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This paper is a product type thesis, with the product being an experiential marketing hand-
book intended for small businesses with limited resources and knowhow. Experiential mar-
keting is a fairly new concept with the purpose of creating deep and meaningful experi-
ences for consumers in order to generate lasting and profitable customer relationships, as 
well as gaining visibility and brand recognition.  
 
This thesis is made up of three main parts, which are the theory, the thesis process and 
the product itself. The theory chapter explains the concept of experiential marketing, it’s 
history, different types of marketing that are relevant to the subject, what the experience 
economy is and why sensory perception is important in experiential marketing and how it 
can be used. The chapter on creating the thesis and the handbook explains the process 
and plan, the purpose and objectives of the handbook and the evaluation. It also explains 
the risks and limitations of making this thesis that include a strict timeline and limited use of 
research methods. Lastly there is the actual product, a handbook for small-budget experi-
ential marketing campaigns, which is aimed for small businesses to use as a guide when 
planning to execute experiential marketing campaigns, stunts or events.   
 
Multiple large corporations have executed successful experiential marketing campaigns, 
usually by using an outsourced experiential marketing agency, but for small businesses 
with a limited amount of resources like money, staff, knowhow and time that isn’t an option. 
That is why the purpose of the experiential marketing handbook is to gather relevant infor-
mation, characteristics and framework of experiential marketing and tailoring it with the 
perspective of small businesses. In addition to typical marketing subjects like ideation, 
making a marketing plan and measuring success, the handbook covers topics such as how 
to maximize use of existing resources, how cooperation with larger companies will in-
crease visibility without creating more costs, and how to use social media to boost the 
campaign.   
 
The methods used to create this thesis are a literature research as well as the use of exist-
ing knowledge about experiential marketing and the limitations of small businesses the au-
thor has gained through her managerial work in a room escape start-up company. The 
timeframe used for making this thesis was approximately five weeks, because of the au-
thor’s work requirements. Due to the short timeframe the theoretical part of the thesis is not 
as thorough and detailed as it could have been with a longer process timeline. Never the 
less, the author is pleased with the product of the thesis and sees it as a usable and rele-
vant entity.  
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1 Introduction 

It is getting more and more difficult for companies to reach consumers using traditional 

marketing methods, because it is so easy for people to skip, block and silence ads which 

do not interest them. To reach the modern consumer, companies have to think outside the 

traditional marketing box and look at advertising as more of a conversation with the cus-

tomer than a one way presentation of the product or service in question. Customer rela-

tionships are one of the key elements of modern marketing, and an excellent method of 

creating long lasting customer relationships is through creating memorable and meaning-

ful customer experiences. (Smilansky, 2009). 

 

Lawler seems to agree with this point of view, as he implies that traditional marketing was 

more about maximizing the amount of consumers that would be exposed to a brand, as 

experiential marketing is more about enabling the consumers to feel the brand – creating 

deeper and more authentic customer relationships. He also quotes Max Letterman, author 

of Experience the Message: How Experiential Marketing is Changing the Brand World, 

who says that experiential marketing, unlike traditional mass media marketing, does not 

aim to reach millions of consumers, but instead aims to create a deep, meaningful market-

ing experience for a handful of consumers – which is then boosted and shared to the rest 

of the world through social media. (Lawler, 2013). 

 

Experiential marketing is not only a tool for large corporations and well-known brands, 

since according to Letterman it is not a large budget that counts, but the idea behind the 

campaign itself. The campaigns that are most immersive and customer oriented are the 

ones that prosper and spread. (Lawler, 2013).  

 

The topic of this thesis is experiential marketing, and more specifically small-budget expe-

riential marketing campaigns. As the importance of experience marketing in the marketing 

mix is growing, and big brands are even starting to compete with more and more elabo-

rate experience marketing campaigns, small companies with small or non-existing market-

ing budgets are struggling to keep up with the experience trend. The aim is to create an 

experiential marketing handbook, which gives small companies the tools and guidance to 

execute successful experiential marketing campaigns that do not drain them into bank-

ruptcy.  
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This product based thesis consists of three main parts:  

1. The theory, that explains the concept of experience marketing 
2. The process, of making the handbook, project plan and evaluation 
3. The product itself, the experience marketing handbook 

 

The concept of marketing and most relevant marketing methods are explained to the 

reader in the theory part of the thesis, as well as experience marketing and its importance 

and different characteristics. Also the term experience economy is explain, to stress to the 

reader the importance of experiential marketing in the marketing mix. The chapter on cre-

ating the handbook and the process of making this thesis includes a timeline and project 

plan as well as a description of the purposes of the handbook and a list of possible limita-

tions and risks. The third main part of the thesis is the product itself, the experiential mar-

keting handbook aimed for small businesses to use as a tool for making marketing cam-

paigns, which was put together by combining the findings of a literature research and the 

personal knowledge and knowhow of the author of the thesis. The following subchapters 

explain the purpose and objectives of the product type thesis, the used methods and the 

most relevant key definitions. A short introduction to the content of the handbook is also 

presented.  

 

1.1 Purpose and objectives of thesis 

The purposes of this thesis are to explain to the reader the concept of experiential market-

ing and why it is a crucial part of modern marketing, and to produce a handbook for small 

enterprises on how to make a successful small-budget experiential marketing campaign 

using the limited resources that they have. Large corporations that make globally success-

ful experiential marketing campaigns have no lack of resources, existing customers or 

possibilities to outsource their marketing. The objective of the thesis is to collect the main 

features, framework and objectives of experiential marketing and modify them to fit the 

structure and resource limitations of small companies. Using the gathered information the 

aim is to make a simple step-by-step guidebook that is both relevant and useful and can 

actually be implemented by small companies to make successful experiential marketing 

campaigns.  

 

1.2 A look at the handbook 

The handbook strives to be an entity that can be the sole source of information and guid-

ance for small businesses to use when planning and executing experiential marketing 

campaigns. It briefly first explains to the user the concept of experiential marketing, its im-

portance and its purpose as well as the concept of sensory perception in the context of 
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experiential marketing. It includes examples of already existing marketing campaigns by 

different corporations and explanations of the used methods that give the user a concrete 

idea of what the endless possibilities of experiential marketing are and to simply inspire 

the user.  

 

After this, comes the step-by-step guide itself with clear instructions on ideation and deter-

mining goals, making a marketing plan and templates to help with planning the process, 

how to maximize the use of existing resources, how cooperation with other companies 

can boost visibility without generating extra costs, how to use social media channels to 

amplify the experiential campaign and how to measure the success of the campaign. The 

purpose of the handbook is to cover all the needed areas of making a marketing plan and 

creating meaningful experiences so that it is a simple entity that small enterprises can use 

instead of having to do extensive research about the concept and its execution.  

 

1.3 Methods 

The only research method used to plan and create this product type thesis was a literature 

research, because of the short timeframe that the author had to write this paper. The au-

thor used her existing knowledge about experiential marketing, gained through experience 

courses and her employment as a manager in a small start-up company, in planning the 

literature research and finding sources. She found most of her sources about experiential 

marketing and sensory perception through previously used channels during her experi-

ence based courses. The author also has extensive first-hand knowledge about the limita-

tions of small enterprises acquired through her employment at InsideOut Escape Games, 

a 3.5 year old start-up company, with less than 20 employees and the yearly turnover of 

365 000,00€ in 2015. (Finder, 2017). The company provides its clients a variety of differ-

ent types of room escape based experiences, such as event content, teambuilding ser-

vices and escape rooms. The author is familiar with the limitations of small businesses, 

because the company in question continuously struggles with the limitations of small busi-

nesses, such as the lack of e.g. time, knowhow and available staff.  

 

The aim of the literature research was to collect insight on experiential marketing, sensory 

perception, marketing in general and marketing strategies and planning as well as infor-

mation about small enterprises and their resource situations through reviewing existing lit-

erature. The author already had an existing vision of the handbook and its content before 

the literature research, so most of the sources we’re originally chosen to support the exist-
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ing structure plan. Never the less during the theoretical research the author had to contin-

uously alter the content of the handbook throughout the process because of the found 

sources and information. This made the finalized handbook much more relevant, logical 

and comprehensive.    

 

1.4 Key definitions 

In order for the reader to fully understand what the thesis is about and what it is for, there 

are three main key definitions to be explained. Firstly, the concept of experiential market-

ing is explained briefly and the different terms used for it are stated. Secondly, because a 

huge part of experiential marketing is sensory manipulation, the concept of sensory per-

ception is explained. To clarify the target group of the experiential marketing handbook, 

the definition for small enterprises is also given.  

 

Experiential marketing explained at its simplest, is marketing a product or service through 

a customer focused experience. In literature experiential marketing is often also referred 

to as experiential, experience marketing or sensory marketing – but in this thesis it will al-

ways be referred to as experiential marketing, except in direct quotations and source 

headings. As Smilansky describes the concept in Experiential Marketing: “Experiential 

marketing is the process of identifying and satisfying customer needs and aspirations 

profitably, engaging them through two-way communications that bring brand personalities 

to life and adds value to the target audience” (2009).  

 

Sensory perception is the receiving and comprehension of atmospheric information re-

ceived through the senses.  The five human senses are sight, touch, hearing, smell and 

taste. In the experiential marketing context, it implies the conscious triggering of the hu-

man senses through sensory stimuli to manipulate the consumers’ behaviour and judge-

ment of the brand and product or service. The aim is to trigger a deep emotional reaction, 

through sensory perception, that will in turn deepen the bond between the consumer and 

the brand and bring the brand personality to life. (Krishna, 2011). The topic of sensory 

perception will be more thoroughly discussed in the theoretical part of this thesis within the 

experiential marketing topic.  

 

The target users for the small-budget experiential marketing handbook are small enter-

prises, which are companies that have up to 50 employees and have a maximum yearly 

turnover of 10 million euros. Small enterprises made only 5,5% of all enterprises in Fin-

land in 2015. To clarify, the handbook is not targeted at medium enterprises, with 50-249 
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employees and a yearly maximum turnover of 50 million euros or micro enterprises, which 

have less than 10 employees and have a yearly maximum turnover of only 2 million. 

(OECD, 2005) (Yrittäjät, 2017). Small enterprises will be referred to in this thesis as small 

enterprises, small companies and small businesses.  

 

Small and micro enterprises are size and resource wise quite similar, and small enter-

prises were chosen as the target users for the handbook for the sole purpose of delimita-

tion. The handbook is for small-budget marketing campaigns, but the small businesses 

were chosen over the micro enterprises so that it could be assured that the user company 

would at least have a marketing budget of some size. Micro enterprises made up 93,4% of 

Finnish companies in 2015 (Yrittäjät, 2017) and because of their size and amount of capi-

tal, are only able to use the marketing handbook to some extent. 

 

The experiential marketing handbook aims to take into consideration the limitations of 

small businesses as well as possible. These limitations include the lack of staff and time, 

existing customer base, a large marketing budget and the option to outsource the market-

ing as well as the lack of know-how on execution of experiential marketing. It is targeted at 

companies that do not have a separate marketing department, but instead has only one 

person in charge of marketing or multiple persons with marketing as only one of their re-

sponsibilities.  
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2  Experiential marketing 

In this chapter the concept of experiential marketing will be discussed and explained to 

the reader. The subchapters explain what marketing actually is and what marketing types 

overlap with experiential marketing. The concepts of experience economy and sensory 

perception are described as well as the content of a marketing plan. Firstly, the history of 

experiential marketing is shortly discussed. 

 

The path to the modern definition of experience marketing started out in the mid-20th cen-

tury when companies shifted from product oriented marketing to a more customer-focused 

method of lifestyle marketing. Companies selling the same products or services had to 

start differentiating themselves through other methods than lowering prices. The way that 

was then used for differentiation, was high-quality service; giving the customer an added 

value without extra costs, such as free shipping. This phenomena ended when all the 

competitors started offering relatively similar services as added value and it no longer 

worked as a means of differentiation.  

 

After this, rose the popularity of relationship marketing and loyalty programs that aimed to 

turn the existing customer base more profitable through two-way communication and cus-

tomer loyalty benefits. The concept of CRM (customer relationship management) became 

an important part of the marketing strategy, and that it still is today. The concept of CRM 

then evolved to the next level, which was customer experience management (CEM) that 

was about more than just two way communication and loyalty programs, but about reach-

ing and maintaining profitable customer relationships through carefully managed customer 

experiences throughout the whole relationship. It became crucial for differentiation to cre-

ate meaningful experiences at every customer touch point. Hence forth, an important part-

ner of CEM immerged - experiential marketing, through which companies do not only 

reach potential consumers, but are able to create a bond between the consumer and the 

brand. “Experience is the new currency of the modern marketing landscape, because ex-

periences are life, and people talk about experiences every day” (Smilansky, 2009). 

 

Unlike traditional marketing, experiential marketing attempts to introduce the product or 

service to the customer by appealing to as many human senses as possible and through 

this to evoke emotional reactions. With emotional reactions the marketer is able to create 

an emotional bond between the consumer and the brand - which then generates customer 

loyalty. The deeper and more meaningful the experience, the deeper connection the con-

sumer will have with the brand and product.  
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There are no clear guidelines to experiential marketing; the more creative and immersive 

the experience the better the impact. Experiential marketing can vary from small coffee 

tasting booths to larger scale guerilla marketing stunts that are live streamed and ampli-

fied on five different social media channels. There is also no one clear experiential mar-

keting strategy, as it is more important to consider who the marketing is aimed at and 

what kind of emotions the company wants to evoke. The core idea of the experiential mar-

keting should bloom from considering what you want to convey through the campaign or 

event and who do you want to experience it. (ATTACK! MARKETING, 2013).  

 

One of the biggest down sides of experiential marketing is the difficulty of measuring suc-

cess, and specifically the return on investment (ROI). As the scope of gained visibility can 

quite easily be followed through different online data collection services and social media 

tools, the monetary profits are more difficult to measure. This is because there is no im-

mediate purchase with experiential marketing, as the aim is to create strong customer re-

lationships and gain visibility. (Gyton, G. 2016.)  

 

The following subchapters will go deeper into explaining the different aspects that need to 

be considered when planning an experiential marketing handbook. Marketing in general 

will also be explained briefly along with different types of marketing that are either similar 

to experiential marketing or overlap with the experiential marketing concept. As noted 

above, sensory perception is an important tool in creating experiences, thus every sense 

and its use is explained separately. The last subchapter discusses the actual making of a 

marketing plan and what aspects need to be taken into consideration when planning an 

experiential marketing campaign. 

 

2.1 The concept of marketing 

Marketing has been defined in many ways during the years and the definition has evolved 

a lot from what it was originally, but the core point of marketing always stays the same. 

According to the American Marketing Association (AMA) ‘’Marketing is the activity, set of 

institutions, and processes for creating, communicating, delivering, and exchanging offer-

ings that have value for customers, clients, partners, and society at large.’’ (2013). The 

product of this thesis, the experience marketing handbook, concentrates mainly on the 

creation and communication aspects of marketing, as well as ways of measuring the suc-

cess of the done communication. The handbook also concentrates more on modern mar-

keting tools rather than traditional ones.  
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According to Hearst, a blogger on Creative Guerilla Marketing, traditional and modern 

marketing are not at all against each other, but instead are just two generations of market-

ing that have the same goal, use roughly the same strategies and also should both be uti-

lized for marketing strategies to have maximum impact. (2013). As traditional marketing 

channels, like broadcasted commercials and printed advertisements and billboards, tend 

to be more expensive than modern channels, such as social media sites and simply the 

physical presence, the latter is more relevant to the small-budget marketing handbook. An 

important tool for experiential marketing is the use of social media. As only a handful of 

people get to actually experience the physical part of the marketing, different social media 

sites and marketing techniques can be used to amplify the effect of the marketing. Not 

only can the content of the campaign be spread to the physical and digital marketing 

realms, but also a huge boost to experiential marketing is simply consumers sharing their 

experiences through word-of-mouth. 

 

2.2 Marketing types within experiential marketing 

As stated before, there are no clear guidelines to experiential marketing, thus it can be 

part of a different type of marketing strategy or vice versa different types of marketing can 

be used to implement experiential marketing. Some of the marketing types that are quite 

similar to experience marketing are sensory, emotional, guerrilla, field and event market-

ing. Experiential marketing can be a mix of these types, but for example field and event 

marketing don’t necessarily have anything to do with experiential marketing. All of these 

marketing types and their use in experiential marketing, as well as the use of social media 

channels are opened up to the reader in the following paragraphs.  

 

The term guerrilla marketing originates from guerrilla warfare, as it is an imaginative and 

highly unexpected way of marketing. The purpose is to catch the consumers by surprise in 

a never-before-seen way on a very personal level and to make a lasting impression. As 

guerrilla marketing is supposed to be very striking and fresh, it is also intended to evoke 

social media chatter and to create a media hype around the campaign. Guerrilla market-

ing is perfect for small businesses as it does not require a huge budget, but instead re-

quires creativity, energy and a consumer oriented way of thinking. Guerrilla marketing can 

be executed on spot with actual customer contact or totally without, as e.g. a provocative 

billboard that consumers can write on. Guerrilla marketing tactics are often used in experi-

ential marketing because of its eye-catching style. (Creative Guerilla Marketing, 2016). 

 

http://www.creativeguerrillamarketing.com/
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Sensory and emotional marketing are two types of marketing that are very much linked 

with each other as well as experiential marketing. The most memorable experiences are 

those that evoke strong emotions in a consumer and a very important tool in reaching that 

level of emotion is by sensory stimuli. The motive behind evoking emotional reactions is to 

create emotional attachments between the consumer and the brand or company and thus 

producing a long lasting and profitable customer relationship. Gobé explains the term 

emotional in the marketing context as ‘’…how a brand engages consumers on the level of 

the senses and emotions; how a brand comes to life for people and forges a deeper, last-

ing connection” (2001). Sensory stimulants like smells and sounds are great emotional 

triggers, and in sensory marketing the aim is to create deep connections, by using sen-

sory perception, between the consumer and the brand or product. In today’s world of thou-

sands of similar products and millions of daily advertisements, sensory and emotional 

marketing are highly recommended methods of differentiation. (Gobé, 2001). 

 

According to the Direct Marketing Association field marketing is a brand-building activity, 

where often out sourced professionals interact with the strictly targeted consumers face-

to-face. The purpose of field marketing is not only to connect with the consumers but also 

to collect valuable market information and measurable results for the company. Some ex-

amples of field marketing are promotions, sampling, demonstrations, road shows and of 

course experiential marketing and events. (William & Mullins, 2008). The type of event 

marketing which is also field marketing is when a company takes part in an event with e.g. 

a booth or exhibition, but event marketing can also mean two other things; the company’s 

own marketing event to promote products and services or an online event in the form of a 

webinar for example. Much like field marketing, the purpose of event marketing is also to 

build strong relationships with customers using face-to-face promotion. (Kim, 2017).  

 

Like the above mentioned marketing types, social media is also an important part of expe-

riential marketing. Of all traditional and modern marketing channels, social media is the 

most relevant because it can be used with a minimal budget. There are numerous ways to 

exploit social media in the experiential marketing context; you can reach potential con-

sumers, create buzz around the campaign and even measure success. Some important 

aspects of social media use are creating an event on Facebook for the experience mar-

keting campaign to raise awareness and predict the size of the campaign or event, to cre-

ate a hashtag for the campaign so that you can easily follow how wide the buzz and shar-

ing of the campaign is and to overall spread the campaign from the physical realm to the 

digital one by competitions and campaigns before, during and after the actual physical 

marketing experience. (Long, 2017).  
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2.3 The experience economy and the modern consumer 

According to Pine and Gilmore, experiences are the fourth economic offering. They are 

the result of commodities being turned into goods, goods being turned into services and 

finally services being turned into experiences through personalized consumer engage-

ment. In their book, The Experience Economy (1999), the evolution is simply explained 

through the economic evolution of coffee. Coffee beans are fungible commodities pur-

chased at a very cheap bulk price. When those coffee beans are ground and bagged they 

become tangible goods that are sold for a higher price at grocery stores and other re-

sellers. After the ground coffee has been poured into a cup and given to you by a barista, 

it becomes an intangible service and the price goes even higher, but still not very high. Fi-

nally, when the process of making the coffee and bringing it to the customer is personal-

ized and it engages the consumer, it becomes a memorable experience, that consumers 

are ready to pay good money for. 

 

Pine and Gilmore claim that the original founder of the fourth economic offering was Walt 

Disney, when he founded the Disney World in 1955 and turned cartoon entertainment into 

a world of personal engagement. Disney World was not just an amusement park, but it 

was a theme park that offered memorable Disney experiences. The progress to the mod-

ern experience economy didn’t just come from the innovative mind of Disney, but also 

from the sum of technological advancements, the rising of affluence in people and the in-

creasing competitiveness within industries. The experience economy is also the result of 

natural economic evolution; the process from commodities to goods to services to experi-

ences. 

 

The need for experiences to be economic offerings resonates from the need of self-growth 

that humans continually feel. Experiences change, develop and improve us – they make 

us who we are and act as we do. The need for individual growth has always existed, but it 

has only recently spread from the noneconomic activities to the world of commerce and 

become a way of marketing and business management. Consumers are not satisfied with 

only gaining memories from their experiences, but they want to be affected by the experi-

ence and this is achieved through customized consumer experiences. (Pine & Gilmore, 

1999). The best tool for producing personalized memorable consumer experiences is by 

utilizing sensory perception, which is explained in detail in the next subchapter.   
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2.4 Sensory perception 

Sensory perception is a key element of successful experiential marketing, because by en-

gaging the customers through their senses we can better affect their behaviour as well as 

implement a lasting impression in their memory and in best case, cause actual self-growth 

within the consumer. By manipulating how the customers perceive our products or ser-

vices through smell, taste, touch, sight and hearing, we can influence their emotional reac-

tions, memories of the experience and through this, their purchase habits and choice mak-

ing. (Krishna, 2010).  

 

Sensory perception has to be considered carefully when implemented to experiential mar-

keting. All sense triggers have to be in unison so that together they can create a coherent 

experience. All used sensory triggers have to come from the company’s core values and 

they should all convey the same message. If the different sensory stimuli are in collision 

with each other, the conveyed message is mixed and is less likely to make a permanent 

impression in the consumers’ memory. (Hulten, Broweus & Van Dijk, 2009).  

 

As a simple example, if McDonald’s executed an experience marketing campaign by hav-

ing a make-your-own-burger stand at a busy public place, they should use yellow and red 

as colours as well as the large yellow M sign so that consumers would straight away rec-

ognize the brand by using only sight. Their theme tune could be made into a song that the 

consumers would hear while making their burgers. The burger ingredients would create 

the familiar smell of McDonald’s as well as the taste, and finally the touch sense would of 

course be triggered by the consumers actually getting to touch the ingredients and make 

their own burger as well as eat the finished product. In this example, all the senses are 

aroused in a way that strictly conveys a clear McDonald’s message and there is no room 

for error for the customers to think of any other brand.  

 

On the other hand, it is easy for a large well-known brand like McDonald’s to execute 

something similar because the colours and logo, theme tune, smell and taste are so rec-

ognizable. Thus small less well-known companies have to be very precise in what they 

want to convey to the consumer to be able to maximize the brand recognition and to cre-

ate the best possible sensory experience. (Hulten & al., 2009).  

 

When thinking about an experiential marketing campaign or event, all senses can be influ-

enced and evoked to an extent totally depending on the way of marketing. If you have a 
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closed space where you execute your campaign, you can quite easily modify aspects con-

cerning all senses, but e.g. in the middle of the street or at a shopping mall, your options 

are obviously restricted. If it isn’t possible to consider all senses, the ones that can be in-

fluenced should be considered carefully. In the following subchapters the influence and 

use of all five senses is explained separately, starting with the sense of sight. 

 

2.4.1 Sight 

Sight is the sense humans most trust and through it get their first impressions. You can 

quite easily affect what the consumers see, weather it is a closed or open space you are 

in. The other four senses amplify what the sight sense is experiencing, thus it is important 

to first design the strategy for sight and start building from there. To create the desired ex-

perience landscape for the campaign, were it an event, popup booth or a marketing stunt 

at the company’s location you can quite easily manipulate what the consumers see. It is 

important to consider all aspects of the physical experience from staff clothing and the 

marketed product to the event venue design or colour of the campaign booth. The differ-

ent sense expressions (illustrated in Figure. 1) that trigger the sight are design, packaging 

and style, colour, light and theme as well as graphics, exterior and interior. These attrib-

utes determine the consumer’s visual experience of the brand, product or service and the 

service landscape. (Hulten & al., 2009). 

 

 

Figure 1 Sense expressions and the sight experience (Hulten & al., 2009). 

 

In addition to the visual stimuli of the experience itself, the visual look of a brand is very 

important as well. When using digital and other marketing channels the content on these 
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channels should in a clear and memorable way convey to the consumer what the brand is 

all about and create brand recognition. As the use of social media is one of the amplifica-

tion methods for experiential marketing campaigns, and the sight and hearing senses are 

the only senses that can be effected, it’s important to carefully consider the content that is 

given to the consumers through it, were it a live video of the physical campaign or a strand 

of photos leading up to it. (Hulten & al., 2009). 

 

2.4.2 Touch 

The touch sense is an enforcer of the sight, and is also one of the easiest to manipulate. 

Through the sense of touch consumers can evaluate the material and surface of a prod-

uct, the temperature and weight as well as the form and steadiness (illustrated in Figure 

2). When marketing services instead of products, touch is not as relevant as for example 

sight and hearing, but it should still be taken into account. Consumers get different con-

ceptions of your brand quality and personality through different textures. (Hulten & al., 

2009). 

 

 

Figure 2 Sense expression and the touch experience (Hulten & al., 2009). 

 

For instance, if a company is marketing travel services at a travel fair, where the booth 

has a table and chairs for a discussion area and also coffee and candy are served, these 

are all points where the consumer would use their touch sense. If the chairs and tables 

are made of wood and have soft fabric covering, the texture will make the consumer feel 

warm and homey. On the other hand if they are made of unnatural materials like metals or 

plastic, which are perceived as hard and cold materials, it can make the consumers feel 
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stiff and unwelcome. Also the wrapping of the candy has an effect on the consumers. 

Good quality candy with a good quality wrapper will give the image of high end service, as 

cheap candy with bad quality see-through wrapping can give the image of cheapness and 

worse quality. Same goes for the coffee cups and temperature of the coffee. The materi-

als used in all aspects of the marketing, were it the packaging of the product or materials 

used on the service landscaping, should always go hand in hand with the brand and the 

image of the company. (Hulten & al., 2009). 

 

2.4.3 Sound 

Different sound expressions are an important tool of creating the wanted brand image. 

The different types of sound expressions used in sensory marketing, are jingle, voice and 

music, atmosphere, theme and advertency as well as the sound brand and signature 

sound (illustrated in Figure 3). The most relevant when thinking about small businesses 

and experiential marketing campaigns are the voice, music and atmosphere. Large corpo-

rations like McDonald’s have the resources to actually buy the rights to an actual sound, 

which in this case is their globally known theme jingle. Small businesses with less known 

brand images, don’t have the resources to go to such a level, but they can easily make 

use of and manipulate the sound experience through music and voice. 

 

 

Figure 3 Sense expression and the sound experience (Hulten & al., 2009). 

 

Different kinds of voices produce different kinds of reactions and experiences for consum-

ers. An emotional and friendly voice can produce a positive brand experience and a wel-

come feeling, as for example digitalized voices can feel cold and make the consumers feel 
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uncomfortable. In an experiential marketing campaign, it must be well thought through 

what the company wants the potential customers to feel; what kind of voice is used when 

doing face-to-face communication and what type of voice is used on the marketing video 

to explain what is happening. Voice is also the source of delivered rational messages, so 

all actual face-to-face and digital communication about the sold product or service done 

out loud are a part of this sense expression.  

 

The other relevant sound sense tool for small businesses is the use of music and how it 

can produce different experiences and reactions. Choosing the right type of music for the 

right target audience and sticking to the brand image when making musical decisions is 

essential. Music is the most effective of the sense expressions in creating long-lasting 

memories and it can be easily used to enhance the brand identity and image. Companies 

can create a sense of belonging to their target audience through music and also influence 

consumers’ to make both conscious and unconscious purchase decision. The difference 

between slow quiet background music and dominant fast tempo foreground music is also 

relevant. According to a study by the Journal of Consumer Marketing men prefer fore-

ground music, as women prefer background music. Background music made the test 

venue feel more hospitable, sophisticated and exclusive to women as foreground music 

made men feel that the venue was better and more spacious. (Hulten & al., 2009). 

 

Music is seen as more influential as voice or jingle, because when the right music is plaid 

for the right audience, it can make the consumers feel comfortable and want to stay 

longer, make them spend more money and actually recommend the company to family 

and friends. Music and voice can be used quite easily to create the desired sound experi-

ence, whether it be at a pop up booth in the city centre or on a social media marketing 

video. (Hulten & al., 2009). 

 

2.4.4 Smell 

Scent on the other hand can be a bit more difficult to influence, although it is the sense 

that is most linked to emotions rather than facts out of all the five senses – and is thus an 

important factor when manipulating consumers’ behaviour. What scents one likes and dis-

likes are often based on emotional associations; positive and negative memories. Thus 

one often can remember specific events and experiences in their past through the scent of 

smell. (Krishna, 2010). To create meaningful and long lasting memories, companies can 

influence the different scent expressions to create a perfect smell experience and lasting 

bond between the consumer and the brand. The different sense expressions are product, 
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congruency, intensity and sex, atmosphere, theme and advertency along with the scent 

brand and scent signature (illustrated in Figure 4). (Hulten & al., 2009). 

 

 

Figure 4 Sense expression and the smell experience (Hulten & al., 2009). 

 

When designing smell experiences, aspects like congruency, intensity and the gender of 

the target market has to be taken into consideration. The smell of a certain product or the 

overall atmosphere has to be congruent with the brand image, in other words the connec-

tion has to be easily made. For instance it wouldn’t be congruent for a hardware store to 

use the scent of apples, but it would be congruent for a popup Christmas store to have the 

smell of gingerbread. Also the intensity of the used scent has to be considered, so is the 

smell distinct or subtle. The subtle smell of freshly picked flowers in the service landscape 

can be just as influential as the delicious scent of greasy burgers in a fast food restaurant. 

The mood of the experiencer influences weather the reaction to the smell experience is 

positive or negative, as well as their sex. If the target audience is male dominant, the 

scents used in the experience should all be masculine and vice versa for females. As an 

example, the smell of vanilla in a women’s clothing store can make consumers stay longer 

and spend more money and the smell of leather can do the same for men at a men’s 

clothing store.  

 

The right scent can enhance the perceived quality of the product or service, if imple-

mented correctly and in unison with the brand image. Through the sense of smell, an invit-

ing atmosphere can be created, but it should not be forced because an unsuitable scent 

for the wrong target group can induce a negative smell experience which in turn has a 
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negative impact on the perceived brand image and quality. Small businesses can use suit-

able scents to make the experiential marketing campaign more inviting and memorable, 

but to make a long term impact, the smell experience has to be implemented using more 

long term strategical methods. (Hulten & al., 2009) 

 

2.4.5 Taste 

The perceived taste of a product is much influenced by the other senses, of which the 

sense of smell contributes to the most. The taste has to be in synergy, symbiosis and in-

terplay with the other senses to produce the best taste experience. As an example, if a 

bar of chocolate is very hard and tough to bite and it smells unpleasant, the perceived 

taste will be bad. In addition to these sense expressions, the name, presentation and set-

ting of a product will also effect the perceived quality. An intriguing name for instance has 

a positive effect on the taste experience unlike a boring and factual name. The different 

taste sense expressions are shown in Figure 5.   

 

 

Figure 5 Sense expression and the taste experience (Hulten & al., 2009). 

 

Taste is said to be the weakest of human senses, and when the food or beverage industry 

is not in question it is also the hardest sense to utilize in experiential marketing in a coher-

ent way. Using the taste sense in marketing is quite logical at e.g. restaurants, grocery 

stores and food fairs, but utilizing it to market new winter tires at a car part store can be 

challenging and unnecessary. Applying the new winter tires as an example, one might 

serve hamburgers at the marketing event, because hamburgers can be seen as road side 
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fast food and connected with driving, or one might serve something Christmas themed be-

cause the tires marketed are for the winter time. Whatever it is that is marketed, there 

must be an easy connectivity between the product and the taste experience. (Hulten & al., 

2009). 

 

The ultimate goal of sensory marketing is creating a holistic sensory experience that stim-

ulates al the five human senses, but in the context of small-budget experiential marketing, 

the goal is to utilize as many senses as possible in a holistic and unified way to maximize 

the effectiveness and produce positive emotional reactions. When sensory stimuli is uti-

lized tactically and in unison with the brand identity and values, the outcome can be very 

profitable. In addition to the content and script of an immersive and memorably consumer 

experience, as important is the structure of the marketing campaign and the planning of 

the process. This part of creating an experiential marketing campaign is introduced in the 

following subchapterchapter.  

 

2.5 Marketing plan content of the handbook 

An experiential marketing campaign is only one part of the larger scale marketing plan 

and strategy of a company, and it would act as the “place” and “promotion” sections of the 

4 P’s –marketing mix, the other two P’s standing for “product” and “price”.  (The Marketing 

Mix, 2017). The experiential marketing handbook does not cover the product or price sec-

tions, because these factors depend totally on the handbook’s user and the industry they 

are in. As stated before, there is no clear framework for experiential marketing. This is 

why the author of the thesis has transformed the known 4 P’s –marketing mix into a more 

suitable version for experiential marketing campaigns. 

 

According to Burk Wood (2011) a marketing plan should include the following sections:  

1. Research and analysis of current situation 
2. Understanding markets and customers 
3. Planning segmentation, targeting and positioning 
4. Planning direction, objectives and marketing support 
5. Developing marketing strategies and programs 
6. Plan metrics and implementation control 

 

The product of this thesis, the experiential marketing handbook, includes a custom made 

marketing mix, a process template and an action plan. These three tools are customized 

based on the 4 P’s and Burk Wood’s description of marketing plan content. The marketing 

plan guide in the handbook simplifies Burk Wood’s content, because the handbook is only 

meant to be used for short marketing campaigns and not a full on long-lasting marketing 
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strategy. Burk Wood’s marketing plan content is customized in the experiential marketing 

handbook as follows:  

 

1. Research and analysis of current situation 
2. Understanding markets and customers 

 

The steps 1 and 2 are customized in the handbook as “ideation and determining own 

goals”, which covers target group analysis, defining the brand image, values and mes-

sage, as well as ideation of the actual experiential marketing idea. The first half of the 

handbook, which explains to the reader what experiential marketing actually is and how it 

can be used, falls into this category as well, because it includes pre-marketing research.  

 

3. Planning segmentation, targeting and positioning 
4. Planning direction, objectives and marketing support 

 

Steps 3 and 4 are covered in the handbook by the three templates mentioned above. The 

marketing mix assists the handbook user to define what is marketed, to whom and why, 

as well as what the experiential marketing “wow” –factor is. It also asks the user where 

and how they are going to do the marketing, replacing the “promotion” and “place” on the 

original 4P’s marketing mix. The process template shows the handbook user what actions 

generally need to be taken before, during and after the marketing campaign and the ac-

tion plan describes the whole marketing campaign process from ideation to the execution 

of the physical experience to the measurement of success. The handbook explains to the 

reader the ways of social media utilization, which covers part of the positioning step. The 

handbook also explains the benefits of cooperation with other companies and the need for 

utilizing existing resources instead of requiring new ones. These sections are connected 

with Burk Wood’s marketing support –step. The detailed marketing mix, process template 

and action plan can be found in Appendices as Appendix 1. 

 

5. Developing marketing strategies and programs 
6. Planning metrics and implementation control 

 

The last two steps of Burk Wood’s content list are mentioned in the handbook’s custom-

ized marketing mix as ‘’So…’’ to imply the question “So… how did you succeed?’’. This 

part of the marketing mix covers both, the evaluation of the marketing process and devel-

opment for future campaigns, as well as the measurement of success of the marketing 

campaign. The measurement of the success of experiential marketing is not easy, be-

cause there is no immediate data or profit, thus the handbook concentrates on ways to 

measure the gained visibility rather than monetary profit. The following image describes 
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the customization of the different steps of Burk Wood’s marketing plan content into the 

context of the experiential marketing campaign plan.  

 

 

Figure 6 The structure of the handbook's marketing plan content 
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3 Creating the experiential marketing handbook 

This chapter goes into the process of making the product of this thesis, the experiential 

marketing handbook. It covers the background of the project and a detailed project plan 

and timeline. It also explains the objectives and purpose of the product as well as the risks 

and limitations of the project. Lastly an evaluation of the process and product is presented 

from the point of view of the author.  

 

3.1 Background of the project 

The interested in experiential marketing and the world of experiences awoke in the author 

quite late in her studies through a set of experience based courses. To advance her learn-

ing on the subject she chose her thesis topic accordingly, even though the original topic of 

her thesis was not related to experience marketing or management. The idea of a market-

ing handbook came from the author’s thesis supervisor, but the delimitation to small busi-

nesses as the handbook users generated from the author’s own employment in a small 

business. Also during the research phase of the process it came to the author’s attention 

that most of the existing literature was concentrated on larger brands and most of the suc-

cessful examples found through the internet we’re done by large well-known companies.  

 

The thesis process was originally planned to be finished in May 2017, but after doing her 

advanced work placement in the industry during the summer and autumn of 2016, the au-

thor was hired to the work placement company and shortly after promoted to general man-

ager, which in turn took time away from her studies and delayed the whole thesis process. 

Therefore the whole thesis process from literature research to submission was completed 

in five weeks during the autumn of 2017. The five week process is broken down and ex-

plained in the following subchapter.  

 

3.2 Project plan 

Because of the timeframe of only five weeks, the author made a structured and precise 

project plan to ensure the completion of the thesis in time. The aim was to finish one 

chapter per week and work on the thesis product throughout the whole timeframe. The au-

thor stuck to the made timeline quite well and succeeded in finishing the thesis by the 

deadline. The following table illustrates the structure of the five week project plan.  
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Table 1 The project plan/timetable 

TIME TOPIC CONTENT 

5/16-10/16 Choosing topic Changing topic 3-4 times before final topic 

10/16-10/17 Delimitation, topic 

research 

Work life interference 

23.-29.10.17 Kick start week Week off work to concentrate on getting started; 

finding suitable sources, making thesis struc-

ture, starting to produce text 

30.10.-5.11.17 Introduction and 

final delimitation 

Finishing introduction, doing research and final 

topic delimitation; 

e.g. originally start-ups = small businesses 

6.-12.11.17 Theory & product Writing theory and product 

13.-19.11.17 Theory & product Finishing theory and product 

20.-26.11.17 Creating product 

& discussion 

Writing the missing chapters, thesis presenta-

tion, final finishing touches 

5.12.2017 Finished Thesis submitted to Theseus and registering for 

graduation  

18.12.2017 Graduation Graduation seminar at Haaga-Helia 

 

The first two rows explain the early part of the process that started in 2016, the following 

five rows break down the five week timeframe for actually writing the thesis and the last 

two mark the submission of the finalized thesis and the graduation date. During the first 

week of writing the author took a week off from work to be able to fully concentrate on her 

thesis. This aided her in getting to the right state of mind and getting the process started. 

The following week consisted of writing the introduction, finalizing the delimitation and 

continuing the literature research. During the next two weeks the author concentrated on 

the theory and the product and finalized them. Lastly she wrote the chapters on the pro-

cess and the discussion, presented her thesis and finalized the whole paper.  

 

3.3 Purpose and objectives of handbook 

The purpose of the product of this thesis, the small-budget experiential marketing cam-

paign handbook, is to exist as one lone entity that small business owners can use to exe-

cute successful experiential marketing campaigns, without having to gather information 

from multiple different sources and possibly having to pay for the expertise of others. The 

objective of the handbook is to educate the reader on experiential marketing and it’s differ-

ent characteristics, explain why the use of experiential marketing is so important in the 
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modern society, inspire to be creative and innovative, and finally to guide the reader 

through the whole process of creating and executing an experiential marketing campaign. 

 

The handbook is created by using three different points of view; experiential marketing, 

the limitations of small businesses and creating a marketing plan. Some of the steps in the 

handbook are only related to the making of a marketing plan, some are only related to ex-

periential marketing and it’s characteristics and some are only related to reducing costs. 

By combining these three aspects, the handbook strives to fulfil its purpose.  

 

3.4 Limitations and risks  

The tight schedule of the thesis process was definitely a limitation, which effected the 

depth of the explained theoretical concepts and the quality of the end product. The short 

timeframe effected the quality of the author’s thesis as well as the quality of her work as a 

general manager. The narrow research methods used also limited the thesis itself and 

made it subjective. Even though all stated facts in the thesis are referenced, the author’s 

opinions and objectives are vaguely present.  

 

The delimitation of small businesses as the users for the handbook gave the thesis its 

main point of view, but because the handbook is not specifically made for any field e.g. 

tourism, food & beverage or hospitality it is quite general and possibly not specific enough 

for all industries. In this case, the handbook would not fulfil its purpose as a sole source of 

guidance for an experiential marketing campaign. 

 

Because the thesis is not produced for a commissioning company, nor is it evaluated by 

any third party except the thesis evaluators, no data has been collected for the thesis of 

the handbook’s actual usability and relevance. The author solely trusts in her own judge-

ment and the support of her thesis supervisor on the quality of the product. The author 

has also compared the handbook to similar existing products and believes that it is of 

good quality and contains enough detailed information for the user of the handbook to 

manage executing an experiential marketing campaign.  
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4 Discussion  

4.1 The thesis process 

Because of the diveristy of experiential marketing and the lack of a universal experiential 

marketing framework, putting together the small-budget experiential marketing handbook, 

in such a limited time, forced the author to a lot of topic elimination and simplifying of 

subjects. Unfortunately, in the author’s opinion, the handbook only scrapes the top of the 

ice berg of small-budget experiential marketing planning, but is a good base for future 

research and similar products. The author sees the handbook as a simple entity that 

covers the most critical steps of making a marketing plan and specifically an experimential 

marketing campaign.  

 

The author regrets the delay of making her thesis, beucase she would have prefered to 

work longer and dig deaper into the experiential marketing world in order to make a more 

detailed and specific product and literature review. Time management is not one of the 

authors strongest attributes, but working under pressure is, which made the whole month 

long process posible. Her great interest in the subject and desire to produce a useful and 

relevant product helped her to use the time she had for the process wisely and to do as 

wide a topic research as possible.  

 

In addition to her own interest in the subject, what helped the author to finishing the thesis 

process was the enthusiasm and useful guidence of her thesis supervisor. The supervisor 

was a great help in choosing the right topic for the author and getting the process started. 

She was also very patient during the author’s year of working and was very receiving and 

supportive when the author finally started her prompt thesis process. 

 

4.2 Learning outcomes 

The main focus of the author’s degree program is tourism management, and because of 

this she discovered the experience specific subjects very late in her studies. Through her 

studies of experience creation and experiential marketing, the author grew more inter-

ested in the subject and that is why she chose experiential marketing as the base of her 

thesis. Writing about this specific topic gave her the chance to continue her studies on the 

topic of experiences individually. Unfortunately as stated before, she did not have a lot of 

time to internalize everything about experiential marketing that she needed in order to pro-

duce the best possible product, thus she is keen on continuing her learning even after the 

thesis process. 
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One of the steps that the author stresses in her handbook is the ideation process and us-

ing enough time on it. In controversy to her own guidance, and due to the circumstances, 

the author did not use or have enough time to do a detailed and thorough enough re-

search on her topic beforehand and the writing and researching processes overlapped for 

most of the duration of the process. The modernity of the thesis topic made the research 

difficult as well, because there are only a limited amount of scientific sources about experi-

ential marketing and to many of them the author did not have access to. This is why she 

relied a bit too much on articles and blog posts about the different aspects of experiential 

marketing and had too little sources per topic.  

 

As conclusion, the author is very happy of her topic decision and is pleased with the end 

product, taking the timeframe and her pressing work into consideration. She sees that the 

learned knowledge through this process will be very useful for her in the future – work and 

study wise. She is keen on taking the theory that she has gained into practice through her 

current employer and to test out her thesis product. The thesis process has also given her 

insight on which field of business she wants to work in and perhaps motivation to further 

educate herself.  
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Appendices 

Appendix 1. Handbook for small-budget experiential marketing campaigns 
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