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Abstract

This study aims to explore the impact of experiential marketing on consumer value creation in the
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grill economy. By analyzing the market environment and consumer behavior of the millet industry,
this article constructs a relationship model between experiential marketing and consumer value
creation. Research has found that experiential marketing can effectively enhance consumers’ prac-
tical value, emotional value, social value, and situational value by providing sensory experience,
emotional experience, thinking experience, action experience, and relational experience. The study
also suggests that grill economy should focus on product differentiation, cultural connotation ex-
ploration, interactive experience design, and personalized services to promote the creation of con-
sumer value. In addition, this study proposes corresponding strategic recommendations, providing
theoretical guidance and practical reference for enterprises in the millet economy to implement
experiential marketing.
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