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Introducere

Comportamentul consumatorului este considerat a fi o parte inseparabild a
marketingului, intelegerea acestuia fiind foarte importanta, atat pentru un brand, céat si pentru
consumatori. Comportamentul consumatorilor de astazi denota cum acestia au devenit mai
sofisticati si mai exigenti, motiv pentru care specialistii in marketing trebuie sa fie mereu in
cautare de noi metode de abordare, care sa implice experiente pozitive, nu doar produse care
s3 satisfacd nevoile consumatorilor. Tn aceastd lucrare, comportamentul consumatorului este
privit prin prisma marketingului experiential, cu scopul de a identifica experientele
consumatorilor din jurul unui brand, care sa dezvolte un atasament emotional. Conform
analizei literaturii de specialitate, dar si a realizdrilor efectuate, s-a demonstrat ca marketingul
experiential este un instrument eficient de marketing care aduce valoare consumatorilor
tocmai prin implementarea de cdtre companii a unor experiente autentice, care sa declanseze
dorinta de cumpadrare, oferindu-le un avantaj competitiv pe piata.

Avand in vedere caracterul complex si dinamic al pietei, pe de-0 parte, si identificarea
schimbarilor rapide a preferintelor consumatorilor, pe de alta parte, au fost dezvoltate noi
strategii de marketing experiential. Proiectarea strategiei de marketing experiential s-a
transformat intr-un instrument modern si eficient, care imbunatateste relatia dintre un anumit
brand si consumatorii sdi prin contact direct cu ajutorul evenimentelor de promovare a
diverselor produse, oferind clientului o imagine a brandului prin fiecare experientd de
marketing. Expertii din domeniul marketingului experiential pleacd de la premisa ca audienta
vizatd este formatda din persoane emotionale, dar si rationale, care se concentreaza pe
experimentarea unor momente placute. Tocmai de aceea, strategiile implementate de
marketingul experiential s-au dovedit a conduce la loialitatea clientilor prin implicarea
simturilor, a unor sentimente pozitive si emotii care sunt transformate in amintiri pe termen
lung.

in ultimii ani, schimbdrile tehnologice au influentat in mod semnificativ natura
consumului pe masurd ce calatoria clientilor a facut tranzitia pentru a include mai multa
interactiune pe platformele digitale. Mai mult, consumatorii asteapta progresele tehnologice,
acestia fiind din ce Tn ce mai deschisi catre continutul digital si interactiunea social3, ceea poate
spori capacitatea consumatorilor de a experimenta diferite produse. Din acest motiv, in cadrul

cercetarilor s-au analizat si instrumentele tehnologice integrate in actiunile marketingului
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experiential si reactia consumatorilor la interactiunea cu acestea. Aceste instrumente ofera o
interactiune rapida cu potentialii consumatori, oferindu-le 0 experienta inedita.

Totodata, comertul electronic si maturizarea Internetului devin din ce in ce mai
importante pentru consumatori, motiv pentru care comerciantii continua sa ofere o varietate
de experiente pentru consumatori cu ajutorul aplicatiile mobile pentru a se diferentia si pentru
a creste vanzarile online. Functiile avansate de prezentare ale unui produs si tehnologiile
accesibile pot fi o modalitate eficienta de a oferi valoare experientiald consumatorilor.

O alta directie spre care s-a indreptat lucrarea de fata este promovarea imaginii de tara
prin utilizarea tehnicilor de marketing experiential. Din cercetdrile realizate in acest domeniu, s-
a constatat ca experienta creata pe baza divertismentului, a creatiilor artistice, a atelierelor de
lucru interactive si a diverselor spectacole culturale sunt metodele de prezentate cele mai
apreciate de consumatori, in contextul prezentdrii imaginii unei tari prin cultura, valorile si a
credintelor acesteia.

Motivatia cercetarii

Prezenta tezd de doctorat izvoraste dintr-0 nevoie identificata de autor cu privire la
recunoasterea marketingului experiential ca strategie de influentare a comportamentului
consumatorului. Astfel, s-a dorit identificarea actiunilor de marketing experiential ce pot fi
aplicate de firme pentru a beneficia de avantajele unui comportament de consum care sa fie
atat in avantajul companiei, cat si a consumatorilor.

Aceasta lucrare a avut, n anumite privinte, un parcurs diferit fatd de ceea ce s-a planificat
initial din cauza pandemiei COVID-19, dar si a complexitatii domeniului marketingului
experiential. Tn primul rand, chiar dac# atentia nu a fost indreptat3 spre mediul online inci de la
inceput, in urma pandemiei au aparut noi idei de abordare a marketingului experiential.
Totodata, oportunitatea participarii ca voluntar la pavilionul Romaniei din cadrul Expozitiei
Mondiale din Dubai, a contribuit, de asemenea, la identificarea unui nou domeniu ce poate fi
influentat de tehnicile de marketing experiential, si anume promovarea imaginii de tara.

Prezentare sintetica a capitolelor tezei de doctorat

In primul capitol al acestei lucrari sunt abordate aspectele conceptuale si metodologice
privind marketingul experiential, analizandu-se stadiul actual al cunoasterii printr-o abordare
sistematicd de revizuire a literaturii de specialitate pentru a identifica caracteristicile,
avantajele, dar si provocarile mentionate de catre cercetdtori, atat din perspectiva

marketingului experiential in mediul fizic, cat si in cel online.
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Marketingul experiential se bazeazad pe proiectarea unor experiente de viatd in jurul
bunurilor si serviciilor, care sa se potriveasca dorintelor si nevoilor consumatorilor. Procesul de
cautare si testare a bunurilor de consum poate oferi clientilor experiente semnificative si
valoroase prin implementarea strategiilor de marketing experiential (Bloch et al., 1986). Astfel,
consumatorii care navigheaza pe diverse canale de vanzare par a se bucura mai mult de
procesul decizional de cumpdrare, dacd acesta implica anumite experiente, decat de momentul
post-cumpadrare.

Strategiile marketingului experiential pot constitui o metoda eficientd de comunicare,
care sd provoace consumatorii sa trimita un raspuns comportamental pozitiv si sa ii determine
sa faca recomandari, incurajandu-i pe cei din jur sd cumpere un anumit produs. Alte studii au
demonstrat cd actiunile de marketing experiential pot aduce avantajul stimularii unui
comportamentul activ de cumparare si pot schimba perceptia consumatorilor despre esenta
unui brand intr-un mod pozitiv, concept ce reprezintd valorile de baza care definesc un brand si
care raman constante in timp.

Strategiile implementate de marketingul experiential s-au dovedit a conduce la loialitatea
clientilor prin implicarea simturilor, a unor sentimente pozitive si emotii care sunt transformate
in amintiri pe termen lung. Astfel, proiectarea strategiei de marketing experiential s-a
transformat intr-un instrument modern si eficient, care imbunatateste relatia dintre un anumit
brand si consumatorii sai prin contact direct cu ajutorul evenimentelor de promovare a
diverselor produse, oferind clientului o imagine a brandului prin fiecare experientd de
marketing.

Avand in vedere c3, in zilele noastre, comertul electronic reprezinta o activitate a vietii de
Zi cu zi, strategiile marketingului experiential aplicate online reprezinta un ajutor asupra
procesului decizional al consumatorului, oferind multe avantaje si atunci cand este utilizat in
lumea digitald. Crearea unei experiente digitale este mai usor de realizat cu ajutorul unor
instrumente tehnologice cum ar fi inteligenta artificiala, Internetul lucrurilor sau realitatea
augmentata. Desi exista multe beneficii asociate cu aceastd abordare de marketing, exista
inevitabil si unele provocari. Simularea efectelor senzoriale, experienta de testare a unui
produs, increderea, noutatea, pldacerea si interactivitatea sunt doar cateva dintre acestea
pentru care s-au putut identifica sfaturi strategice.

In mediul online, elementele experientiale aduc multe rezultate pozitive, elemente care
sunt cruciale, in special intr-un mediu caracterizat ca fiind limitat. Prin urmare, experienta

generald a consumatorilor online poate determina comportamentul lor viitor, inclusiv intentia
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de cumparare, intentia de revizitare a magazinului si marketingul din gura in gura. Urméand
ideea ca placerea pe care o experimenteaza consumatorii in timpul unei sesiuni de cumparaturi
are un impact mare asupra satisfactiei lor generale, experienta este factorul cheie care ar putea
construi 0 activitate online mai placuta. Prin urmare, informatiile furnizate pe site-urile web
trebuie sa raspunda emotiilor si sentimentelor consumatorilor, care la randul lor pot duce la
fmbunatatirea imaginii pe care consumatorii 0 au despre un anumit brand, schimbandu-si
comportamentul si atitudinea.

Subliniind importanta marketingului experiential in contextul online in realizarea
satisfactiei atat a clientilor, cat si a afacerii, S-a descoperit cd experienta pozitiva a clientilor
dintr-un anumit mediu afecteaza atractivitatea magazinelor de cumparaturi online. Astfel,
experienta consumatorului joacd un rol semnificativ in formarea obiceiurilor, in satisfactia
generald a clientilor si in formarea atitudinilor privind intentiile repetate de cumparare.

Experimentand o calatorie online multisenzoriald, un consumator dezvolta o atitudine un
atasament si mai intens fata de produsele unui brand. Mai mult, intensitatea experientiala
imbunatateste navigarea consumatorilor pe site, creste reactiile lor pozitive, dezvoltd un
angajament fata de site-ul web si imbunatdteste familiaritatea, satisfactia totald si increderea.
Pe de alta parte, satisfactia clientilor ofera mari avantaje companiilor, cum ar fi marketingul din
gurd Tn gurd, intentiile de cumparare repetate, loialitatea si memoria, aspecte care duc la
cresterea vanzarilor.

Tn ultimii ani, schimbdrile tehnologice au influentat in mod semnificativ natura
consumului, pe masura ce calatoria clientilor a facut tranzitia pentru a include mai multa
interactiune pe platformele digitale care completeaza interactiunea in magazinele fizice.
Aceasta schimbare reprezinta o provocare conceptuald majora in intelegerea modului in care
schimbarile tehnologice afecteaza comportamentul consumatorului. Evolutia rapida a
tehnologiei informatiei si dorinta de a oferi experiente inovative consumatorilor moderni la
locul de vanzare, i-a determinat pe specialistii in marketing sa utilizeze cele mai noi tehnologii,
printre care se pot enumera realitatea augmentata, realitatea virtuald, vizualizarea holografica
si imprimarea 3D. Tehnologiile digitale sunt acum integrate si in activitatile de marketing
experiential, companiile care utilizeazd metodele si instrumentele de comunicare moderne
bazate pe noile tehnologii fiind capabile sa interactioneze rapid cu potentialii consumatori,
oferindu-le o experienta placuta si memorabila.

in cel de-al doilea capitol conceptele privind comportamentul consumatorului si

experienta acestuia sunt abordate intr-un cadru teoretic, dar si practic prin identificarea
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strategiilor de marketing care influenteaza comportamentul consumatorului, dar si prin
determinarea actiunilor de marketing orientate spre experienta consumatorului.
Comportamentul consumatorului poate fi influentat de mai multi factori, pe baza carora se pot
dezvolta strategii de marketing.

Principalii factori includ perceptia si senzatia unui consumator asupra unui produs,
elementele cognitive, afective si sociale, credintele, alegerile si preferintele consumatorului, dar
si comunicarea dintre acesta cu un brand si cautarea unor informatii de catre consumator, care
se reduc, din punct de vedere al companiei, la cercetarea de piata si la dezvoltarea unor
strategii de marketing. Tn ceea ce priveste aplicarea practicd si dezvoltarea teoreticd a
conceptului de marketing experiential, specialistii de marketing trebuie sa creeze un design cat
mai eficient bazat pe elementele mix-ului de marketing, care se raporteazd la perceptia
consumatorului asupra valorii experientiale a unui produs sau serviciu. Acest aspect permite
organizatiilor sa satisfaca potentialii consumatori oferind noutate in ceea ce priveste valoarea,
precum si un grad de emotie prin angajamentul rezultat din contributia personala la crearea
unei astfel de valori.

Pe baza factorilor ce pot avea un impact major asupra comportamentului consumatorului
s-au dezvoltat strategii de marketing focalizate pe fiecare componentd a mix-ului de marketing:
produs, pret, plasament si promovare.

Produsul/Serviciul. Suma caracteristicilor si atributelor unui produs este principalul motiv
in atingerea satisfactiei si a loialitatii clientului. Pentru a construi o relatie profitabila cu clientii,
0 companie trebuie sa ofere produse de calitate, care sa fie in concordanta cu nevoile si
dorintele acestora. Acest lucru se poate realiza pe baza anumitor decizii strategice legate de
produs, precum proiectarea design-ului unui produs care poate atrage atentia consumatorului,
influentandu-i decizia de cumpdrare (Kotler & Keller, 2012), ambalarea produsului, care poate
crestere valoarea acestuia, imbunatatind perceptia consumatorilor asupra calitatii unui produs,
garantia produsului, ce ofera clientului 0 asigurare dupd achizitionarea acestuia, asigurand
durabilitatea produsului in perceptia consumatorului, si calitatea, care poate avea o influenta
directa asupra performantei produsului si este, astfel, strans legata de valoarea clientului si a
satisfactiei acestuia (Singh, 2012).

Dincolo de aceste decizii si de simpla satisfactie a cumpararii sau folosirii unui produs,
consumatorii vor sa fie surprinsi de o experienta deosebita. Premisa valorii experientiale permit

organizatiilor sa satisfaca potentialii consumatori oferind noutate in ceea ce priveste valoarea,
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precum si un grad de emotie prin angajamentul rezultat din contributia personala la crearea
unei astfel de valori.

Pretul unui bun sau serviciu se raporteaza la perceptia consumatorului asupra raportului
calitate-pret (Mcgregor, 1995). Atunci cand cumpdrd un produs, consumatorii prefera
promotiile de pret care vin cu beneficii hedonice in defavoarea celor care vin cu beneficii
utilitare (Chandon et al., 2000). Totodata, s-a descoperit cd promotiile de pret sunt mai
eficiente atunci cand beneficiile promotiilor sunt congruente cu tipul de produse.

In contextul comportamentului consumatorului, imaginea pretului este un concept
subiectiv si multidimensional, care implica factori emotionali asociati produselor. Astfel,
perceptia consumatorilor despre pret este construita printr-un proces complex si nu reflecta
neapdrat brandul sau pretul produsului. Prin urmare, decalajul dintre pretul adevarat si
perceptia consumatorilor despre acesta poate fi destul de mare. Pretul poate avea un impact
mai mare asupra intentiilor de cumpdrare atunci cand alte elemente precum valoarea brandului
sau valoarea produsului nu sunt clar definite (Zielke, 2010). Totodata, brandurile cunoscute
afecteaza pozitiv perceptia consumatorilor asupra valorii unui produs, acesta fiind mai dispus sa
ofere un pret mai ridicat (Levrini & Jeffman dos Santos, 2021). Asadar, pretul poate fi
considerat unul dintre elementele esentiale care pot influenta comportamentul de cumparare
asau procesul de decizie al consumatorilor.

Potrivit autorilor Avlonitis si Indounas (2005), metodele de stabilire a preturilor pot fi
rezumate in trei categorii principale: metoda bazata pe costul produsului, metoda bazata pe
concurenta, care includ preturi similare cu cele ale concurentilor organizatiei sau in functie de
preturile medii de pe piata, preturi peste concurenti, preturi sub concurenti si preturi in functie
de pretul dominant pe piatd, si metoda bazata pe cerere, care include pretul cu valoarea creata
pe baza perceptiei clientului si pretul creat in functie de nevoile clientilor (Avlonitis et al., 2005).
Acelasi studiu a afirmat ca principalele obiective ale unui pret sunt fidelizarea consumatorilor,
atragerea de noi clienti si satisfacerea nevoilor acestora, pentru care compania ar trebui sa
adopte strategia de pret corectd pentru produsele sale.

Plasamentul. Aceastd componenta cuprinde un sistem al activitatilor care are legatura cu
transferul de produse de la producatori la consumatori (Affran & Asare, 2019). Internetul a
schimbat comportamentul si obiceiurile de cumparare ale clientilor, iar aparitia distributiei
omnichannel este inevitabila in diverse sectoare, modelele de distributie fiind impartite intr-o
serie de modele de distributie complexe si interdependente. Coexistenta magazinelor fizice, a

comertului electronic si a comertului mobil arata ca strategiile omnichannel sunt bine stabilite
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pe unele piete (Gutiérrez & Garcia, 2020). Implementarea strategiilor de marketing nu depinde
doar de atingerea obiectivelor de productie, de fixare a preturilor sau de promovare, Ci si de
distributie, care este asociat cu un disponibilitatea de a furniza produsul in locul potrivit si la
momentul potrivit.

Promovarea este una dintre politicile de marketing cu cel mai mare impact asupra
rezultatelor unei companii deoarece reuseste sa comunice si sa convinga consumatorii vizati sa
cumpere produsele oferite, dupa ce nevoile si dorintele segmentului tintd au fost identificate
(al Badi, 2018). Conceptul de promovare include toate activitatile de marketing utilizate pentru
a informa, convinge si reaminti piata tinta despre o firma si produsele acesteia, in asa fel incat
sd construiasca o imagine favorabild in mintea clientului (Sidhanta & Chakrabarty, 2010).

Fiecare organizatie incearcd sa creeze si sa mentina o imagine favorabila si o atitudine
pozitiva a consumatorilor cu ajutorul strategiilor de promovare. Companiile aleg sa
implementeze un sistem complex de comunicare, inclusiv digital, mai ales ca aparitia de noi
tehnologii si de noi instrumente de marketing fac comunicarea cu clientii mai usoars. in
alegerea unei combinatii adecvate de tehnici de promovare, specialistii in marketing ar trebui
sd analizeze avantajele si dezavantajele fiecdrei strategii promotionale pentru a lua o decizie
legata de mesajului promotional, care poate lua diferite forme precum publicitatea, vanzarile
personale, promovarea vanzarilor si relatiile publice, utilizate pentru indeplinirea obiectivelor
de marketing ale unei companii (Kumar & Patra, 2017).

Determinarea noilor tendinte din domeniul marketingului experiential s-a realizat in
capitolul trei, unde sunt identificate deciziile si procesele din jurul marketingului experiential la
nivel global, prin realizarea unei anchete exploratorii in randul expertilor din diferite tari.

Tinand cont de realizarile unei companii, dar si de perceptia consumatorilor cu privire la
impactul marketingului experiential, acest studiu include urmatoarele obiective principale:

(1) ldentificarea aspectelor prioritare pentru crearea unei campanii de marketing

experiential de succes;

(2) Determinarea cerintelor si a reactiilor consumatorilor fatd de strategiilor experientiale;

(3) Identificarea provocarilor cu care se confrunta expertii in implementarea strategiilor

de marketing experiential;

(4) Descrierea modului in care a evoluat marketingul experiential in ultimii ani si

prezentarea perspectivelor viitoare ale marketingului experiential dupd impactul

pandemiei COVID-19.
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Ancheta exploratorie s-a realizat in randul unor experti din diferite tari, acestia avand un
rol principal in planificarea si implementarea strategiilor de marketing experiential. Datele au
fost colectate utilizand un chestionar alcatuit din 12 intrebari deschise, l1asdnd respondentii sa
fie cat mai specifici posibil si oferindu-le sansa de a descrie diferitele experiente in propriile lor
cuvinte.

A fost distribuit un link catre o lista de experti in marketing experiential prin reteaua de
socializare LinkedlIn, direct pe profilurile expertilor. Selectia expertilor s-a bazat pe o cdutare
avansata in functie de cuvantul cheie “marketing experiential”, selectand categoria "oameni”,
acest cuvant cheie reprezentand domeniul de competenta al acestora. Astfel, au aparut 87 de
pagini a cate 10 persoane pe fiecare pagind, rezultdnd un numdr de 870 de potentiali
respondenti. Din numarul total de respondenti, 221 de experti aveau 0 ocupatie actuald in
domeniul marketingului experiential si ofereau oportunitatea trimiterii unor mesaje catre
acestia, multi dintre experti avand blocata aceastd functie. Dupa eliminarea seturilor de date
care contineau raspunsuri incomplete, s-a obtinut un esantion final de 31 de respondenti
(varsta medie = 37 de ani; sex = 64,5% masculin, 35,5% feminin) intr-o perioada de trei luni
intre lunile ianuarie si martie 2021.

Intrucat ancheta exploratorie s-a bazat pe intrebéri deschise, in realizarea analizei datelor,
s-a efectuat codificarea raspunsurilor expertilor, care reprezinta un aspect esential in procesul
de transformare a datelor brute colectate (Linneberg & Korsgaard, 2019). Procesul de codificare
a raspunsurilor a permis ca datele colectate sa fie clasificate si sortate pe anumite teme,
rezultand o schema care permite interpretarea datelor cu usurinta (Williams & Tami, 2019).
Asadar, dupa efectuarea procesului de codificare deschisa, care presupune stabilirea unui
cuvant pentru fiecare temd, s-a aplicat un al doilea nivel de codificare, denumita codificare
axiald, in care legaturile dintre teme au fost analizate si clasificate. Ulterior, s-a aplicat
evaluarea tuturor raspunsurilor pentru a oferi coerenta si transparenta in procesul de codificare
(O’Connor & Joffe, 2020).

Din analiza raspunsurilor expertilor reiese ca marketingul experiential se concentreaza pe
crearea unei experiente pentru consumatorii online sau offline, evocand o emotie pozitiva sau
0 reactie memorabila si stabilind o conexiune emotionala pozitiva. Motivul pentru care
strategia de marketing experiential va continua sa fie o prioritate pentru companiile
avangardiste este acela de a construi relatii puternice cu consumatorii lor. Companiile se
adapteaza rapid la experientele virtuale prin intermediul dispozitivelor mobile, dar, chiar daca

ne aflam intr-o erd din ce in ce mai digitald, exista totusi o caracteristica comuna in marketingul
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experiential, care este interactiunea fatd in fata. Asadar, marketingul experiential va fi un
amestec de experiente digitale si fizice, cu ajutorul cdrora companiile pot obtine rezultate
satisfacatoare.

Cu toate acestea, pentru a avea succes, specialistii in marketing trebuie sa creeze continut
experiential placut si bazat pe emotii cu ajutorul noilor tehnologii si ar trebui sa identifice noile
cerinte ale consumatorilor, implementand evenimente experientiale tocmai pentru a adauga
valoare in viata consumatorilor. Unul dintre motivele principale pentru care specialistii in
marketing se indreapta spre marketingul experiential este ca exista probleme cu eficacitatea
unora dintre metodele mai traditionale de marketing si publicitate. Canalele traditionale ajung
acum la un public mai mic decat in trecut, iar consumatorii moderni sunt mai constienti de
publicitate, adoptand o atitudine mai cinica fata de aceasta, fiind mai greu de multumit.

Avand in vedere rezultatele actuale ale aplicarii strategiilor de marketing experiential la
nivel global, s-a descoperit necesitatea realizdrii unei cercetari cantitative cu privire la opiniile,
atitudinile si comportamentele consumatorilor legate de tehnicile de marketing experiential.
Aceasta cercetare determina efectul marketingului experiential asupra consumatorilor, studiu
ce ar putea oferi numeroase directii strategice care pot fi utilizate de cdtre specialisti in
mbunatatirea satisfactiei si fidelizarii clientilor prin strategiile marketingului experiential.

Pentru a identifica deciziile si procesele din jurul marketingului experiential si la nivelul
Romaniei, s-a realizat o cercetare calitativa privind activitatea de marketing intreprinsa de
agentiile de marketing din Romania, prin utilizarea analizei de continut pe baza informatiilor
furnizate online.

S-au stabilit urmatoare obiective principale ale cercetarii:

(1) Identificarea serviciilor oferite de agentiile de marketing;

(2) Identificarea clientilor agentiilor de marketing;

(3) Identificarea actiunilor de marketing experiential intreprinse de agentiile de

marketing;

(4) Identificarea tehnologiilor utilizate ca strategie de marketing experiential;

(5) Identificarea metodelor de masurare a rezultatelor actiunilor de marketing

experiential.

Rezultatele cercetdrii ofera noi perspective in aplicarea conceptului de marketing
experiential in campanii de marketing. Accentul pus asupra experientelor senzoriale prin

intermediul noilor tehnologii ar trebui sa le permita specialistilor de marketing sa identifice
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conexiunile emotionale in diferentierea si distingerea identitatii si valorilor unui brand pentru
consumatori.

Din analiza rezultatelor campaniilor de marketing derulate de agentii, reiese faptul cd
acestea implementeaza actiuni de marketing experiential bazate pe interactivitate cu
consumatorii deoarece ofera vizibilitate si creste notorietatea brandurilor in randul
consumatorilor. Un eveniment experiential unic reimprospateaza relatia cu consumatorul si
genereaza o activitate puternica de marketing din gurd in gurd. Dupa cum indica serviciile
oferite, este esentiala utilizarea diverselor tehnici de marketing experiential pentru a avea un
impact total pentru a obtine o acoperire maxima.

Consumatorii asteapta progresele tehnologice, acestia fiind din ce in ce mai deschisi catre
continutul digital si interactiunea sociald, ceea ce va spori capacitatea consumatorilor de a
experimenta diferite produse, ducand la vanzari sporite (Vivek et al., 2012), rezultatele
cercetadrii confirmand acest aspect al literaturii de specialitate. Actiunile agentiilor de marketing
selectate ofera directii detaliate privind principalele aspecte ale implementarii marketingului
experiential in campaniile de marketing, inclusiv aplicarea de noi tehnologii precum realitate
virtuala si augmentatd, marketingul digital sau marketingul mobil.

Servicii precum marketingul digital si marketingul pe retelele sociale au un rol crucial in
facilitarea comunicarii unei campanii de marketing experiential, permitdnd consumatorilor
digitali sa interactioneze cu un brand printr-0 experientd personalizata. Pentru ca 0 campanie
sa aiba succes, necesar ca elementele de ,strategie, creativitate si tehnologie” sa fie aplicate
fmpreund pentru a descoperi nevoile si preferintele consumatorilor (Dwivedi et al., 2021). Cu
ajutorul instrumentelor de marketing digital, specialistii de marketing pot masura sau urmari in
timp real performanta campaniei de marketing experiential.

In consecintd, importanta practici a acestei cercetiri se axeazd pe identificarea
activitatilor de marketing experiential implementate de agentiile de marketing impreuna cu
tehnologia, precum si instrumentele de masurare a performantei a campaniilor de marketing
experiential. Ca urmare, acest lucru va aduce beneficii si altor specialisti in marketing pentru a
obtine o perspectiva mai clard asupra implementarii campaniilor de marketing experiential in
Romania.

Totodata, pentru a identifica influenta actiunilor de marketing experiential asupra
atitudinilor consumatorilor in mediul online, s-a realizat un experiment de marketing in randul
studentilor, care se concentreazd pe dimensiunile marketingului experiential (dimensiunea

senzoriala, afectiva, cognitiva, prin actiune si relationald), dar si ale loialitatii (intentia de
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cumpdrare si de recomandare) pentru a determina impactul marketingului experiential asupra
comportamentului consumatorului prin evaluarea a doua aplicatii mobile cu nivel experiential
diferit.

Ca metoda de studiere a elementelor experientei digitale ale consumatorului si cele ale
loialitatii acestuia, s-a efectuat un experiment de marketing de tip multifactorial. Obiectivul
principal al acestui experiment este de a identifica diferentele de atitudini in randul studentilor
la nivelul tuturor dimensiunilor analizate pe baza a doua aplicatii mobile de design interior,
fiecare avand un nivel experiential diferit. Motivul pentru care esantionul include doar studenti
este pentru ca acestia sunt cei mai deschisi la noile tendinte digitale, nivelul de tehnologie
ridicat la care sunt expusi determinandu-i sa caute mereu experiente personalizate, bazate pe
divertisment, motiv pentru care vechile strategii de marketing nu mai functioneaza la fel de
bine.

Pentru desfasurarea acestui experiment s-au folosit doua aplicatii de design interior, una
reprezentand un nivel scazut de utilizare a tehnicilor de marketing experiential, iar cealaltd un
nivel ridicat. Pentru a identifica nivelul experiential al celor doua aplicatii, s-au analizat cele mai
relevante recenzii, scorul de calitate , dar si numarul total de descarcari de pe platforma mobila
Play Store. Prima aplicatie selectata a fost cea cu un nivel experiential ridicat, care acopera
toate cele patru elemente ale experientei consumatorului digital, printr-un nivel informational
adecvat, printr-un nivel de divertisment asociat cu functii interactive bazate pe realitatea
augmenta, prin elemente sociale care ofera senzatia unei interactiuni umane si printr-un nivel
senzorial care ofera o experientda multisenzoriala. Totodata, aceasta aplicatie interactioneaza cu
utilizatorii sai printr-un design vizual placut, personalizat si autentic, creat special pentru nativii
digitali.

Pe de alta parte, aplicatia selectata cu un nivel experiential scazut acopera elementele
experientiale prezentate in dimensiunile experientiale vizate, dar la o intensitate mult mica din
punct de vedere al satisfactiei consumatorului. De exemplu, informatiile oferite nu sunt
structurate intr-un mod deosebit si usor de accesat, nu sunt folosite noile tehnologii pentru a
creste nivelul de divertisment sau pentru a Tmbunatati procesul de luare a deciziei de
cumpdrare a consumatorului, iar experienta consumatorului nu este una personalizata si
autentica.

Procesul de analiza a aspectelor experientiale de pe aplicatiile de design interior si
completarea chestionarului s-au desfasurat intr-o sala de curs de la Universitatea Transilvania

din Brasov. Numarul maxim de participanti la fiecare sesiune experimentald a fost de 15
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persoane, iar durata totala a acesteia a fost de maximum o ora. Participantilor li s-a spus ca vor
lua parte la un studiu privind utilizarea unor aplicatii de design interior pentru cumparaturi
pentru care au fost descarcate cele doua aplicatii pe telefonul mobil de fiecare participant in
parte pentru a obtine o expunere directa la gama de oportunitati de cumparaturi disponibile pe
aplicatii, analizand elementele experientiale regasite.

La final, studentii au completat un chestionar bazat pe cele patru elemente ale
experientei digitale si pe intentiile de cumparare, respectiv de recomandare. Participantilor li s-
a spus sa simuleze achizitionarea unor produse pentru reamenajarea propriului living-room,
utilizand toate optiunile prezentate si netinand cont de pret sau de posibilitatea de transport a
achizitiilor. Pentru acest experiment, s-au acordat 40 de minute pentru a naviga pe cele doud
aplicatii si li s-a spus sa acorde atentie tuturor aspectelor importante la nivel experiential care
ar putea sa diferentieze cele doua aplicatii de design interior.

S-au formulat ipotezele experimentului de marketing cu scopul de a explica diferentele
dintre cele doud aplicatii vizate, una dintre acestea avand un nivel experiential scdzut, iar
cealaltd un nivel ridicat, atat printr-un design placut experientei consumatorului, dar si prin
utilizarea realitatii augmentate.

Hi: Exista o diferenta semnificativa intre nivelul informational al celor doua aplicatii.

Nivelul de informatie surprinde contributia unei aplicatii mobile in ajutorul oferit
consumatorului in a lua o decizie legata de o eventuald achizitie, care implica gandire,
procesare mentald si rezolvarea unor probleme (Gentile et al., 2007). Totodatd, aceasta
dimensiune experientiala se refera la informatiile ramase dupa interactiunea cu o aplicatie, care
poate imbunatati atitudinea si comportamentul unui consumator fata de o platforma online
(Bleier et al., 2019).

Hz: Exista o diferenta semnificativa intre nivelul de divertisment al celor doua aplicatii.

A doua componenta a experientei consumatorului pe o platforma de cumparaturi online
este divertismentul. Acesta implicd distractia de care consumatorii pot avea parte,
transformand cumparaturile online ntr-un joc prin diverse functii interactive, care declanseaza
entuziasm in réndul acestora (Childers et al., 2001). Din acest motiv, se considerd cd acest
element poate influenta ntr-un mod pozitiv comportamentul si atitudinea clientilor (Bleier et
al., 2019).

Hs: Exista o diferenta semnificativa intre nivelul prezentei sociale a celor doua aplicatii.

Prezenta umana regdsita pe o platforma de cumparaturi online poate oferi aceleasi

experiente consumatorilor ca cele oferite intr-un mediu fizic (Bleier et al., 2019). Sentimentul
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unei prezente sociale asupra unei platforme digitale poate creste sentimentul de apropiere
psihologica fata de un produs sau de un brand (Darke et al., 2016).

Ha: Exista o diferenta semnificativa intre nivelul senzorial al celor doua aplicatii.

Ultima component3 a unei experiente digitale plicute este cea senzoriald. Intr-un mediu
online, componenta senzoriala reprezinta modul in care o platforma online stimuleaza simturile
unui consumator, formand o imagine perceptiva prin diversi stimuli (Bleier et al., 2019). Chiar
daca mediul online este unul limitat din punct de vedere senzorial, senzatiile pot fi provocate
astfel incat sa aibd influenta asupra deciziei de cumparare, respectiv comportamentul si
atitudinea clientului.

Hs: Exista o diferentd semnificativa intre intentia de cumparare la nivelul celor doua
aplicatii.

Intentia de cumpadrare a consumatorilor este unul dintre primele evaluari care ar trebui
aplicate pentru a crea previziuni eficiente de vanzari si pentru a determina modul in care
actiunile pe care le intreprind vor afecta comportamentul de cumparare al consumatorilor
(Morwitz, 2014). Astfel, pentru a evidentia diferenta adusa de un nivel experiential ridicat al
unei aplicatii, dar si impactul asupra loialitatii consumatorului se doreste analiza intentiei de
cumpadrare a consumatorilor.

He: Exista o diferenta semnificativa intre intentia de recomandare la nivelul celor doua
aplicatii.

Consumatorii sunt sustindtori importanti ai brandurilor si prin intermediul marketingului
din gurd Tn gura. Acest aspect reprezintd promovarea gratuita a unui brand declansata de
experientele clientilor a cdror asteptari au fost depasite. Pentru un brand, un consumator care
recomanda un produs sau serviciu unui alt potential consumator este foarte valoros prin prisma
rentabilitatii si a loialitatii (Kopp, 2022).

Rezultatele demonstreaza o diferenta semnificativd dintre cele doua aplicatii pentru
fiecare dimensiune experientiala ce denota faptul ca printr-un nivel informational adecvat si
bine structurat, impreuna cu un nivel ridicat de divertisment asociat cu functii interactive,
elemente sociale care oferd senzatia unei interactiuni umane si cu un nivel multisenzorial
integrat, intentia de cumparare si de recomandare a consumatorilor cresc pe masura.

Pe langd toate elementele construite special pentru a oferi o experienta placuta
utilizatorilor in momentul navigarii, aplicatia selectatda cu un nivel experiential ridicat a
implementat noua tehnologie bazata pe realitate augmentatd pentru a oferi 0 experientd

interactiva si pentru a permite utilizatorilor sa suprapuna un obiect virtual pe o suprafata din
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lumea reala in scopul testarii unui produs. Asadar, studiul efectuat ofera noi perspective pentru
industria aplicatiilor mobile pentru a avea o intelegere aprofundatd a factorilor care contribuie
la valoarea experientiald a consumatorilor.

Capitolul patru contribuie la o mai bund intelegere a conceptului de marketing
experiential in formarea si promovarea imaginii unei tari prin prisma valorilor si a
caracteristicilor culturale ale acesteia, a atractiilor turistice si a inovatiilor, cu ajutorul unei
cercetdri calitative pe baza metodei observatiei a pavilioanelor tarilor din cadrul Expozitiei
Mondiale din Dubai. O expozitie este un eveniment global organizat de o tara gazda in timpul
caruia tari din intreaga lume isi construiesc pavilioane inedite in efortul de a aduce la viata o
piata globala care sa promoveze consolidarea pacii si impartasirea inovatiilor. Tara gazda invita
alte tari, companii, organizatii internationale si organizatiile non-guvernamentale sa participe
prin construirea pavilioanelor si a organizarii de evenimente culturale. Ultima editie a expozitiei
mondiale a avut loc in Dubai, Tn Emiratele Arabe Unite, si s-a desfasurat intre lunile octombrie
2021 - martie 2022, care a oferit 0 experienta inedita participantilor prin diverse tehnici de
marketing experiential.

Tn primul  rand, s-a realizat o cercetare calitativd pe baza metodei observarii a
pavilioanelor de la Expozitia Mondiala din Dubai pentru a identifica actiunile de marketing
experiential implementate pentru promovarea imaginii tarii pe care acestea le reprezinta. Au
fost abordate urmatoarele obiective ale cercetdrii, fiecare dintre ele contribuind la scopul
general al cercetarii:

(1) Identificarea legaturii dintre conceptele imaginii de tara si ale marketingul experiential

in cadrul Expozitiei Mondiale din Dubai;

(2) Identificarea actiunilor de marketing experiential al pavilioanelor din cadrul Expozitiei

Mondiale din Dubai pentru promovarea imaginii tarii.

A fost nevoie de aproximativ 1,5 ore pentru a vizita fiecare dintre pavilioane, timp in care
observatorii au analizat atat designul exterior, cat si interiorul pavilioanelor selectate, precum si
toate activitatile experientiale oferite. Scara utilizata pentru nivelul de coerenta se bazeaza pe
modelul lui Schmitt, ale dimensiunilor de marketing experiential descris mai sus pentru fiecare
pavilion selectat, care include elementele de simtire, simtire, gandire, actiune si relationare au
fost adaptate prin prisma imaginii de tara.

S-a constatat cd experienta creata de diversele pavilioane se bazeaza atat pe experiente
fizice, cat si digitale. Experientele fizice din cadrul pavilioanelor oferd posibilitatea

participantilor de a incerca mancarea traditionald specifica fiecarei tari, de a interactiona cu
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diferite persoane prin ateliere de lucru sau jocurile interactive sau de a urmari performante
culturale live. Tn ceea ce priveste experientele digitale, instalatiile multisenzoriale, imprimarea
3D, vizualizarea holografica si realitatea virtuald si augmentata sunt cele mai populare
instrumente digitale utilizate de organizatorii pavilioanelor pentru a interactiona cu
participantii.

Cercetatorii sustin ca organizatorii de pavilioane de tara ar trebui sa implementeze mai
mult actiuni de marketing experiential ca strategie de comunicare integrata pentru imaginea
tarii la urmatoarele editii. Totodata, organizatorii ar trebui sa inteleagd efectul dimensiunilor
experientiale prezentate care vizeaza crearea unor experiente unice si de neuitat a
participantilor. Experienta participantului in vizitarea unui pavilion de tara va culmina in decizia
de a vizita sau nu tara prezentata. Activitatile de imagine de tara sunt bazate pe dorinta de a
iesi in evidentd, iar marketingul experientei este o metodad eficientd de mentinere a
competitivitatii Th acest domeniu.

Pe baza acestor rezultate, s-a dorit sa se analizeze atitudinile, comportamente si opiniile
participantilor de la Expozitia Mondiala din Dubai legate de experientele fizice si digitale
regasite atat in cadrul pavilioanelor vizitate, cat si la pavilionul Romaniei pe baza unei cercetari
cantitative.

Au fost setate obiectivele cercetdrii cantitative de marketing pentru a transpune scopul
cercetarii Tn termeni cuantificabili si a defini cat mai clar ceea ce trebuie intreprins pentru
realizarea cercetarii (Lefter, 2007). Astfel, obiectivele prezentei cercetdri cantitative de
marketing sunt:

- Determinarea principalelor criterii de selectie in luarea deciziei de vizitare a unui pavilion
in cadrul expozitiei;

- Determinarea numarului de pavilioane vizitate de respondenti;

- ldentificarea preferintelor participantilor cu privire la pavilioanele vizitate;

- ldentificarea caracteristicii ce i-a determinat pe participanti sd aprecieze unul dintre
pavilioanele vizitate in detrimentul celorlalte;

- ldentificarea dorintei participantilor de a lua parte la anumite experiente digitale precum
spectacole de lumini, instalatii multisenzoriale, imprimare 3D, holograme, realitate
augmentata, realitate virtuala;

- Masurarea dorintei participantilor de a lua parte la anumite experiente fizice precum
expozitii, ateliere de lucru interactive, evenimente socio-culturale, evenimente culinare;

- ldentificarea cuvantului pe care participantii il asociaza cu Romania;
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- ldentificarea nivelului de satisfactie al participantilor privind aspectele intreprinse de
pavilionul Roméniei precum diversitatea culturald, tehnologia utilizata, ateliere de lucru;

- Masurarea nivelului de dorinta al participantilor de a vizita Romania dupa vizitarea
pavilionului;

- Clasificarea respondentilor in functie de gen, varsta, studii, resedinta;

- Stabilirea legaturilor dintre caracteristicile respondentilor si anumite elemente ale
cercetarii.

Populatia vizata este reprezentata de participantii de la pavilionul Romaniei din cadrul
Expozitiei Mondiale din Dubai, cu varsta peste 18 ani, proveniti din diverse tari, predominanta
fiind Emiratele Arabe Unite. Deoarece nu au putut fi identificat date statistice oficiale
referitoare la numarul total al participantilor la pavilionul Romaniei, dimensiunea populatiei
cercetate este necunoscutd, iar metoda de esantionare aleasa este cea nealeatoare.

Instrumentul de culegere a datelor folosit in aceasta ancheta pe baza de sondaj este
chestionarul. Acesta a fost distribuit participantilor care vizitau pavilionul Romaniei din cadrul
expozitiei in perioada 24-31 martie 2022. Acestia au primit un cod QR pe care trebuia sa il
scaneze pe a fi directionati catre formularul online, oferindu-le ocazia completarii individuale si
la orice moment al zilei. Tnainte de a distribui chestionarului participantilor, acesta a fost
verificat pe un grup format din 10 persoane pentru a putea identifica si elimina anumite erori
ce puteau apdrea cand s-a creat chestionarul.

Rezultatele cercetarii arata ca pavilionul Romaniei a fost ales de cei mai multi respondenti
ca fiind cel preferat (52,17%). Acest fapt se datoreaza interactiunii dintre participanti cu echipa
de organizare, a culturii proiectate prin atelierele de lucru interactive, dar si a expozitiilor de
artd. Pavilionul Arabiei Saudite a fost cel preferat pentru 39 de respondenti datorita
arhitecturii, in primul rénd, fiind urmata de experienta digitala a participantilor. Pe locul trei se
situeaza pavilionul Emiratelor Arabe Unite, fiind ales de 37 de participanti pentru creativitatea
proiectarii spatiului, dar si pentru arhitectura. Pentru pavilioanele ramase, majoritatea
participantilor au fost impresionati de tehnologia expusa, cultura diverselor tari, dar si a
mancarii.

Dintre experientele digitale de care participantii doresc sa aibd parte, instalatiile
multisenzoriale interactive are cea mai mare medie (4,3 puncte din 5), urmat de vizualizarea
holografica (4,2 puncte), spectacole de lumini (4,1 puncte), AR si VR (4,09 puncte), imprimarea
3D (4,04 puncte) si robotii de chat (3,8 puncte). Referitor la nivelul in care participantii ar dori

sa aiba parte de anumite experiente fizice, evenimente socio-culturale live au inregistrat cea
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mai mare medie (4,4 puncte din 5), urmate de méancaruri si bauturi traditionale (4.36 puncte),
ateliere interactive (4,33 puncte), magazin de suveniruri (4,31 puncte), expozitii si galerii de arta
(4,2 puncte) si de activitati sportive (3,9 puncte).

Au fost identificate si cele mai apreciate elementele experientiale din cadrul pavilionului
Romaniei, acestea fiind expozitile de artd (4,62 puncte), urmate de atelierele de lucru
interactive (4,59 puncte), barul de testare a apei (4,57 puncte), sub-tema sustenabilitatii (4,41
puncte), arhitectura pavilionului (4,39 puncte) si altele.

Avand in vedere ca rezultatele cercetarii demonstreaza atractia consumatorilor spre
actiunile de marketing experiential implementate, s-au realizat doud cercetari calitative ce s-au
bazat pe patru interviuri de grup, in care s-au analizat activitdtile de marketing experiential din
cadrul expozitiei si s-au facut propuneri legate de organizarea pavilionului Romaniei la
urmatoarea editie. Principala diferenta dintre cele doud cercetari consta in subiectii selectati
pentru interviul de grup, acestia fiind fie reprezentati de persoane care fie nu au participat la
Expozitia Mondiald din Dubai, fie au participat ca voluntari la pavilionul Romaniei din cadrul
expozitiei.

Prima cercetare calitativd s-a realizat in randul unor studenti care nu au participat la
expozitie, principalele obiective care stau la baza acestei cercetari fiind:

(1) Identificarea opiniilor si atitudinilor participantilor cu privire la organizarea Expozitiei
Mondiale din Dubai.

(2) Identificarea opiniilor si atitudinilor participantilor cu privire la organizarea pavilionului
Romaniei din cadrul Expozitiei Mondiale din Dubai.

(3) Identificarea propunerilor participantilor legate de organizarea pavilionului Romaniei
pentru urmatoarea expozitie mondiala.

Culegerea datelor s-a realizat prin organizarea a doud interviuri de grup la care a
participat un numar de 20 de respondenti in total, cate 10 persoane la fiecare discutie de grup.
Timpul de desfasurare pentru fiecare din cele doud focus grupuri a fost de aproximativ 120 de
minute. De asemenea, subiectilor le-a fost adus la cunostinta faptul cd discutiile sunt
inregistrate audio-video pentru o interpretare mai buna a rezultatelor obtinute.

Prima sub-tema discutata in cadrul interviului de grup a fost legatd de atitudinile
subiectilor referitoare la elementele experientiale si organizatorice si tehnologiile utilizate de
pavilioanele expozitiei de care acestia au fost impresionati. Asadar, dintre cele mai
impresionante elemente se pot enumera arhitectura pavilioanelor din cadrul expozitiei,

experienta pe care un participant o poate avea vizitand diversele pavilioane ale tarilor,
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posibilitatea interactiunii dintre oameni de diferite culturi, organizarea si infrastructura
realizata pentru a construi o astfel de expozitie si traditiile si inovatiile descoperite. Totodat3,
dintre instrumentele digitale utilizate in cadrul expozitiei pentru a imbundtati experienta
participantilor si cu care subiectii ar dori sa interactioneze sunt realitatea virtuald, care este cea
mai des mentionata, comunicarea cu roboti, vizualizarea holografica, imprimarea 3D si
tehnologia 4DX.

A doua sub-tema a interviului de grup a facut trecerea de la experienta generala din
cadrul expozitiei la organizarea si folosirea actiunilor de marketing experiential in cadrul
pavilionului Romaniei din cazul Expozitiei Mondiale din Dubai. Tn aceastd parte a interviului, s-a
aplicat tehnica proiectiva bazatd pe completarea propozitiilor, care se bazeaza pe principiul
completdrii libere, s-au identificat anumite pareri, atitudini si propuneri legate de promovarea
Romaniei in cadrul expozitiilor mondiale.

Subiectii considera cd, in cadrul viitoarei expozitii, Romania ar trebui promovata prin
cultura roméaneasca, dar proiectata intr-un cadru modern si digitalizat, prin obiective turistice
naturale, mancarea traditionald romaneasci si traditii. in ceea ce priveste cel mai potrivit artist
pentru promovarea Romaniei, multi respondenti s-au gandit la diversi cantareti din Roméania ca
Andra, Delia, Horia Brenciu, Paula Seling, Inna, Smiley, Loredana Groza sau Tudor Chirila. A
doua treia propozitie vizeaza temele spre care ar trebui sa se orienteze Romania alese de
subiecti, acestea fiind natura sau o tema bazata pe creativitate, traditii, valori romanesti,
diversitate sau oportunitate. Si, in final, Romania ar trebui sa se promoveze prin noutdti
tehnologice si inovatii, gastronomie, traditii, arta, natura prin interactivitate in mediul online.

Altd tehnica proiectiva utilizata este cea a asocierii cuvintelor, in care subiectii au fost
rugati sa noteze care este primul cuvant pe care subiectii il asociaza cu Romania, iar apoi sa
asocieze Romania cu o personalitate. Tn cazul asocierii Romaniei cu primul cuvant pe care
subiectii I-au avut Th minte, 9 subiecti au asociat Romania cu traditiile si obiceiurile din cultura
acestei tdri, 2 subiecti au asociat natura cu Romania, iar 2 subiecti s-au gandit la gastronomia
romaneascd, asociind tara cu mancarea traditionald sau cu sarmale. Restul raspunsurilor au
inclus traseul de pe Transfagarasan, copildria, tristetea, prieteni si omenie.

Parerea subiectilor legate de prezentarea Romaniei in cadrul expozitiei, tindnd cont de
tema reprezentatd, arhitectura cladirii, elementele de arta, experienta culturald si tehnologia
utilizata, a fost una care sa reflecte realitatea romaneasca, mai ales prin interactivitatea si
cultura reprezentate prin atelierele de lucru si prin performantele live, dar si prin tema

sustenabilitatii.
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Ultima sub-tema a interviului de grup a vizat obtinerea unor propuneri prin aplicarea
tehnicii proiective a jocului de rol, in care se presupune ca subiectii fac parte din echipa de
organizare a pavilionului Roméaniei. Acestia au fost provocati sa vina cu idei de implementare
pentru urmatoarea expozitie tinand cont de aspecte precum arhitectura, cultura, arta,
tehnologia si gastronomia. Din punct de vedere al actiunilor de marketing experiential care sa
promoveze imaginea tarii, subiectii au venit cu multe propuneri, atat legate de experientele
fizice ale participantilor, cat si digitale.

Din punct de vedere al arhitecturii, subiectii au propus ca pavilionul Roméniei de la
urmatoarea expozitie mondialad sa fie sub forma unei cetati, sub forma unei case traditionale
din lut cu acoperis de paie sau sa fie construitd pe mai multe niveluri, in care subsolul s3 fie
reprezentat de o salina si o pestera, la parter sa fie expus litoralul Marii Negre si la primul etaj
sd se simuleze experienta urcdrii pe munte. Ca mod de organizare al interiorului, s-a propus
Tmpartirea cladirii intr-o perioada traditionald, care sa prezinte trecutul si sa includa ateliere de
lucru si un restaurant traditional pentru a expune stilul de viata din trecut al oamenilor si o
perioada moderna, care sa prezinte prezentul si viitorul si sa fie bazata pe noile tehnologii.

Propunerile legate de activitatile fizice de marketing experiential se bazeaza pe
interactivitate si include activitati precum ateliere de lucru cu mestesuguri populare (pictura pe
ceramica, cantatul la tambal, framantarea painii, tesutul, oldritul si altele), formarea unui cerc
de discutii interculturale asemanatoare unei sezatoare, organizarea unui joc de evadare (Escape
Room) prin care participantii sa aiba parte atat de divertisment, cat si de noi informatii legate
de Romania, crearea unei experiente de degustare a vinului romanesc fintr-un cadru
asemandtor unei podgorii si crearea unei incdperi si a unei atmosfere specifice castelului Bran,
prin punerea in scend a unor legende. Totodata, crearea unei scene in cadrul pavilionului in
care diversi artisti sa performeze spectacole de dansuri sau muzica, a fost o idee populara in
randul subiectilor.

Sugestiile legate de elementele care sa creeze o experientd digitala reprezintd utilizarea
noilor tehnologii pentru a prezenta anumite aspecte culturale sau naturale ale tarii. O idee
inovativa venita de la subiecti a inclus prezentarea naturii din Romania intr-un mod vizual,
auditiv si olfactiv sub forma unui tren, dar cu efectele unui cinema 4Dx, care sa traverseze
diverse zone din Roménia precum delta Dunarii, litoralul sau lanturile muntoase. Alte idei
bazate tot pe expunerea obiectivelor turistice naturale vizeaza vizualizarea holografica a unor
locatii precum Transfagdrdsan, Muntii Bucegi, Vulcanii Noroiosi si altele sau prin imaginile 360

pentru componenta vizuala si instalarea unui difuzor de arome in functie de imaginea afisata ca
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si componentd olfactiva dintr-o0 experienta senzoriala. Pentru o interactiune digitald ineditd, s-a
propus prezenta unor roboti controlati de inteligenta artificiald, care sa faca conversatii cu
participantii. Totodatd, cu ajutorul realitatii virtuale s-a propus simularea unui traseu montan
pe jos sau a traseului de pe Transfagardsan sau Transalpina cu masina. Ultima idee preluata din
raspunsurile subiectilor prezinta ideea unor proiectii cu accent pe natura, precum caderea unei
cascade, a zborului unei pdsari sau a comportamentului animalelor sdlbatice in mediul lor
natural. Nu in ultimul rand, unii subiecti considera ca pana la urmatoarea editie a expozitiei,
platforma digitald Metaverse va putea oferi oportunitatea persoanelor care nu pot ajunge la
expozitie sa se transpuna intr-o lume virtuald, iar organizatorii pavilionului Romaniei ar trebui
sa profite de aceasta inovatie.

Multe propuneri au fost legate de gastronomie, subiectii considerand foarte important
acest aspect in promovarea imaginii tarii. Tn primul rand, ar trebui ca la intrare si se ofere
participantilor pdine cu pastd de jumari si ceapa sau cu zacusca, in cadrul pavilionului sa fie un
restaurant cu vatrd, unde sa se prepare retetele traditionale romanesti, dar si p patiserie care
sa serveascd gogosi, placinte cu brénza, poale in brau, papanasi si cozonaci, iar la iesire in cadrul
magazinului de suveniruri, s3 se vandd si mici borcane cu zacusca sau cu diverse gemuri
naturale din fructe romanesti.

Discutiile din cadrul celei de-a doua cercetari calitative consta in realizarea a doua
interviuri de grup ce s-au desfasurat parcurgand o schema logicd, de la general, in care doreste
a se afla opiniile si atitudinile respondentilor referitoare la experienta traitd in cadrul Expozitiei
Mondiale din Dubai, dar si ca voluntari la pavilionul Romaniei, la particular in care subiectii fac
propuneri legate de organizarea pavilionului Romaniei pentru urmatoarea expozitie. S-au
folosit ntrebari deschise, dar si tehnici proiective precum asocierea de cuvinte sau
interpretarea unui rol. Principalele obiective care stau la baza acestei cercetdri sunt:

(1) ldentificarea opiniilor si atitudinilor participantilor cu privire la experienta trdita la

Expozitia Mondiala din Dubai;

(2) ldentificarea opiniilor si atitudinilor respondentilor cu privire la organizarea pavilionului

Romaniei din cadrul Expozitiei Mondiale din Dubai;

(3) ldentificarea propunerilor respondentilor legate de organizarea in jurul experientelor
participantilor a pavilionului Romaniei pentru urmatoarea expozitie mondiala.

Pentru a putea veni cu idei noi fata de cele implementate la editiile trecute, inainte de a
ajunge la propunerile respondentilor, moderatorul a prezentat pavilionul Romaniei de la editiile

din 2010 de la Milano, Italia, respectiv 2015 din Shanghai, China. Totodatad, subiectii au fost
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atent alesi pentru participarea la aceasta cercetare calitativd deoarece acestia trebuie sa
indeplineasca anumite conditii.

Rezultatele arata ca subiectii au fost impresionati de posibilitatea de a interactiona cu
atat de multe persoane de la pavilioanele vizitate, facand schimb de idei in promovarea imaginii
tarilor, de diversitatea culturala, originalitatea pavilioanelor, de coerenta dintre pavilioane, dar
de organizarea intregului complex. Expozitia Mondiald din Dubai a reprezentat pentru unii
subiecti o imagine a unei lumi ideale, in care toata lumea face parte dintr-o singura comunitate.
Acestia au ales sd viziteze un anumit pavilion pe baza unor criterii de selectie precum
arhitectura pavilioanelor, care reprezinta pentru subiecti un titlu Tn fata unei povesti care
merita cititd sau nu, curiozitatile legate de 0 anumita tard, recomandarile de la cei din jur sau
din articole de e bloguri ale persoanelor care au vizitat deja expozitie, popularitatea pavilionului
sau timpul petrecut in coada de asteptare.

Din punct de vedere al atitudinilor si opiniilor subiectilor legate de pavilionul Roméniei de
la Expozitia Mondiald din Dubai, acestia au descris atat elemente de organizare pozitive, care ar
trebui pastrate si la urmatoarele editii, cat si negative, care trebuie imbunatatite. Cateva dintre
aspectele pozitive mentionate de respondenti vizeaza interactiunea umand, ateliere de lucru
organizate de cadrele didactice Tmpreuna cu studentii de la diverse universitati, care au spus
povestea mestesugurilor populare si spectacolele live de pe scena din cadrul pavilionului.

in ceea ce privesc elementele ce ar trebuie imbunititite, acestea se referd la
vestimentatia personalului, care a fost simpla si de culoarea nisipului, dar nu este reprezentanta
pentru Romania, la incoerenta din programul activitatilor interactive din cadrul pavilionului,
arhitectura cladirii, care a fost rece si nereprezentativa pentru tara, la insuficienta utilizarii
noilor tehnologii si la lipsa unui restaurant si a unui magazin de suveniruri.

Pe baza aspectelor de la ultima editie de la pavilionul Roméaniei care ar trebui
mbunatatite, subiectii au venit cu diverse propuneri legate de arhitectura, tehnologia utilizata,
vestimentatie si activitatile culturale.

Structura pavilionului poate fi constituita pe baza propuneri ale subiectilor, care includ
deschiderea unui restaurant, al unui magazin de suveniruri cu obiecte de artizanat precum oua
incondeiate, ii traditionale, al unor ateliere de lucru interactive delimitate pentru a forma o
coerenta a informatiilor, dar si o scena pentru concerte, dansuri populare sau scenete.
Arhitectura pavilionului se propune a fi sub forma unei cabane de lemn de la munte sau a unei

case traditionale. Din punct de vedere al vestimentatiei, s-a propus ca personalul sa poarte un
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costum traditional reinterpretat intr-un stil modern, iar cativa au propus purtarea unui costum
elegant si modern, care sd integreze doar cateva motive traditionale romanesti.

In ceea ce priveste organizarea activititilor interactive, s-a propus, in primul rand,
organizarea unui concurs pentru selectarea celor mai buni artisti care sa reprezinte tara, dar si
profesionisti din domeniul tehnologic, gastronomic etc. Totodata, s-a recomandat ca pavilionul
sa fie mereu intr-o continua schimbare, cum a fost si la ultima editie, tocmai pentru a expune
tot potentialul cultural si artistic, idee ce nu a fost impdrtasita de toti subiectii, unii dintre
acestia considerand ca toti participantii ar trebui sa aiba parte de aceeasi experienta. Tot ca
elemente legat de organizarea atelierelor de lucru, s-a propus organizarea unui tur ghidat cu
casti pentru ca participantii sa poata Thainta in ritmul propriu, dar si organizarea unei sali de
asteptare sub forma unei activitati recreative pentru cei care doresc sa participe la atelierele de
lucru si care asteapta la coadd, in care se pot pune hamace impreuna cu anumite filme difuzate
care sa prezinte Romania.

Tehnologia ar trebui folosita in cadrul pavilionului Romaniei de la urmatoarea expozitie
mondiala pentru a oferi o imagine futurista, ce include vizualizarea holografica a costumelor
traditionale din diverse regiuni ale tarii, realitatea virtuald pentru a simula vizionarea unor
monumente incluse in patrimoniul UNESCO, dar si imbinarea realitatii augmentate cu proiectiile
digitale, cu un difuzor de arome si cu redarea sunetului padurii cu apa curgatoare si ciripit de
pasari pentru a crea experienta unei plimbari prin padure.

Pornind de la rezultatele cercetdrilor realizate, in capitolul cinci sunt propuse obiective
strategice si actiuni specifice orientate spre doua directii: dezvoltarea strategiilor de marketing
experiential de catre companii pentru a influenta comportamentul consumatorului si
fmbunatatirea imaginii de tara prin implementarea actiunilor de marketing la pavilionul
Romaniei de la urmatoarea expozitie mondiala.

Obiectiv strategic 1. Dezvoltarea strategiilor de marketing experiential pentru a influenta
comportamentul consumatorului

Pentru a atinge acest obiectiv, s-au ales dimensiunile experientei consumatorului, ce
includ elementele cognitive, emotionale, fizice, senzoriale si sociale care definesc interactiunile
directe sau indirecte ale clientului cu un brand. Pe baza acestor componente s-au identificat
intrebarile a caror raspunsuri au dus la metodele cheie de imbunatatire a experientei
consumatorului.

Cercetarile realizate indicd nenumdrate avantaje ale companiilor care implementeaza

actiuni de marketing experiential in cadrul campaniilor de marketing, atat realizate in mediul
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fizic, cat si in mediul online. Printre acestea se pot enumera intentia de cumpdrare si
recomandare a consumatorilor, aspecte ce evidentiaza dorinta consumatorilor pentru
experiente inedite prin prisma noilor tehnologii si a interactivitatii. Datoritd acestor beneficii
atat din perspectiva consumatorilor, cat si a companiilor, actiunile de marketing experiential ar
trebui s3 fie utilizate de mai multe companii pentru a crea experiente unice si de neuitat
consumatorilor.

Acest obiectiv atrage atentia si asupra rolului pe care il au specialistii in marketing in
proiectarea actiunilor de marketing experiential, motiv pentru care este necesara integrarea
marketingului experiential n programul de pregatire al acestora. Atat fin cadrul
departamentelor de marketing a companiilor, cat si in programele de studiu universitare,
pregatirea de specialitate Tn domeniul marketingului experiential ii pregateste pe specialisti in
intelegerea si integrarea noilor tendinte din acest domeniu.

Pentru fiecare componenta a experientei, s-au determinat actiuni de marketing
experiential ce pot fi implementate pentru a imbunatati experienta consumatorului, dupa cum
se poate observa si in tabelul mai jos.

Tabel 1. Solutii de imbunatatire a experientei consumatorului

Dimensiunea ntrebdrile pe care se bazeaza Metode cheie de imbunatatire a
experientei experienta consumatorului experientei consumatorului
La ce se gandesc clientii atunci Determinarea proceselor analitice ale
Dimensiunea  cand evalueaza experientele clientilor asupra experientei.
cognitiva lor cu un brand? Afisarea unor informatii relevante despre un

produs, inclusiv cele care ofera o imagine

comparativa a alternativelor.

Ce aspecte ale interactiunii Aplicarea unor tehnici practice de
dintre un client si un brand amenajare a locului de vanzare (online sau
Dimensiunea conduc la schimbari fizic) pentru a atrage consumatorii, cum ar fi
fizica comportamentale si la interfata unui magazin, accesibilitatea sau
influentarea perceptiei nivelul de digitalizare.
clientilor asupra experientei? De exemplu, se poate integra

tehnologia realitatii augmentate ce permite
clientilor sa descopere produse noi sau

informatii aditionale decat cele afisate.
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Ce elemente senzoriale sunt Alinierea tuturor simturilor care au un
Dimensiunea activate cand clientii impact pozitiv asupra procesului de luare a
senzoriala interactioneaza cu produsele  deciziei prin schimbarea perceptiei acestora
unui brand? asupra calitatii produsului.
Ce aspecte ale experientei Identificarea punctelor de contact cu un
Dimensiunea consumatorilor provoaca consumator si oferirea unor servicii
emotionala emotii pozitive sau negative? imbunatatite.
Cine influenteaza perceptiile Antrenarea personalul in procesul
Dimensiunea  clientilor asupra experientei? interactiunii pozitive cu clientii.
sociala Implicarea influencerilor in campanii de
promovare.

Utilizarea canalelor de Social Media pentru a

starni discutii intre consumatori.

Obiectiv strategic 2: Implementarea actiunilor de marketing experiential pentru
promovarea imaginii de tara

Scopul principal al marketingului experiential, in contextul imaginii de tard, este de a
dezvolta legaturi de durata intre potentialii turisti si o natiune. Prin experienta avuta ca
voluntar la pavilionului Romaniei din cadrul Expozitiei Mondiale din Dubai, dar si din rezultatele
cercetdrilor realizate pe tema promovarii imaginii unei tari folosind tehnici de marketing
experiential, s-a identificat o serie de propuneri pe baza preferintelor consumatorilor
identificate, cu speranta ca acestea vor oferi cateva indrumari pentru cei care vor organiza
pavilionul Romaniei de la Expozitia Mondiala din Osaka din 2025.

Activitatile propuse sunt:

1. Crearea unei experiente cu caracter narativ bazat pe tema reprezentatd in cadrul

expozitiei

Tema reprezintd fundatia experientei creata in jurul imaginii unei tari. Cele trei sub-teme
pe care se vor axa pavilioanele tarilor de la viitoare expozitie sunt Conectarea vietilor, Redarea
puterii vietilor si Salvarea vietilor. Tnainte de planificarea actiunilor pe baza temei, dar si a
elementelor ce se vor a fi expuse printr-o experienta cu caracter narativ, organizatorii ar trebui
sa raspunda la intrebarile: Cum vrem ca participantii sa se simta? Si cu ce informatii sau emotii

vrem ca acestia sa ramana?
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Avand ca baza tema aleasa, Romania trebuie sa ofere o viziune clara participantilor
asupra culturii, traditiilor, atractiilor turistice, dar si a inovatiilor prin arhitectura pavilionului si
prin activitatile desfisurate in incinta pavilionului. Tn primul rand, arhitectura pavilionului
trebuie sa fie reprezentativa pentru tard, cel mai potrivit design fiind conceput pe trei niveluri:
la subsol sa fie reprezentata simularea unei saline, la parter sa fie expus litoralul Marii Negre si
zona de campie, urmand ca participantii sa aiba parte de simularea experientei unei drumetii
pe munte pana la etajul 1, unde sa fie un restaurant cu mancaruri si bauturi traditionale.

Pe acest design interior, se pot realiza diverse ateliere de lucru interactive cu mestesuguri
populare, precum oldritul sau pictura pe ceramicd, sau jocuri interactive de tipul Stiati ca..?
Totodatd, ideea unui joc de evadare imbina cunoasterea cu divertismentul participantilor si
poate include elemente reprezentative pentru Romania pe baza unui fir narativ, precum cel al
unei legende.

2. Utilizarea noilor tehnologii pentru o experientd digitald ineditd a participantilor

Noile instrumente digitale pot oferi 0 experienta inedita participantilor, acestia fiind atrasi
de procesul cunoasterii prin experiente digitale. Infiintarea unui cinema 4Dx sub forma unei
calatorii cu trenul prin diverse zone ale tarii, poate veni in completarea design-ului interior al
pavilionului. Printre cele mai apreciate tehnologii utilizate se pot enumera realitatea
augmentata si virtuald, vizualizarea holografica, dar si imprimarea 3D.

Cu ajutorul realitatii virtuale, participantii vor avea ocazia sa viziteze virtual un obiectiv
turistic din Romania sau a unor peisaje naturale. Realitatea augmentata poate veni cu anumite
informatii suplimentare fata de cele expuse, oferite prin accesarea unei aplicatii mobile.
Vizualizarea holograficd ar putea expune animalele sdlbatice din Romania sau sd realizeze 0
expozitie virtuala a costumelor traditionale din diverse regiuni ale tarii. Si nu in ultimul rand, cu
imprimanta 3D, organizatorii pot oferi mici suveniruri participantilor create chiar in fata lor.

3. Cresterea interactiunii umane in cadrul pavilionului

Oricat de atrasi ar fi participantii de noile experiente digitale, interactiunea umana este
cea care are un impact mai mare asupra participantilor. Interactiunea umana trebuie integrata
deoarece aceasta contureaza imaginea unei tari prin descoperirea identitatii nationale prin
oameni. In cadrul pavilionului ar trebuie ca participantii s& interactioneze in mod contant cu
personalul, motiv pentru care acestia ar trebui repartizati in diverse locuri. De exemplu, ar
trebuie sa existe personalul pentru primirea participantilor, personalul care organizeaza tururi

ghidate in cadrul pavilionului, personalul care se ocupa de desfdsurarea atelierelor de lucru, dar
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si artistii care pot performa dansuri traditionale romanesti, scenete sau concerte pe o scena

creatad in interiorul pavilionului.

Pe baza acestor propuneri, organizatorii ar trebui sa se orienteze spre oferirea unei

experiente participantilor, care sa fie sub forma unei povesti, sa aiba un inceput si un sfarsit, pe

parcursul cdruia sd fie prezentate elementele reprezentative tari, precum elemente

arhitecturale, gastronomie traditionald, culturd sau artd. Oamenii asociaza experientele trdite

Cu 0 anumita tara ca urmare a oportunitatii de a afla despre oamenii si valorile acesteia, acest

lucru contribuind la formarea unei legaturi pe termen lung intre cele doua.

Contributii la domeniul stiintific
Principalele contributii personale aduse acestei lucrari sunt:
> Prezentarea stadiului actual al cunoasterii din domeniul marketingului experiential si
realizarea unei analize a aspectelor teoretice si practice a strategilor din acest domeniu
printr-o abordare sistematica de revizuire a literaturii de specialitate;
Analiza rolului  marketingului experiential in influentarea comportamentului
consumatorului prin analiza factorilor atribuiti mix-ului de marketing din perspectiva
experientei consumatorului;
Realizarea unei cercetdri exploratorii in randul expertilor pentru a descoperi noile
tendinte in aplicarea marketingului experiential, prin identificarea aspectelor prioritare
in crearea unei actiuni de marketing experiential, prin determinarea cerintelor si a
reactiilor consumatorilor in urma interactiunii cu un brand cu ajutorul tehnicilor de
marketing experiential si prin prezentarea viitoarelor perspective ale marketingului
experiential;
Realizarea unei cercetari de marketing pe baza analizei documentare care oferd o
viziune mai clard asupra deciziilor si proceselor legate de strategia de marketing
experiential implementata de agentiile de marketing din Romania;
Realizarea unui experiment de marketing privind impactul marketingului experiential
asupra loialitatii consumatorului prin evaluarea unor aspecte experientiale de pe
aplicatiile mobile;
Alinierea conceptelor din domeniul marketingului experiential cu promovarea imaginii
de tara pentru a demonstra eficacitatea marketingului experiential in atragerea de

turisti si investitori straini;
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> Realizarea unei cercetdri de marketing pe baza metodei observarii asupra pavilioanelor

tarii pentru a identifica actiunile de marketing experiential intreprinse de acestea;

A\

Realizarea unei cercetdri cantitative de marketing privind opiniile, atitudinile si
comportamentele participantilor de la pavilionul Roméniei din cadrul Expozitiei
Mondiale din Dubai pentru a observa cat de satisfacuti sunt acestia de elementele

experientiale din cadrul pavilioanele vizitate, cu accent pus pe formarea imaginii de tara;

A\

Realizarea a doud cercetari calitative care au vizat analiza actiunilor de marketing

experiential din cadrul expozitiei, dar si identificarea unor propuneri pentru organizarea

pavilionului Romaniei la urmatoarea editie;

> Elaborarea unor propuneri privind organizarea pavilionului Romaniei la urmatoarea
Expozitie Mondiala din Osaka, Japonia 2025 bazatd pe tehnicile de marketing
experiential identificate n rezultatele cercetarilor efectuate;

» Diseminarea activitatilor de cercetare legate de tema abordata in teza de doctorat prin

participarea la trei conferinte internationale si prin publicarea a trei articole in jurnale

de specialitate. Dintre acestea, doua articole si o lucrare prezentata la una din

conferinte sunt indexate in Web of Science.

Pentru a atinge obiectivele acestei lucrdri, s-au realizat activitati de cercetare bazate pe
colectarea unor date primare sau secundare pentru a identifica influenta implementarii
actiunilor de marketing experiential in comportamentul consumatorului, determinénd totodata
progresele in tehnicile de marketing experiential cu accent pus pe utilizarea noii tehnologii, a
interactivitatii si a multisenzorialitatii, aspecte ce au demonstrat a avea un impact major asupra
rezultatelor strategiilor de marketing experiential.

Pentru o viziune mai ampla asupra tuturor directiilor spre care s-a indreptat lucrarea de
fata, se propun directii viitoare de cercetare ce vizeaza realizarea unor cercetari cantitative in
randul consumatorilor online pentru a identifica cele mai eficiente tehnici de marketing
experiential aplicate in mediul online si realizarea unei cercetari calitative in randul expertilor
din Romania pentru a cerceta stadiul actual si planul de dezvoltare a strategiilor de marketing
experiential. Totodatd, se doreste continuarea studiului de la Expozitile Mondiale si la
urmatoarele editii pentru care se propune realizarea unor cercetdri cantitative in randul
participantilor pentru a identifica opiniile, atitudinile si comportamentele acestora privind

tehnicile marketingului experiential utilizat de pavilioane in promovarea imaginii de tara.
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Introduction

Consumer behavior is an inseparable part of marketing, understanding it is very
important, for both the brand and consumers. Today's consumers behavior shows how they
have become more sophisticated and demanding, which is why marketers should always look
for new marketing methods that involve positive experiences, not just products that meet their
needs. In this paper, consumer behavior is seen through the lens of experiential marketing, in
order to identify consumer experiences around a brand that can develop an emotional
attachment with. According to the analysis of the specialized literature, but also of the results
achieved, it has been shown that experiential marketing is an effective marketing tool that
brings value to consumers by implementing authentic experiences that trigger the desire to
buy, giving the companies a competitive advantage on the market.

Given the complex and dynamic nature of the market and the identification of rapid
changes in consumer preferences, new experiential marketing strategies have been developed.
Experiential marketing strategy has turned into a modern and effective tool that improves the
relationship between a particular brand and its consumers through direct contact with the help
of events that promote various products, providing the customer with a brand image through
each marketing experience. Experts in the field of experiential marketing start from the premise
that the target audience rely much on emotional state, but also on the rational one, who focus
on experiencing pleasant moments. That is why the strategies implemented by experiential
marketing have proven to lead to customer loyalty by involving senses, positive feelings, and
emotions that are transformed into long-term memories.

In recent years, technological change has significantly influenced the nature of
consumption as the customer journey has made the transition of including more interaction on
digital platforms. Moreover, consumers are waiting for technological advances, as they are
increasingly open to digital content and social interaction, which can increase consumers'
ability to experiment with different products. For this reason, the researchers also analyzed the
technological tools integrated into the actions of experiential marketing and the reaction of
consumers to the interaction with them. These tools offer a quick interaction with potential
consumers, giving them a unique experience.

At the same time, e-commerce and the maturation of the Internet are becoming
increasingly important for consumers, which is why retailers continue to offer a variety of

experiences for consumers with the help of mobile applications to differentiate themselves and
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increase online sales. Advanced product presentation features and affordable technologies can
be an effective way to provide experiential value to consumers.

Another direction in which this paper has been directed is the promotion of the country
image by using experiential marketing techniques. From the research carried out in this field, it
has been found that the experience created based on entertainment, artistic expositions,
interactive workshops, and various cultural performances are the most appreciated aspects by
consumers, in the context of presenting the country image through its culture, values, and

beliefs.

Research motivation

The motivation of the PhD thesis started from the author’s need to identify the
recognition of experiential marketing as a strategy for influencing consumer behavior. Thus, it
was desired to identify the experiential marketing actions that can be applied by companies to
benefit from the advantages of consumer behavior that would be to the advantage of both the
companies and consumers. This paper had, in some respects, a different path than what was
originally planned due to the COVID-19 pandemic, but also to the complexity of the experiential
marketing field. First, even if the attention was not directed to the online environment from the
very beginning, new ideas have emerged from the pandemic to approach experiential
marketing. At the same time, the opportunity to participate as a volunteer at the Romanian
pavilion within the Dubai Expo has also contributed in discovering a new field that can be

influenced by experiential marketing techniques, namely the promotion of the country's image.

Synthetic presentation of doctoral thesis chapters

In the first chapter of this paper are addressed the conceptual and methodological
aspects of experiential marketing, analyzing the current state of knowledge through a
systematic approach of reviewing the specialized literature to identify the characteristics,
advantages, but also the challenges, from the perspective of experiential marketing in both the
physical and digital setting.

Experiential marketing is based on designing life experiences around products that suit
the wishes and needs of consumers. The process of searching and testing consumer goods can
provide customers with meaningful and valuable experiences by implementing experiential

marketing strategies (Bloch et al., 1986). Thus, consumers who navigate through various sales
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channels seem to enjoy the decision-making process more if it involves certain experiences
rather than the post-purchase moment.

Experiential marketing strategies can be an effective method of communication that
challenges consumers to send a positive behavioral response and lead them to make
recommendations, encouraging those around them to buy a particular product. Other studies
have shown that experiential marketing actions can bring the advantage of stimulating an
active purchasing behavior and can change the consumers' perception of the brand’s essence in
a positive way, concept that represents the basic values that define a brand and that remain
constant over time.

Experiential marketing strategies have proven to lead to customer loyalty by involving the
senses, positive feelings, and emotions that are transformed into long-term memories. Thus,
the design of the experiential marketing strategy has turned into a modern and effective tool
that improves the relationship between a particular brand and its consumers through direct
contact with the help of events to promote various products, providing the customer with an
image of the brand through each marketing experience.

Nowadays, e-commerce is an activity of everyday life, experiential marketing strategies
applied online being an aid to the consumer's decision-making process, offering many
advantages when used in the digital world as well. Creating a digital experience can be designed
the help of technological tools such as artificial intelligence, the Internet of Things, or
augmented reality. While there are many benefits associated with this marketing approach,
there are inevitably some challenges as well. Sensory simulation, product testing experience,
trust, novelty, pleasure, and interactivity are just a few of them for which strategic advice could
be identified.

In a digital setting, experiential elements bring many positive results, elements that are
crucial, especially in an environment characterized as limited. Therefore, the overall online
consumer experience can determine their future behavior, including purchase intention, store
revisit frequency, and word-of-mouth marketing. Following the idea that customer pleasure
experienced during a shopping session has a big impact on their overall satisfaction, experience
is the key factor that could build a more enjoyable online activity. Therefore, the information
provided on websites must respond to the emotions and feelings of consumers, which in turn
can lead to the improvement of the image that consumers have with a particular brand,

changing their behavior and attitude.
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Emphasizing the importance of experiential marketing in the online context in achieving
the satisfaction of both customers and the business, it was discovered that the positive
customer experience affects the attractiveness of online shopping stores. Thus, the consumer
experience plays a significant role in the formation of habits, the general satisfaction of
customers, and the formation of attitudes regarding repeated purchasing intentions.

By experiencing a multisensory online journey, a consumer develops an even more
intense attachment towards a brand's products. Moreover, the experiential intensity improves
the navigation of consumers on the website, increases their positive reactions, develops a
commitment to the website, and improves familiarity, the total satisfaction, and trust. On the
other hand, customer satisfaction offers great advantages to companies, such as word-of-
mouth marketing, repeated purchase intentions, loyalty, and memory, aspects that lead to
increased sales.

In recent years, technological changes have significantly influenced the nature of
consumption as the customer journey has made the transition to include more interaction on
digital platforms that complement interaction in physical stores. This change leads to a major
conceptual challenge in understanding how technological changes affect consumer behavior.
The rapid evolution of information technology and the desire to offer innovative experiences to
modern consumers at the place of sale, has led marketers to use the latest technologies,
including augmented reality, virtual reality, holographic visualization, and 3D printing. Digital
technologies are now also integrated into experiential marketing activities, companies that use
modern communication methods and tools based on new technologies being able to interact
quickly with potential consumers, giving them a pleasant and memorable experience.

In the second chapter, the concepts regarding the consumers' behavior and their
experience are approached in a theoretical, but also practical framework by identifying the
marketing strategies that influence the consumer's behavior, but also by determining the
marketing actions oriented towards the consumer experience. Consumer behavior can be
influenced by several factors, based on which marketing strategies can be developed.

The main factors include the customer perception and feeling of a product, include the
cognitive, affective, and social elements, their beliefs, choices, and preferences, but also the
communication between the customer with a brand and the consumer's search for
information, which is reduced, from the company’s point of view to market research and the
development of marketing strategies. Regarding the practical application and theoretical

development of the concept of experiential marketing, marketing specialists should create a
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design as effectively as possible based on the elements of the marketing mix, which relates to
the consumer's perception of the experiential value of a product. This allows organizations to
satisfy potential consumers by providing novelty in terms of value, as well as a degree of
excitement through the commitment resulting from their contribution to the creation of such
value. Based on the factors that can have a major impact on consumer behavior, marketing
strategies focused on each component of the marketing mix have been developed: product,
price, placement, and promotion.

Product/Service. The sum of the characteristics and attributes of a product is the main
reason for achieving customer satisfaction and loyalty. To build a profitable relationship with
customers, a company must offer quality products that are in line with their needs and desires.
This can be done based on certain strategic decisions related to the product, such as the design
of a product that can attract the attention of the consumers, influencing their purchasing
decision (Kotler & Keller, 2012), the packaging of the product, which can increase its value,
improving the consumers' perception of the quality of a product, the product guarantee, which
offers the customer insurance after its purchase, ensuring the durability of the product in the
perception of the consumer, and quality, which can have a direct influence on the performance
of the product and is thus closely related to the value of the customer and his satisfaction
(Singh, 2012).

Beyond these decisions and the simple satisfaction of buying or using a product,
consumers want to be surprised by a great experience. The premise of experiential value allows
organizations to satisfy potential consumers by offering novelty in terms of value, as well as a
degree of emotion through the commitment resulting from their contribution to the creation of
such a value.

The price of a good or service relates to the consumer's perception of the value of money
(Mcgregor, 1995). When buying a product, consumers prefer price promotions that come with
hedonic benefits over those that come with utilitarian benefits (Chandon et al., 2000). At the
same time, it has been found that price promotions are more effective when the benefits of
promotions are congruent with the type of products.

In the context of consumer behavior, the price image is a subjective and multidimensional
concept, involving emotional factors associated with products. Thus, consumers' perception of
the price is built through a complex process and does not necessarily reflect the brand or price
of the product. Therefore, the gap between the real price and consumers' perception of it can

be quite large. Price can have a greater impact on purchase intentions when other items such
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as brand value or product value are not clearly defined (Zielke, 2010). At the same time, well-
known brands positively affect consumers' perception of the value of a product, which is more
willing to offer a higher price (Levrini & Jeffman dos Santos, 2021). Price can therefore be
considered as one of the essential elements that can influence consumer purchasing behavior
or decision-making process.

Pricing methods can be summarized into three main categories: the cost of production
method, the competition-based method, which includes prices similar to those of the
organization's competitors or based on average market prices, prices above competitors, prices
below competitors and prices according to the dominant market price, and the demand-based
method, which includes the price with the value created based on the customer's perception
and the price created according to the needs of the customers (Avlonitis et al., 2005). The same
study stated that the main objectives of a price are to retain consumers, attract new customers
and meet their needs, for which the company should adopt the right price strategy for its
products.

Placement. This component comprises a system of activities related to the transfer of
products from producers to consumers (Affran & Asare, 2019). The Internet has changed the
behavior and buying habits of customers, and the emergence of omnichannel distribution is
inevitable in various sectors, distribution models are divided into several complex and
interdependent distribution models. The coexistence of physical stores, e-commerce, and
mobile commerce show that omnichannel strategies are well established in some markets
(Gutiérrez & Garcia, 2020). The implementation of marketing strategies depends not only on
achieving production, pricing, or promotion goals but also on distribution, which is associated
with a willingness to deliver the product in the right place and at the right time.

Promotion is one of the marketing policies with the greatest impact on a company's
results because it manages to communicate and convince the targeted consumers to buy the
products offered, after the needs and desires of the target segment have been identified (al
Badi, 2018). The concept of promotion includes all marketing activities used to inform,
convince, and remind the target market about a company and its products or services, in such a
way as to build a favorable image in the customer's mind (Sidhanta & Chakrabarty, 2010).

Each organization tries to create and maintain a favorable image and a positive attitude
toward consumers with the help of promotion strategies. Companies choose to implement a
complex communication system, including digital, especially since the emergence of new

technologies and new marketing tools makes communication with customers easier. In
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choosing a suitable combination of promotional techniques, marketers should analyze the
advantages and disadvantages of each promotional strategy in order to make a decision related
to the promotional message, which can take different forms such as advertising, personal sales,
sales promotion, and public relations, used to achieve the marketing objectives of a company
(Kumar & Patra, 2017).

The determination of new trends in the field of experiential marketing was made in
chapter three, where the decisions and processes around experiential marketing are identified
at a global level, by conducting an exploratory survey among experts from different countries.

Considering the achievements of a company, but also the consumers' perception of the
impact of experiential marketing, this study includes the following main objectives:

(1) Identifying the priority aspects for creating a successful experiential marketing campaign;

(2) Determination of consumer requirements and reactions to experiential strategies;

(3) Identifying the challenges faced by experts in implementing experiential marketing
strategies;

(4) Describe how experiential marketing has evolved in recent years and explore the future
perspectives of experiential marketing after the impact of the COVID-19 pandemic.

The exploratory survey was conducted among experts from different countries, who
played a leading role in the planning and implementation of experiential marketing strategies.
The data was collected using a questionnaire of 12 open questions, leaving respondents to be
as specific as possible and giving them the chance to describe the different experiences in their
own words.

A link was shared to a list of experts in experiential marketing through the social network
LinkedIn directly on the profiles of experts. The selection of experts was based on an advanced
search based on the keyword "experiential marketing”, selecting the category "people”, this
keyword representing their area of competence. Thus, 87 pages of 10 people appeared on each
page, resulting in 870 potential respondents. Out of the total number of respondents, 221
experts had a current occupation in the field of experiential marketing and offered the
opportunity to send direct messages to them, many of the experts having blocked this function.
After the removal of datasets containing incomplete responses, a final sample of 31
respondents was obtained (average age = 37 years; sex = 64.5% male, 35.5% female) over three
months between January and March 2021.

Since the exploratory survey was based on open questions, for the data analysis a

codification process of the expert's answers was carried out, which is an essential aspect in the

35



——

———

Il n l l Universitatea
n

Transilvania
din Bragov

process of transforming the raw data collected (Linneberg & Korsgaard, 2019). The process of
coding the answers allowed the collected data to be classified and sorted by certain topics,
resulting in a scheme that allows the data to be interpreted easily (Williams & Tami, 2019). So,
after performing the open coding process, which involves establishing a word for each theme,
the second level of coding was applied, called axial coding, in which the links between the
themes were analyzed and classified. Subsequently, the evaluation of all responses was applied
to provide coherence and transparency in the coding process (O'Connor & Joffe, 2020).

From the analysis of the experts' responses, it emerges that experiential marketing
focuses on creating an experience for consumers online or offline, evoking a positive emotion
or a memorable reaction, and establishing a positive emotional connection. The reason why
experiential marketing strategy will continue to be a priority for cutting-edge companies is the
opportunity of building strong relationships with their consumers. Companies are quickly
adapting to virtual experiences through mobile devices, but even though we are in an
increasingly digital era, there is still a common feature in experiential marketing, which is face-
to-face interaction. Therefore, experiential marketing will be a mix of digital and physical
experiences, with which companies can achieve satisfactory results.

However, to be successful, marketers need to create pleasant and emotion-based
experiential content with the help of new technologies. Moreover, they should identify new
consumer demands, implementing experiential events to add value to the lives of consumers.
One of the main reasons why marketing specialists turn to experiential marketing is that there
are problems with the effectiveness of some of the traditional methods of marketing and
advertising. Traditional channels are now reaching a smaller audience than in the past, and
modern consumers are more aware of advertising, adopting a more cynical attitude towards it,
being harder to please.

Given the current results of applying experiential marketing strategies globally, it was
discovered the need to conduct quantitative research on consumer opinions, attitudes, and
behaviors related to experiential marketing techniques. This research determines the effect of
experiential marketing on consumers, a study that could provide numerous strategic directions
that can be used by specialists in improving customer satisfaction and loyalty through
experiential marketing strategies.

To identify the decisions and processes around experiential marketing in Romania as well,
qualitative research was carried out on the marketing activity undertaken by marketing

agencies in Romania, by using content analysis based on the information provided online.
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The following main objectives of the research have been established:

(1) Identification of services offered by marketing agencies;

(2) Identification of clients of marketing agencies;

(3) Identification of experiential marketing actions undertaken by marketing agencies;

(4) Identification of technologies used as an experiential marketing strategy;

(5) Identification of methods for measuring the results of experiential marketing actions.

The results of the research offer new perspectives on the application of the concept of
experiential marketing in marketing campaigns. The focus on sensory experiences through new
technologies should enable marketers to identify emotional connections in differentiating and
distinguishing the identity and values of a brand for consumers.

From the analysis of the marketing campaigns results implemented by the marketing
agencies, it appears that they implement experiential marketing actions based on interactivity
with consumers because they offer visibility and increase the notoriety of brands among
consumers. A unique experiential event refreshes the relationship with the consumer and
generates a powerful marketing activity of word-of-mouth. As indicated by the services offered,
it is essential to use various experiential marketing techniques to have a total impact to achieve
maximum coverage.

Consumers are waiting for technological advances, as they are increasingly open to digital
content and social interaction, which will increase consumers' ability to experiment with
different products, leading to increased sales (Vivek et al., 2012), with research results
confirming this aspect of the literature. The actions of the selected marketing agencies provide
detailed directions on the main aspects of experiential marketing implementation in marketing
campaigns, including the application of new technologies such as virtual and augmented reality,
digital marketing, or mobile marketing.

Services such as digital marketing and social media marketing play a crucial role in
facilitating the communication of an experiential marketing campaign, allowing digital
consumers to interact with a brand through a personalized experience. For a campaign to be
successful, it is necessary for the elements of "strategy, creativity, and technology” to be
applied together to discover the needs and preferences of consumers (Dwivedi et al., 2021).
With the help of digital marketing tools, marketers can measure real-time performances of the
experiential marketing campaign.

Consequently, the practical importance of this research focuses on identifying

experiential marketing activities implemented by marketing agencies together with technology,
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as well as tools for measuring the performance of experiential marketing campaigns. As a

result, this will bring benefits to other marketing specialists in order to gain a clearer

perspective on the implementation of experiential marketing campaigns in Romania.

At the same time, in order to identify the influence of experiential marketing actions on
consumer attitudes in the online environment, a marketing experiment was conducted among
students, which focuses on the dimensions of experiential marketing (informativeness,
entertainment, social presence and sesory), but also of loyalty (purchasing and
recommendation intention) to determine the impact of experiential marketing on consumer
behavior through consumer behavior evaluation of two mobile apps with different experiential
level.

As a method of studying the elements of the consumer's digital experience and those of
their loyalty, a multifactorial marketing experiment was conducted. The main objective of this
experiment is to identify the differences in attitudes among students at the level of all the
analyzed dimensions based on two mobile interior design applications, each having a different
experiential level. The reason the sample only includes students is that they are the most open
to new digital trends, and the high level of technology they are exposed to causes them to
always look for personalized, entertainment-based experiences, which is why the old marketing
strategies no longer work as well.

Two interior design applications were used to conduct this experiment, one representing
a low level of use of experiential marketing techniques and the other a higher level. To identify
the experience level of the two applications, the most relevant reviews were analyzed, the
quality rate, but also the total number of downloads from the Play Store mobile platform. The
first application selected was the one with a high experiential level, which covers all four
elements of the digital consumer experience, through an adequate information level, a level of
entertainment associated with interactive functions based on augmented reality, through social
elements that offer the sensation of human interaction and through a sensory level that
provides a multisensory experience. At the same time, this application interacts with its users
through a pleasant, personalized, and authentic visual design, created especially for digital
natives.

On the other hand, the selected application with a low experiential level covers the
experiential elements presented in the targeted experiential dimensions, but at a much lower
intensity in terms of consumer satisfaction. For example, the information provided is not

structured in a special and easily accessible way, new technologies are not used to increase the
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level of entertainment or to improve the consumer's purchasing decision-making process, and

the consumer experience is not personalized and authentic.

The process of analyzing the experiential aspects of the interior design applications and
completing the questionnaire took place in a classroom at the Transilvania University of Brasov.
The maximum number of participants in each experimental session was 15 people, and its total
duration was a maximum of one hour. Participants were told that they would take part in a
study on the use of interior design apps for shopping for which the two apps were downloaded
to their mobile phones by each participant to gain direct exposure to the range of shopping
opportunities available on the apps, analyzing the experiential elements found.

In the end, the students completed a questionnaire based on the four elements of the
digital experience and the intentions of purchase and recommendation, respectively. The
participants were told to simulate the purchase of products for the redesigning their living
room, using all the options presented and not taking into account the price or the possibility of
transport. For this experiment, 40 minutes were given to navigate the two apps and were told
to pay attention to all the important aspects at the experiential level that could differentiate
the two interior design applications.

The hypotheses of the marketing experiment were formulated to explain the differences
between the two targeted applications, one of them having a low experiential level and the
other a high level, both through a design that is pleasing to the consumer experience, but also
through the use of augmented reality.

Hi: There is a significant difference between the informativeness level of the two
applications.

The level of informativeness captures the contribution of a mobile application in helping
the consumer decide on a possible purchase, which involves thinking, mental processing, and
problem solving (Gentile et al., 2007). At the same time, this experiential dimension refers to
the information left after interacting with an application, which can improve the attitude and
behavior of a consumer towards an online platform (Bleier et al., 2019).

Hz: There is a significant difference between the level of entertainment of the two apps.

The second component of the consumer experience on an online shopping platform is
entertainment. It involves the fun that consumers can have, turning online shopping into a
game through various interactive functions that trigger enthusiasm among them (Childers et al.,
2001). For this reason, it is considered that this element can positively influence customer

behavior and attitude (Bleier et al., 2019).
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Hz: There is a significant difference between the level of social presence of the two
applications.

The human presence found on an online shopping platform can offer the same consumer
experiences as those offered in a physical environment (Bleier et al., 2019). The feeling of a
social presence on a digital platform can increase the feeling of psychological closeness to a
product or brand (Darke et al., 2016).

Ha: There is a significant difference between the sensory level of the two applications.

The last component of a pleasant digital experience is the sensory one. In an online
environment, the sensory component is how an online platform stimulates a consumer's
senses, forming a perceptual image through various stimuli (Bleier et al., 2019). Even if the
online environment is limited from a sensory point of view, the sensations can be provoked to
influence the purchasing decision, respectively the customer's behavior and attitude.

Hs: There is a significant difference between the purchase intent at the level of the two
applications.

Consumer purchasing intent is one of the first assessments that should be applied to
create effective sales forecasts and determine how the actions they take will affect consumers'
purchasing behavior (Morwitz, 2014). Thus, to highlight the difference brought by a high
experiential level of an application, but also the impact on consumer loyalty, the authors want
to analyze the customer intention of buying and recommending.

He: There is a significant difference between the recommendation intent at the level of
the two applications.

Consumers are important supporters of brands through word-of-mouth marketing. This is
the free promotion of a brand triggered by customer experiences whose expectations have
been exceeded. For a brand, a consumer who recommends a product to another potential
consumer is very valuable in terms of profitability and loyalty (Kopp, 2022).

The results demonstrate a significant difference between the two applications for each
experiential dimension that denotes that through an adequate and well-structured information
level, together with a high level of entertainment associated with interactive functions, social
elements that offer the feeling of human interaction and an integrated multisensory level, the
intention to buy and recommend consumers increases accordingly.

In addition to all the elements built specifically to provide a pleasant user experience
when browsing, the selected application with a high experiential level has implemented the

new augmented reality-based technology to provide an interactive experience and allow users
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to overlay a virtual object on a real-world surface to test a product. So, the study provides new
insights for the mobile app industry to have an in-depth understanding of the factors that
contribute to the experiential value of consumers.

Chapter four contributes to a better understanding of the concept of experiential
marketing in shaping and promoting the image of a country through the its values and cultural
characteristics, tourist attractions, and innovations, with the help of qualitative research based
on the method of observing the country pavilions of the exposition. An exhibition is a global
event organized by a host country during which countries from all over the world build unique
pavilions to bring to life a global market that promotes peacebuilding and the sharing of
innovations. The host country invites other countries, companies, international organizations,
and non-governmental organizations to participate by building pavilions and organizing cultural
events. The last edition of the world exhibition took place in Dubai, in the United Arab Emirates,
and took place between October 2021 - March 2022, which offered an unique experience to
the participants through various experiential marketing techniques.

First, qualitative research was carried out based on observational method of the pavilions
at the Expo Dubai to identify the experiential marketing actions implemented to promote the
country image they represent. The following research objectives were addressed, each of them
contributing to the overall purpose of the research:

(1) Identifying the link between the concepts of country image and experiential marketing

at the Expo Dubai 2020;

(2) Identifying the experiential marketing actions of the pavilions at the Expo Dubai 2020

to promote the country image.

It took about 1.5 hours to visit each of the pavilions, during which time observers
analyzed both the exterior and the interior design of the selected pavilions, as well as all the
experiential activities offered. The scale used for the level of coherence is based on Schmitt's
model, of the experiential marketing dimensions described above for each selected pavilion,
which includes the elements of sense, feel, think, act, and relate, which have been adapted
through the prism of the country image.

It has been found that the experience created by the various pavilions is based on both
physical and digital experiences. Physical experiences within the pavilions offer participants the
opportunity to try the traditional food specific to each country, interact with different people
through workshops or interactive games, or watch live cultural performances. In terms of digital

experiences, multisensory installations, 3D printing, holographic visualization, and virtual and
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augmented reality are the most popular digital tools used by pavilion organizers to interact with
participants.

The researchers argue that the organizers of country pavilions should implement more
experiential marketing actions as an integrated communication strategy for the country image
in the next editions. At the same time, the organizers should understand that the effect of the
experienced dimensions presented aimed at creating unique and unforgettable experiences for
the participants. The participant's experience in visiting a country pavilion will culminate in the
decision as to whether to visit the presented country. Country image activities are based on the
desire to stand out, and experiential marketing is an effective method of maintaining
competitiveness in this area.

Based on these results, it is intended to analyze the attitudes, behaviors, and opinions of
the participants of the Expo Dubai 2020 related to the physical and digital experiences found
within the visited pavilions through a quantitative research.

The objectives of quantitative marketing research have been set to transpose the purpose
of the research into quantifiable terms and to define as clearly as possible what needs to be
done to carry out the research (Lefter, 2007). Thus, the objectives of this quantitative
marketing research are:

- Determining the main selection criteria in deciding which pavilion to visit within the
exhibition;

- Determining the number of pavilions visited by respondents;

- ldentifying the participants' preferences regarding the visited pavilions;

- ldentifying the features determined the participants to appreciate one of the pavilions
visited at the expense of the others;

- ldentifying the participants’ desire to take part in certain digital experiences such as light
shows, multisensory installations, 3D printing, holograms, augmented reality, and virtual
reality;

- Measuring the willingness of the participants to take part in physical experiences such as
exhibitions, interactive workshops, socio-cultural events, and culinary events;

- ldentifying the word that the participants associate with Romania;

- ldentifying the level of satisfaction of the participants regarding the aspects undertaken
by the Romanian pavilion such as cultural diversity, the technology used, and workshops;

- Measuring the level of desire of the participants to visit Romania after visiting the

pavilion;
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- Classifying the respondents by gender, age, education, residence;
- Establishing links between the characteristics of respondents and certain elements of the
research.

The target population is represented by the participants from the Romanian pavilion
within the Expo Dubai 2020, coming from various countries, predominantly by the United Arab
Emirates. As no official statistical data on the total number of participants at Romanian pavilion
could be identified, the size of the investigated population is unknown, and the sampling
method chosen is the non-random sampling.

The data collection tool used is the questionnaire, which was distributed to the
participants who visited the Romanian pavilion within the exhibition between 24-31 March
2022. They received a QR code that they had to scan for accessing the online form, that would
allow them to fill it in individually and at any time of the day. Before distributing the survey to
participants, it was checked on a group of 10 people to be able to identify and eliminate certain
errors that could occur when the survey was created.

The results of the research show that the Romanian population was chosen by most
respondents as the favorite one (52.17%). This is due to the interaction between the
participants with the organizing team, the culture designed through the interactive workshops,
and the art exhibitions. The Saudi Arabian Pavilion was the favorite one for 39 respondents due
to the architecture, primarily followed by the digital experience of the participants. In the third
place is the pavilion of the United Arab Emirates, being chosen by 37 participants for the
creation of space design, but also architecture. For the remaining pavilions, most of the
participants were impressed by the technology exhibited, the culture of the various countries,
and of the food.

Interactive multisensory installations have the highest average (4.3 points out of 5),
followed by holographic visualization (4.2 points), light shows (4.1 points), AR and VR (4.09
points), 3D printing (4.04 points) and chatbots (3.8 points). Regarding the level at which
participants would like to have certain physical experiences, live socio-cultural events recorded
the highest average (4.4 points out of 5), followed by traditional dishes and drinks (4.36 points),
interactive workshops (4.33 points), souvenir shops (4.31 points), exhibitions and art galleries
(4.2 points) and sports activities (3.9 points).

The most appreciated experiential elements within the Romanian pavilion were also

identified, these are the art exhibitions (4.62 points), followed by the interactive workshops
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(4.59 points), the water testing bar (4.57 points), the sustainability sub-theme (4.41 points), the
pavilion architecture (4.39 points) and others.

Taking into account that the results of the research demonstrate the attraction of
consumers to the experiential marketing actions implemented, two qualitative research were
carried out that were based on four group interviews, in which the experiential marketing
activities within the exhibition were analyzed and proposals related to the organization of the
Romanian pavilion at the next edition were made. The main difference between the two
research consists of the subjects selected for the group interview, who are either represented
by people who either did not participate at the Expo Dubai or participated as volunteers at the
Romanian pavilion within the exhibition.

The first qualitative research was carried out among students who did not participate to
the exhibition, the main objectives underlying this research being:

(1) Identify the opinions and attitudes of the participants regarding the organization of the
Expo Dubai 2020;

(2) Identifying the opinions and attitudes of the participants regarding the organization of
the Romanian pavilion within the Expo Dubai 2020;

(3) Identifying the participants’ proposals related to the organization of the Romanian
pavilion for the next world exhibition.

The data collection was done by organizing two group interviews in which a total of 20
respondents participated, 10 people at each group discussion. The deployment time for each of
the two focus groups was about 120 minutes. Also, the subjects were made aware that the
discussions are audio-video recorded for a better interpretation of the results obtained.

The first sub-theme discussed during the group interview was related to the attitudes of
the respondents regarding the experiential and organizational elements and the technologies
used by the pavilions of the exhibition that they were impressed by. Therefore, among the
most impressive elements can be mentioned are the architecture of the pavilions within the
exhibition, the experience that a participant can have to visit the various pavilions of the
countries, the possibility of interaction between people of different cultures, the organization,
and infrastructure made to build such an exhibition and the traditions and innovations
discovered. At the same time, among the digital tools used in the exhibition to improve the
experience of the participants and with which the subjects would like to interact are virtual
reality, which is the most often mentioned, communication with robots, holographic

visualization, 3D printing, and 4DX technology.
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The second sub-theme of the group interview made the transition from the general
experience within the exhibition to the organization and use of experiential marketing actions
within the Romanian pavilion in the case of the Expo Dubai 2020. In this part of the interview,
the projective technique based on completing sentences, which is based on the principle of free
completion, was applied, and certain opinions, attitudes, and proposals related to the
promotion of Romania in the world exhibitions were identified.

The respondents consider that, during the upcoming exhibition, Romania should be
promoted through its culture, but designed in a modern and digitized way, through natural
tourist objectives, traditional Romanian food, and traditions. Regarding the most suitable artist
for promoting Romania, many respondents thought of various singers in Romania such as
Andra, Delia, Horia Brenciu, Paula Seling, Inna, Smiley, Loredana Groza, or Tudor Chirila. The
second sentence concerns the themes towards which Romania should be oriented, these
elements being based on nature, or on a theme based on creativity, traditions, Romanian
values, diversity, or opportunity. And finally, Romania should promote itself through
technological novelties and innovations, gastronomy, traditions, art, and nature through
interactivity in a digital setting.

Another projective technique used is that of associating words, in which the respondents
were asked to write down which is the first word that the they associate with Romania, and
then to associate the country with a personality. In the case of Romania's association with the
first word that the subjects had in mind, 9 subjects associated Romania with the traditions and
customs of this country's culture, 2 subjects associated nature with Romania, and 2 subjects
thought about the Romanian gastronomy, associating the country with traditional food or
cabbage rolls. The rest of the answers included the route on the Transfagarasan, childhood,
sadness, friends, and humanity.

The opinion of the subjects regarding the presentation of Romania within the exhibition,
taking into account the theme represented, the architecture of the building, the art elements,
the cultural experience, and the technology used, reflected the Romanian reality, especially
through the interactivity and culture represented through the workshops and live
performances, but also through the theme of sustainability.

The last sub-theme of the group interview aimed to obtain proposals by applying the
projective technique of role-playing, in which it is assumed that the respondents are part of the
team organizing the Romanian pavilion. They were challenged to come up with implementation

ideas for the next exhibition taking into account aspects such as architecture, culture, art,
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technology, and gastronomy. From the point of view of experiential marketing actions that
promote the country image, the respondents came up with many proposals, both related to the
physical experiences of the participants or digital.

From the point of view of architecture, the respondents proposed that the Romanian
pavilion at the next world exhibition should have the form of a fortress, or a traditional clay
house with a thatched roof, or to be built on several levels, in which the basement to be
represented by a salt mine and a cave, on the ground floor to be exposed the Black Sea coast
and on the first floor to simulate the experience of climbing the mountain. As a way of
organizing the interior, it was proposed to divide the building into a traditional period, which
would present the past and include workshops and a traditional restaurant to expose people's
lifestyle, and a modern period, which would show the present and the future and be based on
new technologies.

Proposals related to experiential physical marketing activities are based on interactivity
and include activities such as workshops with folk crafts (painting on ceramics, playing the
traditional instruments, kneading bread, weaving, pottery, and others), the formation of a circle
of intercultural discussions similar to a traditional sitting, the organization of an escape game
(Escape Room) through which the participants would be entertained, as well as discovering the
information about Romania, creating an experience of tasting Romanian wine in a setting
similar to a vineyard and creating a room and an atmosphere specific to Bran Castle, by staging
legends. At the same time, creating a stage within the pavilion where various artists perform
dances or music performances was a popular idea among the respondents.

Suggestions about what to create a digital experience are the new technologies to
present certain cultural or natural aspects of the country. An innovative idea from the
respondents included the presentation of nature attractions in a visual, auditory and olfactory
way in the form of a train, but with the effects of a 4Dx cinema, which would cross various
areas of Romania such as the Danube delta, the seaside or the mountain. Other ideas based on
the exposure of natural sights are using holographic visualization of locations such as
Transfagdrasan, Bucegi Mountains, Mud Volcanoes, and others or through 360 images for the
visual component and installing a flavor diffuser according to the image displayed as an
olfactory component of a sensory experience. For a unique digital interaction, it was proposed
the presence of robots controlled by artificial intelligence that would make conversations with
the participants. At the same time, with the help of virtual reality, it was proposed to simulate a

mountain trail on foot or the route on the Transfdgarasan or Transalpina by car. The last idea
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taken from the respondents presents the projections with an emphasis on nature, such as the
fall of a waterfall, the flight of a bird, or the behavior of wild animals in their natural
environment. Finally, some respondents believe that until the next edition of the exhibition, the
digital platform Metaverse will be able to offer the opportunity to people who cannot
participate at the exhibition to transpose themselves into a virtual world, and the organizers of
the Romanian pavilion should take advantage of this innovation.

Many proposals were related to gastronomy, the subjects considering this aspect very
important in promoting the country image. First of all, at the entrance, bread with with zacusca
should be offered to the participants, within the pavilion there should be a restaurant with a
hearth, where traditional Romanian recipes can be prepared, but also a pastry shop that serves
donuts, cheesecakes, papanasi and other traditional cakes, and at the exit in the souvenir shop,
to sell also small jars with zacusca or with various natural jams made of Romanian fruits.

The discussions within the second qualitative research consist of conducting two group
interviews that took place going through a logical scheme, from the general, in which we find
out the opinions and attitudes of the respondents regarding the experience at the Expo Dubai
2020, but also as volunteers at the Romanian pavilion, to the particular in which the subjects
make proposals related to the organization of the Romanian pavilion for the next exhibition.
Open questions, but also projective techniques such as word association or interpretation of a
role were used. The main objectives underlying this research are:

(4) Identifying participants' opinions and attitudes regarding their experience at the Expo

Dubai 2020;

(5) Identifying the respondents' opinions and attitudes regarding the organization of the

Romanian pavilion within the Expo Dubai 2020;

(6) Identifying the respondents’ proposals related to the organization around the
participants' experiences of the Romanian pavilion for the next world exhibition.

In order to come up with new ideas compared to those implemented in the past editions,
before reaching the respondents’ proposals, the moderator presented the Romanian pavilion
from the 2010 editions in Milan, Italy, respectively 2015 in Shanghai, China. At the same time,
the subjects were carefully chosen for participating in this qualitative research with the help of
a survey that shows if they meet certain conditions.

The results show that the respondents were impressed by the possibility of interacting
with so many people from the pavilions visited, exchanging ideas in promoting the country

image, the cultural diversity, the originality of the pavilions, the coherence between the

47



——

————

Il n l I Universitatea
n

Transilvania
din Bragov

pavilions, but also by the organization of the entire complex. Expo Dubai 2020 represented for
some subjects an image of an ideal world, where everyone is part of a single community. They
chose to visit a certain pavilion based on some selection criteria such as the architecture of the
pavilions, which represents for the subjects a title in front of a story worth reading or not, the
curiosities related to a particular country, the recommendations from those around them or
from the blogs of the people who have already visited the exhibition, the popularity of the
pavilion, or the waiting line.

From the point of view of the attitudes and opinions of the subjects regarding the
Romanian pavilion at the Expo Dubai 2020, they described positive elements of organization,
which should be kept in the next editions, as well as negative ones, which need to be improved.
Some of the positive aspects mentioned by the respondents concern human interaction,
workshops organized by teachers together with students from various universities, who told
the story of folk crafts, and live performances on the stage within the pavilion.

As for the elements that should be improved, they refer to the clothing of the staff, which
was simple and had the sand color, which is not representative for Romania, to the incoherence
in the program of interactive activities within the pavilion, to the architecture of the building,
which was cold and unrepresentative for the country, to the insufficiency of the use of new
technologies and the lack of a restaurant and a souvenir shop.

Based on the aspects from the last edition of the Romanian pavilion that should be
improved, the subjects came up with various proposals related to architecture, the technology
used, clothing, and cultural activities.

The structure of the pavilion can be constituted based on proposals of the subjects, which
include the opening of a restaurant, a souvenir shop with handicrafts such as painted Easter
eggs and traditional clothes, interactive workshops delimited to form coherence of information,
but also a stage for concerts, or folk dances. The architecture of the pavilion is proposed to be
in the form of a wooden cottage in the mountains or a traditional house. From the point of
view of clothing, it was proposed that the staff should wear a traditional costume reinterpreted
in a modern style, and a few proposed wearing an elegant and modern costume that would
integrate only a few traditional Romanian motifs.

Regarding the organization of interactive activities, it was proposed, first, to organize a
contest for the selection of the best artists to represent the country, but also professionals in
the technological, gastronomic field, etc. At the same time, it was recommended that the

pavilion should always be in a continuous change, as it was in the last edition, precisely to
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expose all the cultural and artistic potential, an idea that was not shared by all subjects,
because some of them consider that all participants should have the same experience. Also, as
elements related to the organization of workshops, it was proposed to organize a guided tour
with headphones so that the participants can move forward at their own pace, but also to
organize a waiting room in the form of interactive workshops for those who want to participate
and who are waiting in line, in which hammocks can be put together with certain broadcasted
films to present Romania.

The technology should be used within the Romanian pavilion at the next world exhibition
to provide a futuristic image, which includes holographic visualization of traditional costumes
from various regions of the country, and virtual reality to simulate the viewing of monuments
included in the UNESCO heritage, but also the combination of augmented reality with digital
projections, with a flavor diffuser and with the rendering of the sound of the forest with flowing
water and birds chirping to create the experience of a walk through the forest.

Starting from the results of the research carried out, in the fifth chapter are proposed
strategic objectives and specific actions oriented towards two directions: the development of
experiential marketing strategies by companies to influence consumer behavior and the
improvement of the country's image by implementing marketing actions at the Romanian
pavilion at the next world exhibition.

Strategic objective 1. Developing experiential marketing strategies to influence consumer
behavior

To achieve this goal, the dimensions of the consumer experience have been chosen,
which include the cognitive, emotional, physical, sensory, and social elements that define the
direct or indirect interactions of the customer with a brand. It was based on these components
that the questions were identified whose answers led to key methods of improving the
consumer experience.

The research carried out indicate countless advantages of the companies that implement
experiential marketing actions within the marketing campaigns, both carried out in the physical
and the online environment. These can include the intention to buy and recommend to
consumers, aspects that highlight the desire of consumers for unique experiences through the
use of new technologies and interactivity. Due to these benefits from the perspective of both
consumers and companies, experiential marketing actions should be used by several companies

to create unique and unforgettable experiences for consumers.
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This c;bjective also draws attention to the role that marketing specialists have in the
design of experiential marketing actions, which is why it is necessary to integrate experiential
marketing into their training program. Both within the marketing departments of companies
and in university study programs, specialized training in the field of experiential marketing
prepares specialists in understanding and integrate new trends in this field.

For each component of the experience, experiential marketing actions have been
determined that can be implemented to improve the consumer experience, as can be seen in
the table below.

Table 1. Solutions to improve the consumer experience

The dimension  The questions on which the Keyways to improve the consumer
of the consumer experience is based experience
experience
What do customers think of Determination of customer analytic
Cognitive when evaluating their processes on experience.
dimension experiences with a brand? Display relevant information about a

product, including those that provide a
comparative picture of alternatives.

What aspects of the Apply practical techniques for arranging the
interaction between a place of sale (online or physically) to attract
Physical customer and a brand lead to consumers, such as a shop interface,
dimension behavioral changes and accessibility, or level of digitalization.
influence customers' For example, it can be integrated

perception of the experience?  augmented reality technology that allows
customers to discover new products or
additional information than those displayed.

What sensory elements are Aligning all the senses that have a positive

Sensory activated when customers impact on the decision-making process by
dimension interact with a brand's changing their perception of product
products? quality.
What aspects of the consumer  Identifying contact points with a consumer
The emotional  experience cause positive or and providing improved services.
dimension negative emotions?
Who influences customer Engaging staff in the process of positive
Social perceptions of the interaction with customers.
dimension experience? Involvement of influencers in promotional
campaigns.

Using Social Media channels to spark
discussion between consumers.

Strategic objective 2: Implementation of experiential marketing actions to promote the

country's image
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The main purpose of experiential marketing, in the context of the country's image, is to
develop lasting links between potential tourists and a nation. Through the experience he had as
a volunteer at the Romanian pavilion within the Expo Dubai, but also from the results of the
research carried out on the topic of promoting the country image using experiential marketing
techniques, a series of proposals were identified based on the identified consumer preferences,
with the hope that they will provide some guidance for those who will organize the Romanian
pavilion at the Expo Osaka in 2025.

The proposed activities are:

1. Creating a narrative experience based on the theme represented in the exhibition

The theme is the foundation of the experience created around the country image. The
three sub-themes on which the country's pavilions will focus at the upcoming exhibition are
Saving lives, Empowering lives, and Connecting lives. Before planning the actions based on the
theme, but also on the elements that will be exposed through a narrative experience, the
organizers should answer the questions: How do we want the participants to feel? And what
information or emotions do we want them to stay with?

Based on the chosen theme, Romania must offer a clear vision to the participants on
culture, traditions, and tourist attractions, but also innovations through the architecture of the
pavilion and the activities carried out inside the pavilion. First of all, the architecture of the
pavilion must be representative for the country, the most appropriate design being designed
on three levels: in the basement to be represented the simulation of a salt mine, on the ground
floor to be exposed the Black Sea coast and the plain area, following the participants will have
the simulation of the experience of a mountain hike to the 1st floor, where to be a restaurant
with traditional dishes and drinks.

On this interior design, you can make various interactive workshops with popular crafts,
such as pottery or painting on ceramics, or interactive games of the type Did you know that...?
At the same time, the idea of an escape game combines knowledge with the entertainment of
the participants and can include elements representative for Romania based on a narrative

thread, such as that of a legend.

2. Using new technologies for a unique digital experience for participants
The new digital tools can offer a unique experience to the participants, who are attracted
to the process of knowing through digital experiences. The establishment of a 4Dx cinema in

the form of a train journey through various areas of the country can complement the interior
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design of the pavilion. Among the most appreciated technologies used can be included
augmented and virtual reality, holographic visualization, but also 3D printing.

With the help of virtual reality, participants will have the opportunity to visit virtually a
tourist attraction in Romania or natural landscapes. Augmented reality can come with certain
additional information to those exposed, offered by accessing a mobile application. The
holographic visualization could expose the wild animals of Romania or make a virtual exhibition
of traditional costumes from different regions of the country. And finally, with the 3D printer,
the organizers can offer small souvenirs to the participants created right in front of them.

3. Increased human interaction within the pavilion

No matter how attracted the participants may be to the new digital experiences, it is the
human interaction that has a greater impact on the participants. Human interaction must be
integrated because it shapes the of country image by discovering national identity through
people. Within the pavilion, participants should interact on a disputed basis with staff, which is
why they should be assigned to various locations. For example, there should be the staff for the
reception of the participants, the staff who organize guided tours within the pavilion, the staff
in charge of the workshops, but also the artists who can perform traditional Romanian dances,
plays, or concerts on a stage created inside the pavilion.

Based on these proposals, the organizers should focus on providing an experience to the
participants, which is in the form of a story, has a beginning and an end, during which the
country's representative elements, such as architectural elements, traditional gastronomy,
culture or art, are presented. People associate lived experiences with a particular country as a
result of the opportunity to learn about its people and values, this helps to form a long-term

bond between the two.

Contributions to the scientific field
The main personal contributions to this work are:
> Presenting the current state of knowledge in the field of experiential marketing and
analyzing the theoretical and practical aspects of the strategists in this field through a
systematic approach of reviewing the specialized literature;
> Analysis of the role of experiential marketing in influencing consumer behavior by
analyzing the factors attributed to the marketing mix from the perspective of the

consumer experience;
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Conducting exploratory research among experts to discover new trends in the
application of experiential marketing, by identifying the priority aspects in creating an
experiential marketing action, by determining the requirements and reactions of
consumers following the interaction with a brand with the help of experiential
Determining the marketing techniques and the future perspectives of experiential
marketing;

Conducting marketing research based on the documentary analysis that provides a
clearer vision of the decisions and processes related to the experiential marketing
strategy implemented by the Romanian marketing agencies;

Conducting a marketing experiment on the impact of experiential marketing on
consumer loyalty by evaluating experiential aspects of mobile applications;

Aligning concepts in the field of experiential marketing with promoting the country's
image to demonstrate the effectiveness of experiential marketing in attracting tourists
and foreign investors;

Conducting marketing research based on the method of observing the country's
pavilions to identify the experiential marketing actions taken by them;

Conducting quantitative marketing research on the opinions, attitudes, and behaviors of
the participants from the Romanian pavilion within the Expo Dubai 2020 to observe how
satisfied they are with the experiential elements within the visited pavilions, with
emphasis on the formation of the country's image;

Conducting two qualitative research aimed at analyzing the experiential marketing
actions within the exhibition, but also at identifying proposals for organizing the
Romanian pavilion at the next edition;

Elaboration of proposals regarding the organization of the Romanian pavilion at the next
World Exhibition in Osaka, Japan 2025 based on the experiential marketing techniques
identified in the results of the research carried out;

Dissemination of research activities related to the topic addressed in the doctoral thesis
by participating in international conferences and by publishing three articles in the
journal. Of these, two papers and a paper presented at a conference are indexed in the

Web of Science.

In order to achieve the objectives of this paper, research activities were carried out based

on the collection of primary or secondary data to identify the influence of implementing
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experiential marketing actions in influencing consumer behavior, while determining advances in

experiential marketing techniques with emphasis on the use of new technology, interactivity

and multisensory approach, aspects that have proven to have a major impact on the results of

experiential marketing strategies.

For a broader vision of all the directions to which this paper has been directed, future
research directions are proposed aimed at conducting quantitative research among online
consumers to identify the most effective experiential marketing techniques applied in the
online environment and conducting research among Romanian experts to research the status
and development plan of experiential marketing strategies. At the same time, it is desired to
continue the study at the next editions of world exhibitions for which it is proposed to conduct

quantitative research among participants to identify their opinions, attitudes and behaviors on

experiential marketing techniques used by pavilions in promoting the country image.

54



