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Abstract 

The rise of competition in the current global market has made companies create new strategies focusing 

on customers in order to enhance business fortunes. With changing times, differentiating a business 

only with the traditional promotional elements such as product, price and quality does not create the 

needed brand value and competitive advantage. This outdated approach to marketing communications 

is dying and this is how the idea of using experiential marketing came up. To stress the fact that direct 

interaction at an event may result in memorable brand experiences and willingness to revisit, event 

practitioners have begun to refer to event marketing as “experiential marketing” (Sugiyarti and Hendar 

(2017). This study reviews the existing literature that is directly related to the variables used in the 

study. It consists of key theories on both experiential marketing, brand equity and performance 

(theoretical review) and past empirical studies by research scholars. The study will adopt the descriptive 

and explanatory research designs, whilst the research approaches will be the mixed method. The study 

uses a combination of secondary and primary data. The secondary data will involve using published 

reports, books, academic research papers, articles, journals and other online media sources from the 

field of marketing. Primary data will be gathered using qualitative research methods through face-to-

face interviews with tourists. Survey questionnaires will be disseminated to a cross-section of tourists 

in the various destinations in Ghana. Purposive and convenience sampling procedures will be used to 

select about 500 participants for the survey. The chi-square test and partial least squares version of the 

structural equation modeling will be used for the data analysis. Exploratory factor analysis (EFA) & 

inferential statistics will also be used to identify the relationship between the variables. The software 

to be used for the estimation of the parameters will be statistical package for social sciences (SPSS) 

and AMOS software to code, enter and compute the measurements for the study. The expected results 

of the study indicates a positive association between the constructs in general. Thus, experiential 

marketing has significant impact on brand equity and performance. It is believed that this study will 

contribute new knowledge and suggest directions for future research.  
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1.0 Introduction            

This paper presents a theoretical framework that could be applied to the relevant empirical research 

studies on the relative importance of the concept of experiential marketing in order to strengthen the 

innovative practices in the tourism industry. Within this framework model, experiential marketing is 

considered as the dependent variable, whereas brand equity and performance constituents are deemed 

as the independent variables.  It is an indisputable fact that we are in an era where it has become 

imperative for companies to think and act global (Chahal & Dutta, 2015). Global competition has 

placed great stress on many industries, including traditional tourism businesses to employ strategies 

that will help them succeed in this new era of businesses (Köse, and Akyol, 2019). In earlier times, the 

demand for various products was always greater than the supply, so companies only had to focus on 

increasing their production efficiency (Sri, Eriana and Kania, 2018).  

        From the late 1990s onwards, the concept of experiential marketing has become a mainstream 

topic for many scholars (Schmitt, 1999; Yeh, Chen, and Chen, 2019; and Kent, 2011). Besides, business 

focus has changed from the product-centred notion towards the experientialist consumer-centred notion 

(Gartner & Konecnik Ruzzier, 2011), providing high quality interactions that allow the customer to co-

create experiences and values connecting them with the organisation’s offerings. Consumers are 

searching for meaning, happiness, sensations, new forms of fulfillment, core values and consumption 

that stimulate sensations and emotions (Köse, and Akyol, 2019). The introduction to this study 

commences by establishing the roots of the issues and questions being addressed, that is, whether 

experiential marketing practices contribute to brand equity and business performance of firms in the 

tourism sector being explored.  Gronlund (2014) argued that, today’s competitive environment demands 

that marketing managers create and manage an appropriate experiential marketing initiatives to 

effectively position and differentiate themselves from the competition. As competition for tourists 

grows and destinations become more substitutable, experiential marketing is gaining popularity as it is 

seen as critical for destination identification and differentiation from many alternatives in the 

consumer’s mind ((Köse, and Akyol, 2019).  

      Markovic, Iglesias, Singh, & Sierra, (2018), posited that this challenge is especially relevant in the 

services sector because of the distinctive nature of a service (i.e., intangible, heterogeneous, 

inseparable, and perishable). In the 2000s, a drastic shift occurred in the marketing communications 

and tourism businesses (Llodrà-Riera et al., 2015; MSI, 2016). Zahy (2017) claims that consumers 

are being selective on what they like to hear. There is a paradox of empowerment. Thus, consumers 

have the power of closing their eyes and ears on marketing communication messages (Köse, and Akyol, 

2019). The general public is demanding more intellectually and culturally stimulating tourism 

experiences (Yeh, Chen, and Chen, 2019). So learning how to utilize experiential marketing could not 

just increase brand visibility but also help avoid brand dilution and positively impact on brand 

performance. Secondly, there is the cost-efficiency aspect of experiential marketing. While traditional 

advertising still commands the largest percentage of media spending, its relative share and revenues 

https://www.sciencedirect.com/science/article/pii/S1029313215300257#bib15
https://www.emeraldinsight.com/doi/full/10.1108/EJMBE-11-2017-0049
https://www.emeraldinsight.com/doi/full/10.1108/EJMBE-11-2017-0049
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have been declining steeply (Yeh, Chen, and Chen, 2019). It is very clear that very few brands could 

engage in such ambitious campaign with high inputs in time, resources and amplification channels. 

Fragmented media advertising does no longer have the power of enhancing aspirations on the cognitive, 

affective and practices that concentrate on building brand bond sufficiently to maximise the holistic 

customer experience (Sri, Eriana and Kania, 2018). In addition, customers are growing more resistant 

to traditional forms of marketing such as print advertising and television commercials. Within this 

context, it can be said that experiential marketing is focused on consumer experiences with an 

innovative approach that has the potential of applicability to experiential tourism destinations that 

provide those integrative (Köse, and Akyol, 2019). 

 2.0 Theoretical Background (Literature Review)    

This section reviews the existing literature that is directly related to the variables used in the study. It 

consists of key theories on both experiential marketing, brand equity and perfomance (theoretical 

review) and past empirical studies by research scholars in relation to the relationship the variables. 

When reviewing past literature sources, it could be clearly identified that there is a dearth of prior 

empirical research studies in relation to the impact of experiential marketing practices as determinant 

of the destination activities of the tourism industry in the developed world Sri, Eriana and Kania, (2018). 

When it comes to Ghana, this phenomenon is highly invalid and untrue. This is because, the existing 

few research studies carried out based on the said relationship have utilized various conceptual models 

that are inadequate to represent the concept holistically. In order to reach these goals, experiential 

marketing applications utilize the strategic experiential modules that consist of experiential modules 

named as sense, feel, think, act and relate (Schmitt, 1999).  

    According to Köse & Akyol, (2019) “consumers do not buy products with functional features and 

benefits, quality or brand image. Rather, they want is products, communications, and marketing 

campaigns that dazzle their senses, touch their hearts and stimulate their minds and campaigns that they 

can incorporate into their lifestyles and deliver them an experience” (Köse, and Akyol, 2019). The 

experiential marketing approach argues that the consumers do not only purchase a product or service, 

but they also purchase an experience with it; and it aims to create exciting, joyful, emotional and 

unforgettable experiences for the consumers Zahy (2017). There is still an ongoing debate about these 

relationships because they have not been well studied in the tourism industry and even more specifically 

in the developing countries (Halkias, 2015; Llodrà-Riera et al., 2015; MSI, 2016. This is the 

research gap that is expected to be fulfilled by this research paper.  Previous studies conducted by 

Maradufu, Musau & Munyao, (2017); Shieh and Lai, (2017); Sri, Eriana and Kania, (2018), Yeh, Chen 

& Chen, (2019); Köse & Akyol, (2019), confirmed a positive relationship between experiential 

marketing and brand equity when they undertook their studies in hotels, restaurants, airlines and cruiser 

companies). The deficiencies determined in their studies suggests that future research should seek to 

https://www.emeraldinsight.com/doi/full/10.1108/EJMBE-11-2017-0049
https://www.emeraldinsight.com/doi/full/10.1108/EJMBE-11-2017-0049
https://www.emeraldinsight.com/doi/full/10.1108/EJMBE-11-2017-0049
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test the experiential destination marketing scale for a wider range of destination in a wider variety of 

countries and different types of destinations such as holiday destination or a heritage site (Köse & 

Akyol, (2019). This paves the way for the problem statement of this study. According to the gaps in 

related literature, future studies might be conducted without any age quota. Similarly, comparisons 

about the different socio-demographic characteristics of visitors can be done.  

            Accordingly, this study attempts to propose a conceptual framework model to evaluate how 

experiential marketing practices affect brand equity and performance. In order to reach these goals, this 

study utilize the strategic experiential modules that consist of experiential modules named as sense, 

feel, think, act and relate (Schmitt, 1999). The Sense module - or Sense marketing - appeals to the 

senses with the objective of creating sensory experiences, through sight sound, touch, taste and smell 

with objective of creating sensory experience, through sight, sound, touch, taste and smell in order to 

leave unforgettable value. Feel marketing appeals to customers’ inner feelings and emotions, with the 

objective of creating affective experiences that range from mildly positive moods linked to a brand to 

strong emotions of joy and pride (Schmitt, 2000). The ‘feel’ experience is the consumer's intrinsic 

emotion and mood. Think marketing appeals to the intellect with the objective of creating cognitive, 

problem solving experiences that engage customers creatively.  

           The think module is defined as the brainpower with objective creating cognitive, problem-

solving experiences that engage customer creatively and act appeals to enrich customers’ lives by 

targeting their physical experience, showing them alternative ways of doing things, alternative lifestyles 

and interactions (Schmitt, 1999). Act marketing enriches customers’ lives by targeting their physical 

experiences, showing them alternative ways of doing things, alternative lifestyles and interactions 

(Schmitt, 1999). Act is defined by Maghnati et al. (2012) as the experience that enables consumers to 

develop experiences relate to their physical body, behaviour and lifestyle, as well as the experience 

gained from the social interaction with other people. Relate marketing expands beyond the individual’s 

personal, private feelings, thus relating the individual to something outside his/her private state 

(Schmitt, 1999). Relate is defined by Chang et al. (2011) as the experience that allows consumers to 

build their connection with the social communities and social entities through the process of purchasing 

and consuming the products and services (Maghnati et al. 2011). In essence, relate marketing aims to 

connect someone with something outside himself or herself. 

        Smilansky (2017),  defines experiential marketing as a 'process of identifying and satisfying 

customer needs and aspirations, profitability, engaging them thru two-way communication that bring 

brand personalities to life and add value to target audience. Trends in marketing communications are 

constantly showing tourists’ willingness to become more involved in the design, production, co-

creation and developing a relationship with a brand (Shieh and Lai, 2017).  As stated by Lenderman, 

(2006) “Tell me and I will forget. Show me and I may remember. Involve me and I will understand”. 
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This saying as indicated by Lenderman, was meant for something that cuts into the heart of experiential 

marketing which engages people in a remarkable way in obtaining unforgettable experiences. This 

present study addresses the above-discussed shortcomings in the current literature by investigating the 

effect of brand experience on brand equity and performance in the Ghanaian tourism industry which 

fairly represents a developing economy. The scope of the methodology include the study philosophy 

of social science, data gathering tools such as personal interviews and questionnaires, the sampling 

strategy, and ethical issues and data analysis. The research will use the samples to be obtained from 

agencies registered by the Ministry of Tourism, Art and Culture which is made up of 11 agencies.  

        The scope of this research paper can be explained in three broad ways as theoretical, empirical 

and methodological scope. Firstly, theoretical scope mainly focuses on five theories as (experiential 

model theory, the expectancy disconfirmation theory, Aaker’s brand equity model, resource based view 

(RBV) theory and the AID Model). Apart from that, when the empirical scope is considered, it is 

expected to apply this model to evaluate the organizations in the tourism industry of Ghana. However, 

the proposed model in its original form could be applied and tested in the global context and future 

research directions identified. The outcome of the study will contribute in building the theoretical and 

conceptual framework as well as policy direction needed to create the needed business environment to 

attract high levels of investment to help increase the overall market success of Ghana’s tourism brand 

to become the preferred leisure and business destination in Africa. It will also contribute to a sustainable 

value for academic works and to all other stakeholder groups such as customers, employees and even 

the general public at large. It is hope that Aftermath of this research, the regulatory mechanisms of 

destinations will begin to emerge all over and will be introduced as best practices on experiential 

tourism and destinations.  

2.1 Research Goal 

     In this context, the main goals of the study could be identified as, 1) To identify the level of 

experiential marketing concepts that consumers have been exposed to date and its outcome on the 

tourism industry in Ghana. 2) To assess the outstanding needs of tools and challenges of experiential 

marketing practices needed to improve brand equity in the Ghana tourism industry. 3) To analyse the 

perceived hypothetical relationship and the degree of influence of experiential marketing on customer 

purchase intention in the tourism sector. 4) To assess the perception of consumers on the trends and 

role of electronic media in the consumption of services to ensure service quality strategies by tourism 

service providers. 5) To ascertain the extent to which experiential marketing strategies contribute to 

improved business performance. 
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2.2 Research Questions  

1) a. What is the current level of awareness of consumers of event marketing opportunities from their 

destination service providers?  

b. In what ways has engagement marketing practices influence your organizations’ marketing 

efficiency? 

2) a. In what ways do marketers go about engaging the senses of consumers to be able to experience a 

brand? 

b. What are the difficulties encountered in your organization in applying experiential marketing 

approach? 

3) a. What is the nature of the link between experiential marketing and brand value of the tourism 

business in Ghana? 

b. What kind of changes have taken place as a result of using experiential marketing strategy? 

4) a. To what extend are organisations using technology to enhance service delivery in the tourism 

sector?  

b. Are consumers aware of the role of electronic media to help them connect to a brand in their purchase 

decision making? 

5) a. To what extent is a firm's performance influenced by the adoption and implementation of 

experiential marketing principles? 

b. How can event marketing affect the different dimensions of a company’s performance?  

2.3 Research Hypotheses 

       Based on the proposed conceptual framework mentioned, the following hypotheses could be 

derived to address the above objectives and research questions of the study: 

Hypothesis 1: There is a significant positive relationship between demographic characteristics (age, 

gender, education, experience, personal values) and brand value. (RQ 3a) 

Hypothesis 2: Brand equity: brand awareness, perceived quality, brand associations, and brand loyalty 

are positively influenced by experiential marketing. (RQ 2b)   

Hypothesis 3: Experiential marketing has positive relationship with performance of tourist firms in 

Ghana. (RQ 5a) 

Hypothesis 4: The sensory experiences (touch, taste, smell, seeing, hearing) of tourists will contribute 

positively to the creation of brand equity. (RQ 2a) 

Hypothesis 5: The affective experiences (feel) of event will contribute positively to the creation of brand 

equity. (RQ 4b)  

Hypothesis 6: Creative cognitive experiences (think) of event will contribute positively to the creation 

of brand equity. (RQ 1a) 
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Hypothesis 7: Physical experiences (act) of event will contribute positively to the creation of brand 

equity. (RQ 4a) 

Hypothesis 8: Social-identity experiences (relate) of event will contribute positively to the creation of 

brand equity. (RQ 3b) 

Hypothesis 9: Sound experiential marketing practices impact positively upon performance. (RQ 5b) 

Hypothesis 10: There is significant link between experiential marketing and performance. (RQ 3a)  

These hypotheses or the propositions are expected to be empirically tested by the researcher through 

in-depth interview and a sample survey carried out in the tourism sector in Ghana. 

 3.0 Data collection 

           This section explains the methodological foundation utilized to develop the conceptual 

framework of this study. The positivistic approach has been used as the main research philosophy to 

formulate this framework. The main data and information for the development of this conceptual 

framework model were obtained from both primary and secondary sources. A convenience sampling 

approach was employed in the data collection. The following types of tourism will be focused in this 

study; Culture tourism, Heritage tourism, Recreational tourism, Adventure tourism, and Events 

tourism. Ghana is one of the main tourism destinations in Africa and the world as a whole. Accordingly, 

the primary data were collected mainly through interviews and survey questionnaire conducted with 

relevant stakeholders in the tourism sector. The secondary data were from available literature sources 

(mainly, journal articles) accessed through online databases, and other web sources. This study will 

involve a combination of qualitative and quantitative research methodology to produce more complete 

knowledge necessary to inform theory and practice as reported by Onwuegbuzie et al (2010). He argue 

that multiple methods are useful as it provides better opportunities to answer research questions and to 

allow a better evaluation of the extent to which the research findings can be trusted and reliable. The 

research will use these methods of data collection, each accompanied by an instruments. The qualitative 

phase will be performed by employing depth interviews as research instrument. The in-depth interviews 

in the qualitative section will be performed by the researcher in one-on-one discussion with the 

interviewees. The personal interviews and survey questionnaire are discussed further: 

3.1 Interview Method  

              The data required to measure the constructs/concepts mentioned in the study could be collected 

by developing a self-administered questionnaire. This in-depth interview is done in order to obtain 

detailed information for the study by interviewing the customers with a view to finding out the practices 

consumers engaged in. The interviews will be guided by an interview guide, which will be designed 

having the research questions in mind and other relevant literature. This involved interacting with 

respondents on a one-on-one basis by asking questions, listening to opinions with the aim of collecting 

every possible piece of data relating to the research objective as the researcher will record their 
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responses throughout the exercise during field research. After collecting the data, the researcher will 

edit and analyse it before coming up with a report. The rationale for adopting the interview method is 

to allow probing and gathering of more information depending on the knowledge, ability and 

experience of the respondents. The study will involve the use of closed and open-ended questions which 

will be arranged systematically according to the research objectives to allow logical flow of the 

conversation between the researcher and the interviewees. 

3.2 Survey Questionnaire 

   During this phase, a convenience sampling method will be used to distribute the questionnaire to 

visitors at the various destination points and to people who are willing to answer the questionnaire. A 

total of 400 copies of questionnaires will be administered out of 500 sample size. Practically, in order 

to have at least 400 valid questionnaires of events, a target of three months period will be set for the 

survey starting from October and will last until the end of December, 2020.  This research will use a 

mixture of closed ended questions and more open ended comments in the questionnaire.   

4.0 Data analysis 

According to the data of Ministry of Tourism, Arts and Culture (2019), one of the major socio-economic 

activities gaining grounds in Ghana today is tourism. In 2018, looking at the key achievements of the 

sector, the tourism industry maintained its position as the 4th higher foreign exchange earner for the 

country after Cocoa, Gold and Oil & Gas. The industry has emerged as an essential sector that 

strengthens and contributed to the significant transformation and economic expansion in the country. 

The tourism industry is a comprehensive list of all of the things that someone visiting an area would 

need (Trekksoft, 2017). Data were analyzed using the SPSS17.0 and AMOS20.0 software. The data 

analysis section discusses the analytical tools and also justifies the use statistical tools for primary and 

secondary data analyses as discussed below: 

4.1 The multiple linear regression model 

              Once the empirical data are collected and analysed, this innovation equation could be presented 

with more meaningful numerical figures by using multiple regression analysis and in turn, will be 

helpful in managerial decision making process. The multiple linear regression analysis to testify the 

hypothesized relationships for the respective hypotheses and to identify the relationship between the 

dependent and independent variables. Multiple regression analysis is the appropriate technique used to 

analyze the linear relationship between a dependent variable and multiple independent variables by 

estimating coefficients for the equation of a straight line (Hair et al., 2013).  

4.2 Regression coefficients  

        The regression equation will be established, taking all factors into account and the findings will 

be presented to show that taking all other independent unit increase in brand experience will lead to 

increase in brand equity and vice versa. Hair et al., (2013) argued that when consumers have more 
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direct experience, it’s easy for them to produce higher cognitive belief, emotional reaction, and future 

behavior intention for products. In addition, experience will strengthen the connection between brand 

and performance. 

4.3 Analysis of Variance (ANOVA)  

    This study will use ANOVA to test the significant of the model in predicting how experiential 

marketing variables (sense, feel, think, act and relate) impact on brand equity and performance 

dimensions. In seeking answers to the hypotheses to be tested ANOVA will be used to test any 

significance relationship between the construct that will be drawn from the field.   

4.4 Partial Least Squares (PLS) 

       The PLS approach to SEM is a “soft” modeling approach using PLS graph to examine both theory 

(structural model) and measures (measurement model). In order to assess the measurement model and 

the structural model, the researcher will use Partial Least Squares (PLS) to find the relationship between 

the constructs. The responses will be coded and entered into a computer and then analysed using SPSS. 

This software is helpful when handling very rich information since it facilitates the analysis by reducing 

the manual tasks (Hair, Hult, Ringle, & Sarstedt, 2013). PLS approach is the most appropriate SEM 

approach to use when the aim of the study is predictive applications and/or theory-building.  

4.5 Structural Equation Modelling (SEM) 

         The SEM is a statistical technique for testing and estimating causal relations using a combination 

of statistical data and qualitative causal assumption (Ali et al., 2018). The introduction of the structural 

equation modelling (SEM) with latent variables has changed the nature of research in the areas of social 

sciences. According to (Ali et al., 2018), SEM allows both confirmatory and exploratory modeling, 

which means that SEM is suitable for both theory development and testing. Exploratory analysis is used 

to explore the variables and try to achieve the best model (Ali et al., 2018). Confirmatory analysis, on 

the other hand, is more rigorous as it is used to test and confirm previously defined hypotheses 

concerning the relationship between variables (Hair, et al., 2013). Since the objectives and research 

question in the study fitted this description and to establish whether the proposed relationship among 

variables is empirically supported. 

4.6 Pearson’s Correlation 

        The researcher will use tables and measures of central tendencies of mean, mode and median. 

Interviews will be recorded manually and then certain aspects of the responded computed into 

percentages of variation in response as well as describing and interpreting the data. Descriptive statistics 

involves use of absolute and relative (percentages) frequencies, measures of central tendency and 

dispersion (mean and standard deviation respectively). Specifically, the study will use Spearman’s 

Correlation to establish relationship between experiential marketing and brand equity and performance 

by testing the construct validity of the items of the four dimensions of brand equity, including brand 

awareness, perceived quality, brand associations, and brand loyalty. Data will then be interpreted, 

presented and discussed in the form of figures, quotations, tabulations and explanatory notes. In order 
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to analyse the data, the weighted mean for each question item will be computed. Weighted mean is the 

average wherein every quantity to be averaged has a corresponding weight (Hair, et al., 2013). These 

weights represent the significance of each quantity to the average. To compute for the weighted mean, 

each value must be multiplied by its weight. 

5.0 Ethical Procedures 

        According to Boser (2007), ethical issues in social sciences are pervasive and complex and should 

never be obtained at the disadvantage of human beings. The consideration of these ethical issues is 

necessary for the purpose of ensuring the privacy as well as the safety of the participants. In order to 

secure the consent of the selected participants, the researcher will relay all important details of the 

study, including its aim and purpose. By explaining these important details, the respondents will be 

able to understand the importance of their role in the completion of the research. The respondents will 

also be advised that they could withdraw from the study even during the process. With this, the 

participants will not be forced to participate in the research. The researcher will avoid using any kind 

of enticement for the purpose of obtaining information.  Throughout the period of the study, it will be 

crucial that ethical issues are taken into consideration to ensure reliability and accuracy of data.    

6.0 Resources Required for the Study 

        Every research requires resources in the form of human, material and financial to enable a 

researcher actively and successfully investigate and achieve the expected results. In the case duration, 

time pressure will be the main concern during the data collection which may affect the quality of the 

questionnaire and the authenticity of the answers. It is not impossible that there are still many other 

resource which can facilitate the outcome of the research. The research includes already existing 

literature on experiential marketing and to the various ways it has been used to create engaging 

experiences to impact on brand equity, and the various ways of sustaining the overall performance of 

an industry. Through this study, monetary resources are wasted.  The population of the survey will be 

limited to operators and visitors above 18 years of age and since the data collection will be carried out 

within the only selected tourism locations in the country, makes it infeasible to generate a representative 

sample that can be conveniently surveyed by the researcher.  

7.0 Conclusions 

       This paper has reviewed theoretical model and appraise how experiential marketing practices of a 

destination can affect brand equity and the performance of an organisation. The study clearly shows 

the purpose of the study, acknowledged the problem of the study as well as objectives and research 

question that guides the discussion. Additionally, the significant of the study in terms of theory, practice 

and policy direction were not left out. Moreover, the tourism industry has a lot to offer in terms of 

economic growth and development of the country. When practical implications of this model are 

considered, it could be applied and tested by top level managers of tourism institutions to understand 
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the most decisive components in the concept called experiential marketing that foster the innovation 

activities of their entities and then to prioritize the most important favorable variables and to mitigate 

the adverse variables. Accordingly, the business organizations engaged in the tourism business will be 

in a position to enhance the various research & development (R&D) activities and strategic-centered 

activities and thereby achieving the ultimate goal of increasing the overall organizational performance 

and wealth (value). Apart from that, this study may be applied by other industries with certain 

modifications to test the association between the experiential marketing practices and their respective 

key approach to business. It is vital for tourism operators to market themselves, appeal to consumers, 

and create prosperity and business opportunities. They must also offer innovative services continually 

in order to achieve sustainable development. Future researchers are highly recommended to apply this 

proposed model in their empirical studies and to make further modifications where necessary and 

suitable. Since this study was exclusively introduced to address and bridge the existing gap of a 

comprehensive model to test the relationship between experiential marketing, brand equity and 

performance, there are possible inherent limitations of this study. Once it is applied and tested using 

empirical data in organizational scenarios, some other aspects to be addressed might arise and it is up 

to the future researchers to cater for such limitations. 
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