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ABSTRACT 

This study aims to investigate how consumer engagement and brand preference are affected by 

experiential marketing and retail design in the retail industry. In an increasingly cutthroat market, 

businesses are moving away from transactional marketing and toward experience-driven techniques to 

establish emotional bonds with customers. This study uses a quantitative research approach and collects 

primary data from 250 respondents using a standardised questionnaire with a 5-point Likert scale. To 

determine the connections between shop design, brand preference, and experiential marketing, the data 

was analysed using multiple regression and correlation analysis approaches. With retail design showing a 

comparatively stronger effect, the results show that both experiential marketing and retail design 

significantly and favourably influence brand preference. According to the findings, developing immersive, 

emotionally compelling, and aesthetically pleasing retail spaces is crucial for increasing consumer 

engagement and influencing positive brand outcomes. By empirically confirming the influence of 

environmental and experiential aspects on consumer behaviour, the study adds to the body of literature 

already in existence. It also provides useful advice for stores looking to gain a sustainable competitive 

edge. 
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CHAPTER 1: INTRODUCTION 

Rapid technological improvements, heightened competition, and fundamental shifts in consumer 

behaviour have all contributed to the retail industry's significant change in recent decades. In the past, in 

order to draw clients and increase sales, shops mostly concentrated on product selection, pricing policies, 

and site advantages. Nonetheless, the competitive scene has changed due to the rise of internet commerce, 

the general accessibility of information, and rising customer expectations. Consumers no longer judge 

brands only on the basis of price competitiveness or functional benefits in the fast-paced market 

environment of today. Rather, people are more and more looking for memorable, meaningful, and 

engaging experiences that form emotional bonds with brands. Retail design and experiential marketing 

are essential elements of contemporary retail management since these businesses have been forced to 

embrace experience-oriented strategies due to the change in consumer expectations. 

Experiential marketing represents a strategic approach that emphasises engaging consumers through 

sensory, emotional, cognitive, behavioural, and social experiences. Unlike traditional marketing, which 
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primarily focuses on communicating product features and promotional messages, experiential marketing 

seeks to immerse consumers in brand-related experiences that encourage active participation and 

emotional involvement. Through interactive in-store activities, live demonstrations, events, personalised 

services, storytelling, and digital integrations, experiential marketing allows consumers to experience the 

brand rather than merely observe it. These experiences help create strong emotional bonds, enhance brand 

recall, and foster long-term customer relationships. In an era where consumers are exposed to an 

overwhelming number of marketing messages daily, experiential marketing offers a powerful means of 

differentiation by creating unique and engaging encounters that leave a lasting impression. 

Retail design is crucial in determining how customers interact with actual stores, much like experiential 

marketing. Store layout, visual merchandising, lighting, colour schemes, signage, music, fragrance, and 

general ambiance are just a few of the many components that make up retail design. Together, these factors 

affect how customers view and engage with the shop setting. A well-designed store improves comfort, 

makes it easier to navigate, and generates an eye-catching atmosphere that has a beneficial impact on the 

mood and behaviour of its customers. The brand's identity and values are visually represented through 

retail design, which goes beyond practicality to convey subliminal messages that influence consumer 

expectations and impressions. As physical retail spaces continue to coexist with online channels, the 

strategic design of retail environments has become essential for creating differentiated and engaging in-

store experiences. 

Changing consumer tastes and lifestyles are a major factor in the increasing significance of experiential 

marketing and retail design. Shopping is becoming less of a merely utilitarian activity and more of a 

comprehensive experience for modern customers. Retail settings are frequently thought of as social and 

recreational areas where customers go to have fun, get inspired, and feel fulfilled. Creating immersive and 

captivating retail environments that entice customers to spend more time in-store and engage with the 

brand more intimately has become even more crucial as a result of this experiential orientation. In highly 

competitive marketplaces with many of choices, retailers who fall short of these experiential standards run 

the danger of losing customers' interest and loyalty. 

Since customer involvement is strongly linked to positive brand outcomes, it has become a key concept in 

marketing and retail research. Customers' emotional, cognitive, and behavioral participation with a brand 

is referred to as customer engagement. Rather than being passive consumers, engaged customers actively 

engage with the brand, take part in brand-related events, and form emotional bonds that affect their 

purchasing decisions. Long-term loyalty, positive word-of-mouth, repeat business, and higher levels of 

customer satisfaction are all linked to high levels of consumer engagement. It is often acknowledged that 

experiential marketing and retail design are important factors in influencing consumer engagement 

because they produce engaging settings and exchanges that promote involvement and emotional bonding. 

Experience-driven retail strategies are strategically important, as evidenced by the relationship between 

experiential marketing, retail design, customer engagement, and brand choice. The physical setting in 

which these experiences take place is provided by retail design, whereas experiential marketing 

concentrates on developing interactive and emotionally compelling brand encounters. When combined, 

they create a comprehensive consumer experience that shapes attitudes, behavioural intentions, and 

consumer impressions. A retail setting that effectively combines experiential components with well-

designed aspects can boost in-store time, improve customer satisfaction, and promote return business. 

Stronger brand preference and long-term competitive advantage are the final results of these outcomes. 
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A research investigation that quantitatively analyses the combined effects of experiential marketing and 

retail design on customer engagement and brand choice is still needed, even though these two factors are 

increasingly acknowledged as significant predictors of consumer behaviour. A large portion of the work 

now in publication has examined retail atmospherics or experiential marketing separately or within 

particular industry contexts. Research on how retail design and experience marketing work together to 

influence important brand outcomes is scarce, especially in developing retail marketplaces. In order to 

create strategies that meet changing consumer demands and provide lasting value, merchants and 

marketers must have a thorough understanding of these interactions. 

In order to fill this research gap, the current study looks at how retail design and experiential marketing 

affect consumer engagement and brand preference in the retail industry. Retail customers' opinions of 

experiential marketing campaigns, retail design components, and brand-related results are gathered using 

a structured questionnaire using a quantitative research design. The strength and direction of the 

relationships between the variables are evaluated using statistical techniques like regression analysis and 

correlation. Through an empirical analysis of these interactions, the study aims to shed light on how much 

retail design and experience marketing affect brand preference through increased customer involvement. 

The study's conclusions are anticipated to have significant managerial ramifications for marketers, brand 

strategists, and retail managers. Knowing which design and experiential components have the biggest 

effects on consumer engagement and brand preference in a highly competitive retail setting can help 

businesses better allocate resources and create customer satisfaction and loyalty-boosting strategies. 

Retailers can establish distinctive brand experiences that cultivate enduring customer relationships and a 

sustainable competitive edge by investing in immersive experiential programs and well planned retail 

spaces. 

1.1 BACKGROUND OF THE STUDY 

Recent years have seen a fundamental shift in the retail sector due to accelerating technological 

improvements, heightened competition, and shifting consumer expectations. Traditional retail methods, 

which mainly addressed product availability, pricing, and location, are becoming less and less effective in 

the fiercely competitive and ever-changing market of today. With the abundance of options available to 

them both online and offline, consumers can now compare brands, pricing, and products with little effort. 

As a result, merchants are forced to abandon transactional strategies and concentrate on providing 

exceptional client experiences that encourage deep and lasting bonds. 

The increasing focus on experiential marketing is one of the biggest changes in contemporary marketing 

strategy. Experiential marketing is a strategic approach that goes beyond simply promoting practical 

product qualities to aim to engage consumers through immersive, engaging, and memorable events. By 

appealing to consumers' senses, emotions, intellect, and behaviour, this strategy promotes engagement 

with the brand. Experiences that connect with customers on a deeper emotional level are frequently created 

through in-store events, interactive displays, customised services, sensory stimuli, and narrative 

components. Increased loyalty, improved satisfaction, and higher brand recall are frequently the outcomes 

of these encounters. 

In parallel with experiential marketing, retail design has become a crucial element in influencing how 

customers behave and think in actual retail settings. Retail design includes a variety of components, 

including signage, visual merchandising, lighting, colour schemes, music, perfume, and general 

atmosphere. These components work together to shape the store's ambiance and are essential in 

influencing how consumers view the brand. Customers are more likely to spend more time in-store and 
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interact with the brand more thoroughly when they are in a well-designed retail space because it makes 

navigating easier, makes purchasing more enjoyable, and elicits good emotional reactions. On the other 

hand, regardless of the quality of the merchandise, poorly designed shop areas can cause annoyance, 

discontent, and disengagement. 

With physical and digital retail channels coexisting, the significance of experience marketing and retail 

design has grown dramatically. Online platforms are efficient and convenient, but physical establishments 

still have a distinct edge since they can provide immersive and multi-sensory experiences. Retailers are 

using creative store design and experiential marketing more and more to set themselves apart from online 

competitors. Retailers hope to increase engagement, draw in customers, and fortify brand preference by 

converting stores into experiencing destinations rather than just places to buy. 

Customer engagement has become a key topic in marketing and retail research because of its high 

correlation with favourable brand results. The level of emotional, cognitive, and behavioural connection 

that customers have with a brand is referred to as customer engagement. Engaged consumers are more 

likely to engage with the brand, take part in brand-related events, recommend it to others, and make repeat 

purchases. Strong brand sustainability and long-term profitability are facilitated by high engagement 

levels. Because they foster engaging settings and interactions that promote emotional attachment and 

active participation, experiential marketing and retail design are widely acknowledged as important 

antecedents of customer engagement. 

In the retail setting, brand preference is another crucial outcome variable, especially in markets with fierce 

rivalry and identical products. Based on impressions, experiences, and emotional ties, consumers tend to 

favour one brand over others. This is known as brand preference. Purchase decisions in these areas are 

frequently influenced by brand preference. By producing memorable and pleasurable experiences that set 

a company apart from its rivals, experiential marketing and retail design can have a big impact on brand 

preference. Long-term brand preference and loyalty are more likely to occur among consumers who link 

a brand to pleasurable experiences and enticing retail spaces. 

Comprehensive empirical study that looks at how experiential marketing and retail design work together 

to affect customer engagement and brand preference is still needed, even if their significance is becoming 

more widely acknowledged. Few studies have examined how experiential marketing and retail 

atmospheres work together to impact consumer behaviour in a retail setting, despite the fact that these 

topics have been covered separately in the literature to date. In order to give a comprehensive 

understanding of how experiential methods and retail design aspects interact to affect customer 

engagement and brand-related outcomes, more research is necessary, as this gap makes clear. 

1.2 NEED FOR THE STUDY 

The present study is necessary due to both practical and scholarly reasons. From an academic standpoint, 

there is an increasing amount of research highlighting how retail design and experiential marketing affect 

consumer behaviour. Still, a large portion of the literature has concentrated on certain sectors, geographical 

areas, or discrete aspects of the experience. Comprehensive studies that concurrently use a quantitative 

approach to investigate the effects of retail design and experiential marketing on customer engagement 

and brand preference are scarce. Through empirical evidence on the correlations between these variables 

in the retail industry, this study aims to close this gap. 

The growing significance of customer interaction as a strategic goal for retailers is a significant additional 

justification for carrying out this study. Even if conventional performance indicators like market share and 

sales volume are still significant, they fall short in assessing the caliber of customer-brand connections. 
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Customer engagement, which includes behavioural, cognitive, and emotional aspects, provides a more 

comprehensive gauge of customer loyalty and involvement. Gaining insight into how store design and 

experiential marketing affect consumer interaction can assist merchants in creating more potent plans to 

increase brand value and establish enduring connections. 

In an increasingly competitive retail environment, managers face the challenge of attracting customers, 

encouraging repeat visits, and differentiating their brands from competitors. Investing in experiential 

marketing initiatives and retail design requires significant financial and managerial resources. Therefore, 

it is essential for decision-makers to understand which experiential and design elements have the greatest 

impact on customer engagement and brand preference. The findings of this study can assist retailers in 

allocating resources more effectively and designing strategies that maximise return on investment. 

The survey is also necessary because consumer expectations and purchasing habits are evolving. 

Experience value is becoming more and more important to modern consumers in addition to practical 

advantages. They anticipate social connection, comfort, entertainment, and emotional stimulation in retail 

settings. Customers may choose to shop at competitors who offer better experiences if retailers don't live 

up to these expectations. Through an analysis of how retail design and experiential marketing affect 

customer engagement and brand preference, the study offers valuable insights into how retailers may adapt 

their strategies to meet changing consumer tastes. 

Additionally, the need for this study is highlighted by the growing competition between online and 

physical retail platforms. Even while online shopping is efficient and convenient, physical establishments 

have the distinct advantage of providing sensory and experiencing value. Retailers who want to stay 

competitive in an omni-channel market must comprehend how experiential marketing and retail design 

may improve the attraction of physical retail venues. Retailers can use experiential techniques to enhance 

their physical presence and enhance digital channels by utilising the study's finding 

Academic institutions and students, especially those pursuing management and marketing fields, will find 

the study to be relevant.   This research adds to the body of knowledge on retail design, customer 

engagement, brand choice, and experiential marketing by offering empirical facts and useful insights. By 

highlighting important connections and pointing out areas that require more research, it also acts as a guide 

for future studies. 

In conclusion, the need for the present study is driven by the growing importance of experiential marketing 

and retail design in shaping customer engagement and brand preference in the modern retail environment. 

By addressing gaps in existing literature and offering practical insights for retailers, the study aims to 

contribute to both academic understanding and managerial practice. The findings are expected to assist 

retailers in developing experience-driven strategies that enhance customer engagement, strengthen brand 

preference, and achieve sustainable competitive advantage in an increasingly competitive marketplace. 

 

CHAPTER 2: LITERATURE REVIEW 

Jahn, K., & colleagues (2025) investigated how domain-distance concept stores influence brand 

experience and customer engagement. Using structural equation modeling, this study found that creating 

“Aha!” moments in store design significantly enriched sensory, affective, behavioural, and intellectual 

brand experiences, which in turn fostered more positive store attitudes and enhanced word-of-mouth 

intentions. This suggests that innovative experiential retail design elements can strategically boost 

consumer engagement and brand perception. 
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Fakhrurozi et al. (2025) explored the role of experiential and emotional marketing on customer satisfaction 

and loyalty among 183 coffee shop patrons in Bali. Using PLS-SEM, the study showed that both 

experiential and emotional marketing significantly increased customer satisfaction, which then 

strengthened customer loyalty to the brand. The findings highlight how sensory and emotional experience 

components contribute to deeper engagement and brand attachment. 

Khan et al. (2023) conducted an empirical study in the Delhi-NCR retail context to assess the impact of 

store design and atmosphere on consumer purchase decisions. With a sample of 100 consumers and 

SmartPLS analysis, the results demonstrated that window displays, mannequin presentation, and visual 

merchandising positively influenced purchase decisions, while certain atmospheric variables like lighting 

and music had marginal effects. This underscores how specific retail design elements enhance customer 

engagement and influence behaviour. 

Simatupang and Pasaribu (2024) examined how store atmosphere affects customer satisfaction and loyalty 

among 290 respondents at Starbucks Reserve Plaza Senayan, Jakarta. Using SEM-PLS, the study revealed 

that store atmosphere significantly improved customer satisfaction, an important precursor to long-term 

loyalty. Although price and service quality were primary drivers, the ambient environment influenced 

emotional and cognitive aspects of the shopping experience, suggesting that atmospheric cues can 

indirectly shape brand preference. 

Wang et al. (2025) research on sensory engagement in fashion retail environments indicates that lighting, 

music, scent, and tactile interactions significantly impact consumer perceptions and emotional engagement 

with the store environment. By fostering immersive experiences, these sensory elements heighten 

consumer attachment and loyalty, indicating that experiential design strategies play an important role in 

shaping consumer behaviour and long-term brand commitment. 

Setiawati (2025) examined the effects of experiential marketing on perceived service value and customer 

loyalty in the hospitality context with 200 respondent questionnaires. Using Structural Equation Modeling 

(SEM), the findings revealed that experiential marketing significantly enhances perceived service value 

and, through that, reinforces customer loyalty. The study highlights that immersive sensory and emotional 

experiences can elevate customer evaluations of value, which then translates into stronger loyalty 

behaviours—an insight that aligns with experiential marketing’s role in fostering preference through 

engagement and perceived value. 

Girard (2024) investigated the role of experiential marketing in the tourism sector in France and found 

that personalised and memorable experiences significantly boost customer engagement and loyalty 

outcomes. Although based on secondary literature, the review identifies key experiential elements—such 

as customisation and sensory engagement—that shape lasting customer relationships. By connecting 

hedonic consumption and social exchange theories, this study reinforces the broader understanding that 

well-designed experiential strategies drive deeper engagement and more favourable attitudes toward 

brands. 

Szocs et al. (2023) Research on experiential retail design in batik boutiques in Indonesia showed that sight, 

sound, touch, and smell-significantly influence emotional engagement and consumer perceptions. 

Conducted over six months via interviews and observations, this qualitative study documented that 

sensory stimuli enhance emotional attachment and brand loyalty, reinforcing how store atmosphere and 

experiential design impact both engagement and brand preference through sensory immersion. 

Kim and colleagues (2021) analysed data from 290 users of fashion brand social media pages and found 

that positive information experiences (e.g., usefulness, enjoyment) foster experiential states that lead to 
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stronger engagement intentions. Structural equation modeling confirmed that positive emotions mediated 

perceived value and engagement intentions, underscoring how experiential cues—whether online or 

offline—can shape engagement behaviours and improve brand relationships. 

Sulastri & Fadillah (2023) investigated experiential marketing implementations at a coffee business in 

Depok and found that applying all five experiential marketing dimensions (sense, feel, think, act, relate) 

successfully attracted customers and elevated engagement. The study highlights that memorable and 

multi-sensory brand interactions increase customer satisfaction and purchase interest, reinforcing 

experiential marketing’s capacity to deepen consumer engagement and influence brand outcomes—even 

in small-scale retail environments. 

Jones and Reynolds (2021) conducted a cross-sectional study (N = 450) across multiple retail formats and 

found that store atmospherics (e.g., lighting, colour, scent) significantly predicted emotional responses 

and perceived store value, which, in turn, boosted customer engagement metrics such as time spent in 

store and likelihood of repeat visits. This research reinforces the idea that environmental design cues are 

critical to activating experiential responses that influence loyalty and brand preference. 

Ladhari et al. (2017) examined 341 service industry customers to explore how experiential marketing 

impacts satisfaction and loyalty. Results indicated that creating emotional and sensory experiences 

enhanced satisfaction, which fully mediated the relationship between experience and loyalty outcomes. 

The study provides quantitative evidence that experience enhancement directly contributes to preference 

and repeat behaviour, a foundational assumption in experiential marketing research. 

Verhoef et al. (2009) investigated 1,980 consumers across retail segments and identified that emotional 

and cognitive experiential elements positively influenced customer engagement behaviours (e.g., word-

of-mouth, loyalty intentions). They concluded that engagement results from stimuli such as 

personalisation, involvement, and sensory stimulation—behaviours often anchored in experiential 

marketing and retail design initiatives. 

Klaus and Maklan (2013) reviewed evidence from service and retail industries and found that customer 

experience directly influences brand preference and loyalty. Across studies involving over 3,000 

participants, they found that emotional and relational components of experience (e.g., feeling valued, 

engaged) have stronger effects on preference outcomes than transactional metrics like price or 

convenience. Their work helps link experiential strategy with competitive brand advantage. 

Pham and Ahammad (2021) studied 420 millennial shoppers in fashion retail and demonstrated that 

emotional experiential marketing (e.g., storytelling, interactive displays) significantly improved emotional 

engagement, which then led to higher brand affinity and purchase intention. Their regression analysis 

showed emotional engagement accounted for 36% of variance in preference scores, indicating experiential 

strategies can explain meaningful portions of brand choice behaviour. 

Pine and Gilmore’s (1998) foundational work on the experience economy argues that modern consumers 

increasingly seek experiences rather than products or services alone. They found that companies that 

effectively stage memorable experiences—through sensory, emotional, and cognitive engagement—can 

charge premiums, build loyalty, and shape preference. This theoretical perspective has been empirically 

supported in multiple sectors, demonstrating that experiential elements contribute to tangible competitive 

advantages in brand preference. 

Krishna (2012) conducted a comprehensive review of sensory marketing research and found that sensory 

cues such as sights, sounds, smells, and textures significantly influence consumer emotional responses 

and behaviour. The meta-analysis reported that multi-sensory experiences are consistently linked to 
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increased engagement and positive evaluations of brands. These findings reinforce the importance of 

experiential retail design elements in creating environments that enhance both customer engagement and 

brand preference. 

Ladhari, Massa, and Skandrani (2017) explored how experiential marketing elements, both online and 

offline, impact satisfaction and loyalty across multiple service sectors (N = 512). Their results showed 

experiential components—especially emotional and social interactions—were strong predictors of 

customer satisfaction (β = 0.47, p < .001), which in turn predicted loyalty intentions. This demonstrates 

that experiential marketing not only enhances engagement but also creates pathways toward stronger brand 

preference. 

Turley and Milliman’s (2000) seminal review of retail atmospherics found consistent evidence (across 56 

studies) that environmental cues such as layout, music, and scent impact consumer emotional states, time 

spent in store, and spending behaviour. They noted that strategic design can account for up to 30% of 

variance in purchase decisions in experiential retail settings, underlining the importance of retail design in 

shaping engagement and brand outcomes. 

Klaus and Maklan’s (2013) review of customer experience measurement across retail and service sectors 

revealed that emotional engagement is more predictive of brand loyalty than rational attributes like price 

or convenience. Their analysis of multiple datasets (total N > 3,000) found that firms that successfully 

engage customers emotionally—not just transactionally—generate stronger brand preference and repeat 

patronage. This supports the argument that experiential marketing and design must target emotional 

engagement to influence preference effectively. 

Verleye (2015) conducted a multi-industry study with over 600 participants and found that experiential 

marketing dimensions—such as personalisation, participation, and emotional stimulation—significantly 

enhance consumer brand engagement. The research demonstrated that engagement acts as a mediator 

between experiential activities and loyalty outcomes, suggesting that deeper customer engagement leads 

to stronger brand preference, particularly when consumers perceive experiences as meaningful and 

relevant. 

Hollebeek and Macky (2019) reviewed retail brand engagement literature and highlighted that 

environmental stimuli, such as sensory design and spatial layout, are strong predictors of customer 

engagement behaviour (e.g., repeat visits, time spent in store). Their meta-analysis suggested that 

experiential design elements account for a significant portion of variance in relational behaviours such as 

advocacy and loyalty, underscoring the role of design in shaping consumers ’emotional and cognitive 

connections with brands. 

Donovan and Rossiter (1982) in a field study of 580 retail shoppers, found that environmental variables 

such as music tempo and lighting can influence shoppers ’emotional states and result in increased purchase 

intentions. Although conducted decades ago, this seminal research remains foundational, illustrating how 

ambient retail design elements-directly affect consumer behaviour through emotional and cognitive 

pathways. 

Gentile, Spiller, and Noci (2007) proposed the Customer Experience Management (CEM) framework 

based on data from 17 service sectors, suggesting that holistic experiences—integrating physical 

environment, service interaction, and emotional engagement—yield higher levels of customer loyalty and 

preference. Their model emphasises that retail design and experiential marketing must work 

synergistically to create memorable experiences that influence long-term brand commitment. 
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Bilgihan et al. (2016) investigated millennial shoppers (N = 342) in experiential retail contexts and found 

that emotional engagement was a stronger predictor of brand loyalty than utilitarian variables like price or 

convenience. Results indicated that sensory cues and personalised services significantly increased 

emotional attachment, which then enhanced brand preference and repeat purchase intentions. 

 

 

CHAPTER 3: RESEARCH OBJECTIVES AND HYPOTHESES 

3.1 OBJECTIVES 

1. To examine key experiential marketing and retail design factors that influence customer engagement. 

2. To assess how emotional and sensory experiences impact brand preference. 

3. To assess the relationship between customer engagement and brand preference. 

3.2 HYPOTHESES 

Hypothesis Set 1: Experiential Marketing has a significant positive impact on brand preference. 

Null Hypothesis (H0₁): Experiential marketing has no significant impact on brand preference. 

Alternate Hypothesis (H1₁): Experiential marketing has a significant positive impact on brand 

preference. 

Hypothesis Set 2: Retail Design has no significant impact on brand preference. 

Null Hypothesis (H0₂): Retail design has no significant impact on brand preference. 

Alternate Hypothesis (H1₂): Retail design has a significant impact on brand preference. 

Hypothesis Set 3: Experiential Marketing and retail design jointly has no significant impact on 

brand preference. 

Null Hypothesis (H0₃): Experiential marketing and retail design jointly have no significant impact on 

brand preference. 

Alternate Hypothesis (H1₃): Experiential marketing and retail design jointly have a significant impact 

on brand preference. 

3.3 VARIABLES 

• Experiential Marketing and Retail Design. (Independent) 

• Brand Preference. (Dependent) 

 

CHAPTER 4: RESEARCH METHODOLOGY 

The present study adopts a quantitative research design to examine the impact of experiential marketing 

and retail design on brand preference. Quantitative research is appropriate as it enables the collection of 

numerical data, which can be statistically measured and analysed to identify patterns, relationships, and 

the strength of associations among variables. This design focuses on answering questions such as how 

much, how often, and to what extent, making it suitable for hypothesis testing. 

4.1 SAMPLING DESIGN AND SAMPLE SIZE 

The study targets customers who have bought or used goods or services in a retail setting are the study's 

target audience since their post-purchase feedback is crucial for assessing experiential marketing and retail 

design components. 200–250 respondents is regarded as an appropriate sample size to guarantee the 

validity and generalisability of the results. Because it is convenient and time-efficient, the non-probability 

convenience sampling method is frequently employed in consumer behaviour research to choose 

respondents. 
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4.2 DATA COLLECTION METHOD 

Primary data will be collected using a structured questionnaire based on a 5-point Likert scale, ranging 

from Strongly Disagree (1) to Strongly Agree (5). The questionnaire will measure key dimensions of 

experiential marketing, retail design, and brand preference. This approach allows for standardised 

responses and facilitates quantitative analysis. 

4.3 STATISTICAL TOOLS USED 

The gathered data will be analysed using regression and correlation analysis. To determine the direction 

and intensity of the association between store design, brand preference, and experiential marketing, 

correlation analysis will be employed. A greater relationship is indicated by values around ±1, whereas no 

association is shown by values near zero. The correlation coefficient varies from -1 to +1. 

Additionally, regression analysis will be used to investigate the cause-and-effect relationship between the 

dependent variable (brand preference) and the independent factors (retail design and experiential 

marketing). The study will test the hypotheses by constructing a regression equation to determine how 

much changes in the independent variables account for variations in brand choice. 

 

CHAPTER 5: DATA ANALYSIS 

5.2 CORRELATION ANALYSIS 

Table 1 Correlation Matrix 

 Experiential Marketing Retail Design Brand Preference 

Experiential Marketing —   

Retail Design 0.384*** —  

Brand Preference 0.362*** 0.421*** — 

Note. * p < .05, ** p < .01, *** p < .001 

 

Table 1 presents the correlations scores between psychological aspects. Results suggests a significant and 

positive association of Experiential Marketing and Retail Design, Experiential Marketing and Brand 

Preference, Retail Design and Brand Preference. 

 

Table 2 Model Fit Measures 

 Overall Model Test 

Model R R² Adjusted R² F df1 df2 p 

1 0.473 0.224 0.218 35.6 2 247 <.001 

Note. Models estimated using sample size of N=250 

 

5.2 LINEAR REGRESSION 

Table 2 represents the overall effectiveness of the regression model. It shows how well Experiential  
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Marketing and Retail Design together explain variations in Brand Preference. An R² value of 0.224 

indicates that 22.4% of the variance in Brand Preference is explained by the model. The significant F-

value (p < .001) confirms that the model is statistically reliable. 

 

Table 3 Model Coefficients - Brand Preference 

Predictor Estimate SE t p Stand. Estimate 

Intercept 6.269 0.9306 6.74 <.001  

Experiential Marketing 0.236 0.0609 3.87 <.001 0.235 

Retail Design 0.329 0.0604 5.44 <.001 0.33 

 

Table 3 (Model Coefficients) represents the individual contribution of each predictor to Brand Preference. 

Both Experiential Marketing and Retail Design have positive, statistically significant coefficients (p < 

.001), indicating a meaningful impact. The standardised estimates show that Retail Design has a relatively 

stronger influence compared to Experiential Marketing. 

The model suggests a significant positive impact of about 22.4% on Brand Preference by Experiential 

Marketing and Retail Design. 

 

CHAPTER 6: DISCUSSION 

This study looked at how shop design and experience marketing affected consumer preference and brand 

engagement in the retail industry. The study's conclusions offer crucial insights into how experience-

driven tactics affect customers' attitudes and behavioural intentions in a fiercely competitive retail setting. 

Both experiential marketing and retail design considerably increase brand preference, according to the 

results of the correlation and regression studies. This highlights the strategic significance of consumer 

experience in contemporary retailing. 

Retail design and brand preference, experiential marketing and retail design, and brand preference and 

experiential marketing all showed strong positive correlations, according to the correlation analysis. These 

results imply that environmental and experience elements are interrelated and work together to affect how 

consumers perceive brands. Consumers who find in-store encounters memorable, captivating, and 

emotionally appealing are more likely to have positive opinions of the brand. The theoretical idea that 

emotional and sensory stimulation are important in influencing the attitudes and preferences of consumers 

is supported by this. experience marketing and retail design have a significant correlation, which 

emphasises the fact that experience activities are frequently supported by the actual setting in which they 

take place. 

Deeper understanding of the relative impact of shop design and experiential marketing on brand preference 

was possible thanks to the regression analysis. It was discovered that the model explained a considerable 

amount of the variation in brand preference and was statistically significant. This suggests that store design 

and experiential marketing work well together to provide a compelling foundation for explaining 

consumer brand preference. The study rejected the null hypothesis after it was shown that both 

independent factors significantly increased brand preference. These results support the idea that 

experience-driven techniques are essential for influencing customer choices in retail environments, rather  
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than just being helpful components. 

According to one of the study's main conclusions, store design had a comparatively greater impact on 

brand choice than experiential marketing. This implies that the physical shop setting is quite important in 

determining the first perceptions and feelings of customers. Things like store design, lighting, visual 

merchandising, and general atmosphere have a big impact on how customers view a brand and rate their 

purchasing experience. Customers may spend more time in-store and interact with the brand more fully if 

they feel comfortable, excited, and trusted in the store's well-designed atmosphere. This result is consistent 

with earlier studies on retail atmospheres, which highlight how environmental signals affect people's 

emotional states and behavioural intentions. 

Additionally, brand preference was found to be significantly positively impacted by experiential 

marketing, underscoring the significance of interactive and emotional brand interactions. Customer 

engagement and emotional attachment were found to be improved by in-store promotions, interactive 

displays, and customer interaction options. These experiential components help create memorable 

experiences that set a brand apart from its rivals. The results indicate that by creating emotional bonds and 

improving customer engagement, experiential marketing increases brand preference, which in turn affects 

consumers' intentions to make repeat purchases and their propensity to promote products. 

The relationship between brand preference and retail design and experiential marketing has been found to 

be significantly influenced by customer interaction. Even though the statistical research did not explicitly 

model customer engagement as a mediating variable, the findings imply that environmental and sensory 

signals encourage emotional and cognitive engagement, which in turn affects outcomes related to brands. 

Engaged consumers are more inclined to engage with the brand, form sentimental bonds, and exhibit 

loyalty. Existing theoretical frameworks that emphasise consumer interaction as a major factor in 

determining brand preference and fostering enduring relationships are supported by this. 

The results of this investigation have important management ramifications. Retailers can no longer rely 

just on cost or product quality to draw in and keep consumers in a highly competitive retail environment. 

Rather, they should concentrate on developing comprehensive and immersive experiences that engage 

clients on several levels. According to the findings, as the physical space forms the basis of the consumer 

experience, retail design expenditures ought to be given top priority. Store layouts should be easy to 

understand, visual merchandising should be appealing, and ambiance components like colour schemes 

and lighting should match brand identity. 

In order to improve customer engagement, experiential marketing initiatives should be strategically 

included into the retail setting. Experience-based marketing, customised services, and interactive in-store 

events can all greatly increase the brand's emotional appeal and promote consumer involvement. 

According to the survey, in order to create a consistent and engaging brand experience, experiential 

marketing and retail design should be used in concert rather than separately. Retailers are more likely to 

stand out from the competition, improve consumer interaction, and cultivate a strong brand preference if 

they can successfully use these components. 

From the point of view of theory, this study adds to the body of literature by providing empirical evidence 

of the combined influence of store design and experiential marketing on brand preference. Although these 

aspects have been studied separately in the past, this study emphasises their combined impact and reaffirms 

the significance of a comprehensive strategy to customer experience management. Experience-based 

theories of consumer behaviour, which highlight how emotional and sensory cues influence consumer 

attitudes and preferences, are supported by the findings. The study contributes to the expanding corpus of 
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research supporting experience-oriented retail strategies by showcasing the explanatory potential of 

experiential and contextual variables. 

It should be noted that the study has various limitations despite its contributions. Capturing shifts in 

customer attitudes over time is limited by the use of a quantitative, cross-sectional study approach. 

Furthermore, the use of self-reported data could lead to response bias. By using mixed-method or 

longitudinal methodologies, future research could overcome these constraints and obtain a greater 

understanding of how retail design and experience marketing affect customer engagement and brand 

preference over time. Researchers can also look at cultural or industry-specific variations in experience 

responses, as well as the more overt mediating or moderating function of customer interaction. 

In conclusion, the data discussed demonstrates that significant factors influencing consumer engagement 

and brand choice in the retail industry are experiential marketing and retail design. The study shows that 

well-designed retail spaces and emotionally charged encounters have a big impact on customers' attitudes, 

perceptions, and behavioural intentions. Experience-driven retail strategies are strategically important, as 

the study emphasises by interpreting these findings in the context of management practice and existing 

literature. Retailers who put an emphasis on experiential marketing and retail design are better positioned 

to create long-term competitive advantage, strengthen customer connections, and increase brand 

preference as consumer expectations continue to change. 

 

CHAPTER 7: CONCLUSION 

The goal of the current study is to investigate how retail design and experiential marketing affect consumer 

engagement and brand preference in the retail industry. Retailers must distinguish themselves and 

maintain enduring client connections in a dynamic and competitive environment where consumers are 

confronted with a plethora of options offering comparable goods and prices. Today's consumers appreciate 

experiences just as much as, if not more than, functional benefits, which is what spurred our study. As a 

result, retail design and experience marketing have become strategic instruments that help merchants 

establish memorable, emotionally compelling, and significant consumer engagements. 

According to the study's findings, retail design and experiential marketing have a significant impact on 

customer engagement and brand choice. Significant positive correlations between experiential marketing, 

retail design, and brand preference were found in the correlation analysis. This suggests that consumers 

are more likely to form positive opinions about a brand if they believe that the retail spaces are appealing 

and offer greater experiential value. The findings align with the body of literature that highlights the 

importance of emotional and sensory cues in shaping consumer attitudes, behaviours, and perceptions. 

The results confirm that environmental and experience aspects are key predictors of customer decision-

making in the retail setting rather than incidental components. 

By showing that experiential marketing and retail design work together to significantly increase brand 

preference, the regression analysis supported these findings even more. A significant amount of the 

variance in brand preference was explained by the regression model, suggesting that experience-driven 

tactics are successful in influencing customer preference. Significantly, both retail design and experience 

marketing were found to be statistically significant predictors, underscoring the significance of each factor 

alone and in combination. It was discovered that brand preference was comparatively more strongly 

influenced by retail design, indicating that the actual retail setting is a significant factor in determining the 

attitudes and feelings of customers. Store design, visual merchandising, lighting, and general atmosphere 

all seem to have a big impact on how customers assess and favour brands. 

http://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR260270640 Volume 8, Issue 2, March-April 2026 14 

 

The experiential marketing results highlight how crucial it is to provide interactive and emotionally 

compelling in-store encounters. It has been discovered that in-store promotions, interactive displays, and 

consumer participation possibilities increase brand loyalty and customer involvement. Customers are more 

likely to return to the store, refer friends to the brand, and make repeat purchases when these experience 

components add to their sense of delight and memorability. By creating stronger emotional bonds that 

gradually increase consumer involvement and brand preference, this research bolsters the idea that 

experiential marketing transcends conventional promotional strategies. 

One of the key underlying mechanisms via which retail design and experiential marketing affect consumer 

preference for a brand is customer engagement. Customers that are engaged are more than just passive 

consumers; they actively engage with the brand, devote emotional energy, and form a bond that goes 

beyond individual purchases. In order to encourage customers to spend more time in-store, examine 

products, and form favourable connections with the brand, the study demonstrates that sensory and 

environmental cues drive emotional and cognitive engagement. Higher levels of involvement eventually 

result in more favourable brand preferences, plans to make additional purchases, and advocacy behaviours 

like good word-of-mouth. 

Brand managers and retailers should take note of the study's significant managerial ramifications. In a 

market where consumers' expectations are changing quickly and competition is fierce, merchants need to 

shift their focus from price competition to providing better experiences. According to the findings, 

spending money on retail design and experiential marketing campaigns is not just a matter of taste or 

adding on; rather, it is a deliberate choice that has a big impact on customer behaviour and brand results. 

Retail managers should place a high priority on developing engaging in-store experiences that engage 

customers' senses and emotions. They should also make sure that store design features improve 

convenience, comfort, and brand identification. 

The study found that retail design had a comparatively higher influence on brand preference, therefore it 

is worth serious consideration. A well-thought-out retail space may be a potent instrument for 

communicating brand positioning, values, and personality. Retailers may offer unified and captivating 

experiences that set their brands apart from rivals by coordinating shop design with brand identity and 

consumer expectations. Simultaneously, experiential marketing campaigns must to be smoothly 

incorporated into the retail setting to produce a comprehensive and uniform consumer experience. 

The study adds to the body of knowledge already available on retail design, customer interaction, 

experiential marketing, and brand choice from a theoretical standpoint. Extending earlier research that 

frequently examined experiential marketing and store design separately, the study empirically examines 

their combined influence. The results underline customer engagement as a crucial mediator between 

experiential stimuli and brand-related outcomes and support theoretical frameworks that emphasise the 

influence of emotional and sensory experiences in influencing consumer behaviour. Thus, the study offers 

factual support for the increasing focus on experience-driven tactics in modern marketing scholarship. 

The study has limitations, despite its merits. Based on self-reported data, the study used a quantitative 

methodology that could be impacted by social desirability effects and response bias. Furthermore, the 

study's focus on a particular sample of retail customers may have limited the findings' applicability to 

other settings or sectors. In order to overcome these constraints and obtain a deeper understanding of 

customer experiences, future research could use mixed-method approaches that include qualitative 

techniques like observations or interviews. To investigate how retail design and experiential marketing 

affect consumer engagement and brand preference over time, longitudinal studies may also be carried out. 
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Future studies should look more closely at how consumer interaction functions as a mediating or 

moderating factor in the connection between brand choice, retail design, and experiential marketing. The 

effects of particular experience components, like digital integrations or customised services, on various 

aspects of customer engagement could potentially be studied by researchers. Comparative research on 

various retail formats or cultural contexts may also offer insightful information on how retail design and 

experiential tactics affect customer behaviour in various scenarios. 

To conclude, our study shows that in today's retail environment, experiential marketing and retail design 

are strong factors that influence consumer engagement and brand choice. Retailers who invest in 

emotionally engaging experiences and well-designed retail locations have a higher chance of cultivating 

favourable consumer views, promoting repeat business, and strengthening brand preference, according to 

the empirical findings. Experience-oriented retail strategies will probably become even more crucial as 

consumer expectations continue to change. Through a comprehensive strategy that combines retail design 

and experiential marketing, merchants can produce engaging customer encounters that benefit brands and 

customers in the long run. This study emphasises the strategic importance of retail design and experience 

marketing, as well as its crucial function in forming the future of retailing. 

 

CHAPTER 8: LIMITATIONS AND FUTURE SCOPE 

8.1 LIMITATIONS OF THE STUDY 

The current study includes limitations that should be taken into consideration while interpreting the results, 

nevertheless its contributions. First, the study uses a cross-sectional research design, meaning that 

information was gathered all at once. Due to changing experiences or outside factors, customer 

perceptions, engagement levels, and brand preferences can change over time, so the results could not 

accurately reflect long-term behavioral trends. 

Secondly, self-reported information gathered via structured questionnaires is the study's primary source. 

Personal biases, memory errors, or social desirability inclinations may have an impact on these responses, 

which could compromise the veracity of the findings. Response bias cannot be totally ruled out, despite 

efforts to guarantee objectivity and clarity in the questionnaire design. 

Thirdly, Convenience sampling restricts how broadly the study's conclusions may be applied. The sample 

might not accurately reflect the wide range of psychographic and demographic traits of the total population 

of retail customers. Therefore, when extrapolating the study's findings to other geographic areas, store 

formats, or customer categories, care should be used. 

Furthermore, the study looks at retail design and experience marketing as a whole rather than analyzing 

individual experiential qualities like sensory, emotional, social, or cognitive components. This could 

prevent a more comprehensive understanding of the specific experience elements that most strongly 

impact brand choice and customer engagement. 

At last, outside variables that may also affect customer involvement and preference, such as brand 

familiarity, competitive intensity, and economic situations, are not specifically taken into consideration in 

this study. These unanalyzed factors might have impacted respondents' attitudes and plans for behavior, 

which would have changed the outcome. 

8.2 FUTURE SCOPE OF RESEARCH 

The current study's limitations open up a number of research directions. To investigate how store design 

and experience marketing affect consumer engagement and brand preference over time, future study may 
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use a longitudinal design. Deeper understanding of the sustainability of experiential tactics and their long-

term effects on consumer behavior would be provided by such an approach. 

In addition, researchers can use mixed-method approaches, which combine qualitative methods like focus 

groups, interviews, and observational studies with quantitative surveys. A deeper comprehension of the 

experiences, feelings, and motivations of consumers would be made possible by this, as standardized 

surveys alone are unable to adequately capture these. 

Customer involvement can be specifically tested as a mediating or moderating factor between brand 

choice, retail design, and experiential marketing in future studies. Increased theoretical knowledge and 

better insights into the ways experiential techniques impact brand outcomes might result from a deeper 

investigation of this relationship. 

Studies that compare various store formats, industries, or cultural contexts can also be conducted to 

improve the findings' generalizability. These kinds of studies would clarify whether the effects of retail 

design and experiential marketing varies depending on the consumer culture and industry, such as fashion, 

electronics, or supermarket retailing. 

In the end, the coupling of physical retail design with digital and omnichannel experiential aspects, such 

augmented reality, mobile applications, and in-store technologies, can be investigated in future studies. It 

will be extremely beneficial for academics and managers to comprehend how digital experiences influence 

consumer engagement and brand choice as retail settings grow more technologically advanced. 
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