the research aims at reducing by using the most relevant and credible sources (Sharma et al., 2025).
4. Time Constraint: The study is conducted under a small intervals scholastic set up and this might contribute towards the limitation of such scholastic study in terms of literature assessment and general forecasting of the paper (Johar and Sugeng Purwanto, 2023).
[bookmark: _Toc224554290]7. Timeframe:-
Gantt chart-
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[bookmark: _Toc224554291]8. Conclusion:-
The research proposal concentrate on the role that experiential marketing plays in supporting the development of a business in fairly new market, using Starbucks India as the case study. The study has indicated the contribution of experiential marketing strategy as a method of achieving high customer experiences that define customer engagement, customer loyalty, and brand image. The study will be based on the qualitative secondary research approach to analyze academic literature on the topic, industry reports and company publications to establish the connection between experiential marketing and organisational growth. The findings will also help to shed light on the capacity of the international brands to integrate the experiential marketing format into the domestic market and optimize the competitive advantage. Overall, the study is culminating in one of the strategic insights into the significance of customer experience in the modern marketing.
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