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Abstract : Though the experience concept found its place in the field of marketing in 1982, it is today in front of us as an
important phenomenon in understanding the consumer behaviours. In parallel with the globalization and intensification of the
competition, the enterprises have been in an effort to provide unique experiences for their consumers by going beyond
providing services with the products.  In this  context,  experience-oriented marketing enables the enterprises to  use the
marketing strategies of providing experiences for their customers and to have advantages in terms of competition. Based on it,
this article discusses the concepts of experience, experience-oriented marketing and buying behaviour of consumers as a
whole, and details about the application conducted in Konya Selcuklu University.
Keywords : consumer behavior, experience, experience marketing, marketing
Conference Title : ICMMF 2015 : International Conference on Management, Marketing and Finances
Conference Location : Venice, Italy
Conference Dates : August 13-14, 2015

World Academy of Science, Engineering and Technology
International Journal of Economics and Management Engineering

Vol:9, No:08, 2015

O
pe

n 
Sc

ie
nc

e 
In

de
x,

 E
co

no
m

ic
s 

an
d 

M
an

ag
em

en
t E

ng
in

ee
rin

g 
Vo

l:9
, N

o:
08

, 2
01

5 
pu

bl
ic

at
io

ns
.w

as
et

.o
rg

/a
bs

tr
ac

ts
/3

19
79

/p
df

ISNI:0000000091950263International Scholarly and Scientific Research & Innovation 9(08) 2015 1

https://publications.waset.org/abstracts/31979/pdf

