
https://dinastipub.org/DIJEMSS,                                          Vol. 5, No. 4, April 2024 

468| P a g e  

 
DOI: https://doi.org/10.31933/dijemss.v5i4 

Received: 31 March 2024, Revised: 14 April 2024, Publish: 16 April 2024 
https://creativecommons.org/licenses/by/4.0/ 

 

Exploration of Experience-Based Marketing Strategies in 

Building Customer Engagement and Improving Retention: A 

Case Study in the Tourism and Travel Industry 
 

 

Gatot Wijayanto
1
, Ana Fitriyatul Bilgies

2
, Yutiandry Rivai

3
, Rovanita Rama

4
, Arini 

Novandalina
5 

1 
Universitas Riau, Riau, Indonesia, gatot.wijayanto@lecturer.unri.ac.id  

2 
Universitas Islam Darul Ulum Lamongan, Lamongan, Indonesia, anafitriyatulbilgies@unisda.ac.id  

3 
Institut Bisnis dan Teknologi Pelita Indonesia, Pekanbaru, Indonesia, 

yutiandri.rivai@lecturer.pelitaindonesia.ac.id  
4 
Universitas Riau, Riau, Indonesia, rovanita1970@gmail.com  

5 
Sekolah Tinggi Ilmu Ekonomi Semarang, Semarang, Indonesia, arini.novandalina@gmail.com  

 

Corresponding Author: gatot.wijayanto@lecturer.unri.ac.id 

 

Abstract: This article explores the efficacy of experience-based marketing strategies in 

enhancing customer engagement and retention within the dynamic landscape of the tourism 

and travel industry. Drawing upon a comprehensive case study analysis, this research delves 

into the nuanced mechanisms through which experiential marketing initiatives impact 

consumer behavior and loyalty. By examining diverse experiential tactics such as immersive 

storytelling, interactive technology integration, and personalized service offerings, this study 

uncovers the pivotal role of memorable experiences in fostering emotional connections and 

long-term relationships with customers. The findings underscore the significance of crafting 

unique, sensory-rich encounters that resonate with travelers' aspirations, preferences, and 

values. Moreover, this research elucidates the strategic implications of leveraging experiential 

marketing to differentiate brands, drive word-of-mouth advocacy, and sustain competitive 

advantage in an increasingly crowded marketplace. Insights from this study offer actionable 

recommendations for tourism and travel businesses to design and implement effective 

experience-based marketing campaigns that cultivate deep-seated connections with their 

target audience, engender brand loyalty, and ultimately drive business growth. 

 

Keywords: Experience-Based Marketing, Customer Engagement, Retention, Tourism and 

Travel Industry. 

 

 

INTRODUCTION 

The tourism and travel industry has witnessed a paradigm shift in recent years, driven 

by evolving consumer expectations and preferences for personalized, experiential interactions 

(Rosário & Dias, 2024; García-Madurga & Grilló-Méndez, 2023). Traditional marketing 

approaches centered on product attributes and price competitiveness are increasingly being 
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complemented, if not replaced, by experience-based marketing strategies that prioritize 

creating memorable and meaningful experiences for travelers (Urdea & Constantin, 2021). 

This shift is fueled by the recognition that modern consumers, especially millennials and Gen 

Z, value experiences over material possessions and seek authentic, immersive encounters 

during their journeys (Rus et al., 2023). As a result, tourism businesses are embracing 

innovative experiential marketing techniques to engage customers on a deeper emotional 

level and foster long-lasting relationships (Yeh et al., 2019). 

Experience-based marketing encompasses a spectrum of strategies aimed at creating 

holistic experiences that transcend mere consumption transactions (Kaur et al., 2022). These 

strategies often involve the integration of sensory elements, storytelling narratives, and 

interactive technologies to captivate and enchant customers. For instance, hotels and resorts 

may design immersive themed environments, while tour operators may offer experiential 

tours that immerse travelers in local culture and heritage (Khazami & Lakner, 2021). Such 

initiatives not only differentiate brands in a competitive marketplace but also create 

emotional bonds that drive repeat visits and positive word-of-mouth recommendations. 

Furthermore, the advent of digital technologies has revolutionized the way experience-

based marketing is conceptualized and executed in the tourism sector (Xanthakis et al., 2024; 

Giotis & Papadionysiou, 2022). From virtual reality (VR) experiences that allow customers to 

preview destinations before booking to personalized mobile apps that enhance on-site 

experiences, technology has become integral to delivering seamless and immersive travel 

experiences (Ouerghemmi et al., 2023). This intersection of digital innovation and 

experiential marketing opens new avenues for businesses to engage with tech-savvy travelers 

and create hyper-personalized experiences that resonate with individual preferences and 

lifestyles. 

Despite the growing recognition of the importance of experience-based marketing in 

the tourism and travel industry, there remains a gap in understanding the specific strategies 

and practices that lead to enhanced customer engagement and retention (Wang, 2022). This 

gap presents an opportunity for empirical research to delve into real-world case studies and 

identify the key success factors and challenges associated with implementing experiential 

marketing initiatives in diverse tourism contexts. By conducting a comprehensive analysis of 

such cases, this study aims to contribute valuable insights and practical recommendations for 

tourism businesses seeking to leverage experience-based marketing to drive customer loyalty 

and business growth in an increasingly competitive and experience-driven market 

environment. 

 

METHOD 

This article employs a literature review methodology to explore experience-based 

marketing strategies in the tourism and travel industry, with a focus on publications from 

2019 onwards. The literature review encompasses scholarly articles, books, and industry 

reports that discuss various aspects of experiential marketing, customer engagement, and 

retention within the tourism context. 

The search strategy involves accessing academic databases such as Google Scholar, 

Scopus, and Web of Science using keywords like "experience-based marketing," "customer 

engagement," "retention," "tourism," and "travel industry." Filters are applied to include 

publications from 2019 onwards to ensure relevance and currency of the literature. 

Additionally, citations within relevant articles are examined to identify seminal works and 

key concepts in the field of experience-based marketing. 

Selected literature is critically analyzed and synthesized to identify common themes, 

theoretical frameworks, and empirical findings related to the efficacy of experience-based 

marketing strategies in building customer engagement and improving retention in the tourism 

sector. Key factors influencing the success of experiential marketing initiatives, such as 
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sensory stimulation, storytelling techniques, technology integration, and personalization, are 

examined in depth. 

The methodology also includes a comparative analysis of case studies and best 

practices from leading tourism and travel companies that have successfully implemented 

experience-based marketing strategies. By evaluating real-world examples, this study aims to 

extract actionable insights and lessons learned that can inform strategic decision-making and 

marketing practices in the tourism industry. 

The literature review methodology is chosen for its ability to provide a comprehensive 

overview of existing knowledge, identify gaps in the literature, and offer theoretical and 

practical implications for further research and managerial applications in the realm of 

experience-based marketing in tourism. 

 

RESULTS AND DISCUSSION 

Impact of Experiential Marketing on Customer Engagement 

The impact of experiential marketing on customer engagement within the tourism and 

travel industry is profound, as evidenced by various studies. Engaging experiences, such as 

immersive storytelling, personalized services, and interactive technology, have been shown to 

enhance emotional connections with customers. Vrtana & Krizanova (2023) emphasizes the 

role of emotions in consumer experiences, highlighting how positive emotional responses can 

lead to increased engagement and loyalty. Hamacher et al., (2022) further support this notion 

by arguing that experiences that stimulate all five senses create lasting impressions and foster 

stronger relationships with customers. Additionally, Zeng et al., (2023) note that interactive 

technologies, such as virtual reality and augmented reality, can significantly enhance the 

immersive nature of experiences, further deepening customer engagement.  

Moreover, the literature underscores the importance of creating memorable experiences 

that resonate with customers' aspirations and preferences. By leveraging narratives to create 

profound experiences, experiential marketing accompanied by storytelling can form 

meaningful relationships with customers, enhance loyalty, and inspire action (Diantaris, 

2024). Monteiro et al., (2023) discuss the significance of creating emotional connections in 

building customer loyalty, emphasizing the role of experiential marketing in delivering 

memorable and meaningful experiences. Similarly, Albarq (2023) highlight the impact of 

personalized services in enhancing customer satisfaction and fostering long-term 

relationships. These findings collectively highlight the transformative power of experiential 

marketing in driving customer engagement and loyalty within the tourism sector. 

Furthermore, experiential marketing strategies not only enhance customer engagement 

but also generate positive word-of-mouth recommendations, contributing to brand advocacy 

and reputation. Customers who have immersive and memorable experiences are more likely 

to share their positive experiences with others, leading to organic growth in customer base 

and brand awareness. Siddiqui et al., (2021) discuss the role of word-of-mouth in influencing 

consumer behavior, highlighting the importance of creating experiences that inspire 

customers to become brand advocates.  

 

Role of Emotional Appeals in Building Customer Relationships 

Emotional appeals are indeed pivotal in fostering enduring customer relationships, 

especially within the tourism sector, as highlighted in several studies. Jeon et al., (2020) 

emphasize that experiential marketing initiatives that evoke positive emotions such as joy, 

excitement, and nostalgia contribute significantly to creating memorable experiences for 

travelers. These emotional experiences not only resonate with customers but also form the 

basis for building stronger emotional bonds with the brand, leading to increased loyalty and 

repeat visits. 
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Moreover, Balaskas et al., (2023) discuss how emotional appeals in experiential 

marketing play a crucial role in influencing consumer behavior and decision-making. Positive 

emotional experiences create a sense of connection and attachment to the brand, encouraging 

customers to return for future experiences. Additionally, Yousef et al., (2021) highlight the 

impact of emotional appeals in driving customer engagement and advocacy. Customers who 

have positive emotional experiences are more likely to share their experiences with others, 

leading to positive word-of-mouth recommendations and enhancing the brand's reputation. 

Furthermore, the role of nostalgia in experiential marketing cannot be understated. 

Nostalgic experiences evoke strong emotional responses and create a sense of familiarity and 

comfort for customers. By tapping into nostalgia, businesses can create meaningful and 

memorable experiences that resonate with customers on a deeper emotional level, fostering 

long-lasting relationships and brand loyalty. Overall, emotional appeals serve as a powerful 

tool in building customer relationships and enhancing the overall customer experience within 

the tourism and travel industry. 

 

Importance of Personalization and Customization 

The significance of personalization and customization in experiential marketing is well-

established, as highlighted by various scholars in the field. Wibowo et al., (2023) emphasize 

that tailoring experiences to individual preferences, interests, and demographics is crucial for 

enhancing customer engagement and retention. Personalized experiences create a sense of 

exclusivity and relevance, making customers feel valued and understood, which in turn leads 

to higher levels of satisfaction and loyalty. 

Moreover, Yan & Chiou (2020) discuss the role of customization in delivering unique 

and memorable experiences that resonate with customers. Customized experiences allow 

businesses to cater to specific needs and preferences, creating a more personalized and 

meaningful interaction with the brand. This level of customization enhances the perceived 

value of the experience, increasing customer satisfaction and likelihood of repeat business. 

Additionally, Pech & Vrchota (2022) highlight the importance of leveraging technology 

to enable personalization and customization in experiential marketing. Advances in 

technology, such as data analytics and artificial intelligence, provide businesses with the tools 

to gather customer insights and deliver personalized experiences at scale. By harnessing these 

technological capabilities, businesses can create tailored experiences that align with 

individual preferences, driving higher levels of engagement and loyalty. 

Overall, personalization and customization play a critical role in enhancing the overall 

customer experience and building long-lasting relationships with customers in the context of 

experiential marketing within the tourism and travel industry. 

 

Integration of Technology for Enhanced Experiences 

The integration of digital technologies plays a pivotal role in enhancing experiences 

and amplifying the impact of experience-based marketing strategies within the tourism and 

travel industry, as supported by various studies. Iqbal & Campbell (2023) highlight the 

transformative potential of technologies such as virtual reality (VR), augmented reality (AR), 

mobile apps, and social media platforms in creating interactive and immersive experiences 

for customers. These technologies enable businesses to deliver seamless and memorable 

experiences that cater to the evolving preferences of modern travelers. 

One of the key benefits of integrating technology into experiential marketing is the 

ability to offer personalized and customized experiences at scale. Stalidis et al., (2023) 

discuss how technology-enabled solutions allow businesses to gather customer data, 

preferences, and behavior, enabling them to tailor experiences to individual needs. For 

example, mobile apps can provide real-time recommendations, interactive maps, and 

personalized content, enhancing the overall customer experience and driving engagement. 
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Furthermore, technology-enabled experiences offer convenience and accessibility, 

catering to customers' desire for seamless interactions and instant gratification. VR and AR 

technologies allow customers to preview destinations, accommodations, and activities before 

booking, providing a virtual experience that mirrors real-world interactions (Godovykh et al., 

2023). Social media platforms also play a crucial role in amplifying the reach and impact of 

experiential marketing campaigns, as customers share their experiences, reviews, and 

recommendations with their social networks, influencing purchase decisions and brand 

perception. 

Overall, the integration of technology into experience-based marketing strategies 

enhances the overall customer experience by providing interactive, immersive, and 

convenient solutions that align with modern travelers' expectations. By leveraging these 

technologies effectively, businesses can differentiate themselves, drive engagement, and 

foster long-lasting relationships with customers in the competitive tourism and travel 

industry. 

 

Role of Storytelling in Creating Authentic Experiences 

Storytelling plays a crucial role in creating authentic and immersive experiences within 

the tourism industry, as emphasized by several researchers. Mantzou et al., (2023) highlight 

the power of compelling narratives in showcasing local culture, heritage, and unique selling 

propositions (USPs) to travelers. These narratives not only educate and inform but also evoke 

emotions and create a sense of connection with the destination, leading to increased 

engagement and loyalty among tourists. 

Moreover, Stoica et al., (2022) discuss how storytelling can differentiate brands and 

destinations by highlighting their authenticity and offering unique perspectives. Travelers 

today are increasingly seeking authentic and meaningful encounters that go beyond 

superficial attractions, and storytelling allows businesses to convey the essence of their 

offerings in a compelling and memorable way. 

Additionally, storytelling enables businesses to create memorable experiences that 

resonate with travelers long after their visit. By weaving narratives that evoke emotions and 

spark curiosity, businesses can leave a lasting impression on customers, leading to positive 

word-of-mouth recommendations and repeat visits (Leite et al., 2024). 

Overall, storytelling serves as a powerful tool for creating authentic and immersive 

experiences within the tourism industry, driving engagement, loyalty, and positive brand 

perception among travelers. By harnessing the power of storytelling, businesses can connect 

with customers on a deeper level, differentiate themselves in a competitive market, and foster 

long-lasting relationships with their target audience. 

 

Measuring and Evaluating Experiential Marketing Success 

Measuring and evaluating the success of experiential marketing initiatives is a critical 

aspect highlighted in the literature, with various scholars emphasizing the importance of 

using key performance indicators (KPIs) to assess effectiveness and inform strategic 

decision-making. Rodrigues et al., (2021) discuss how KPIs such as customer satisfaction 

scores, Net Promoter Score (NPS), and repeat visitation rates provide valuable insights into 

the impact of experience-based marketing campaigns on customer perceptions and behaviors. 

Customer satisfaction scores serve as a direct indicator of how well experiential 

marketing initiatives meet customer expectations and deliver on promised experiences. A 

high customer satisfaction score indicates that customers are pleased with their experiences, 

leading to positive word-of-mouth and repeat business (Yum & Yoo, 2023). 

Net Promoter Score (NPS) measures customer loyalty and advocacy by asking 

customers how likely they are to recommend the brand or destination to others. A high NPS 
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indicates that customers are satisfied with their experiences and are willing to endorse the 

brand, contributing to organic growth and brand reputation (Baquero, 2022). 

Repeat visitation rates are another crucial KPI in evaluating the success of experiential 

marketing. A high percentage of repeat visitors indicates that customers find the experiences 

compelling and are motivated to return, showcasing the effectiveness of experiential 

marketing strategies in fostering customer loyalty and retention (Urdea et al., 2021). 

Furthermore, social media engagement metrics such as likes, shares, comments, and 

mentions provide insights into the reach and impact of experiential marketing campaigns. 

Positive engagement metrics indicate that customers are actively engaging with the brand and 

sharing their experiences, leading to increased brand visibility and influence (Szakal et al., 

2024). 

In conclusion, using KPIs such as customer satisfaction scores, NPS, repeat visitation 

rates, and social media engagement metrics is crucial in measuring and evaluating the success 

of experiential marketing initiatives. These metrics not only provide actionable insights but 

also help businesses make informed decisions to optimize their marketing strategies and 

enhance customer experiences within the tourism and travel industry. 

 

Challenges and Opportunities in Implementing Experiential Marketing 

Implementing experiential marketing strategies in the tourism sector presents both 

challenges and opportunities, as discussed in the literature. One of the primary challenges is 

resource allocation, as creating immersive and memorable experiences often requires 

significant investments in personnel, technology, and infrastructure (Kamruzzaman et al., 

2023). Additionally, the complexities of integrating technology into experiential marketing 

initiatives can pose challenges, including technical issues, data privacy concerns, and 

compatibility issues with existing systems (Alojail et al., 2023). 

Furthermore, ensuring consistency across touchpoints, such as physical locations, 

online platforms, and customer interactions, can be challenging but crucial for delivering a 

seamless and cohesive brand experience (Gerea et al., 2021). Inconsistencies in messaging, 

branding, or service delivery can lead to confusion and dissatisfaction among customers, 

impacting overall brand perception and loyalty. 

However, despite these challenges, implementing experiential marketing strategies also 

presents significant opportunities for innovation, collaboration, and differentiation within the 

tourism sector. Businesses that successfully navigate these challenges can create unique and 

memorable experiences that differentiate them from competitors and drive competitive 

advantage (Farida et al., 2022). Innovative use of technology, collaboration with local 

communities and stakeholders, and a focus on delivering authentic and meaningful 

experiences can position businesses as industry leaders and attract a loyal customer base. 

Moreover, experiential marketing opens doors for collaboration and partnerships with 

other businesses, influencers, and organizations to co-create immersive experiences and reach 

new audiences (Szakal et al., 2024). Collaborative efforts can leverage resources, expertise, 

and networks to enhance the overall customer experience and create lasting impressions. 

In conclusion, while implementing experiential marketing strategies in the tourism 

sector may pose challenges such as resource allocation, technology integration, and 

consistency, these challenges also present opportunities for innovation, collaboration, and 

differentiation. By embracing these opportunities and addressing challenges strategically, 

businesses can create unique and memorable experiences that drive competitive advantage, 

attract loyal customers, and enhance brand reputation within the dynamic tourism industry. 

 

CONCLUSION 

The exploration of experience-based marketing strategies in the tourism and travel 

industry through a comprehensive literature review reveals several key insights and 
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implications. Firstly, it is evident that experiential marketing plays a significant role in 

enhancing customer engagement by creating memorable and emotionally resonant 

experiences. These experiences not only foster strong relationships with customers but also 

lead to positive word-of-mouth and repeat business. 

Secondly, the integration of technology, personalized services, and storytelling 

techniques emerges as critical factors in the success of experiential marketing initiatives. The 

use of digital tools such as VR, AR, mobile apps, and social media enhances the immersive 

nature of experiences and allows for greater personalization, catering to the diverse 

preferences of modern travelers. 

Moreover, the emphasis on measuring and evaluating the success of experiential 

marketing campaigns underscores the importance of data-driven decision-making and 

continuous improvement. Key performance indicators provide valuable insights into 

customer satisfaction, loyalty, and overall campaign effectiveness, enabling businesses to 

optimize their strategies and investments. 

Despite the challenges associated with implementing experiential marketing, such as 

resource constraints and technological complexities, there are significant opportunities for 

innovation and differentiation. Businesses that successfully leverage experience-based 

marketing stand to gain a competitive advantage by creating unique, authentic, and 

memorable experiences that resonate with their target audience. 

In conclusion, this article highlights the transformative impact of experience-based 

marketing on customer engagement and retention in the tourism and travel industry. By 

understanding and leveraging the principles of experiential marketing, businesses can create 

meaningful connections with customers, drive loyalty and advocacy, and ultimately achieve 

sustainable growth in an increasingly competitive and experience-driven market environment. 
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