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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.
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