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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.



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 Alook 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



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-



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



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) (Yrittjat, 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 (Yrittajat, 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.



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-20" 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.



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.



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/

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).



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 commaodities 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 commaodities 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 memaories 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. Itis
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).

THE TOUCH SENSE

Material Temperature Form and
and surface and weight steadyness

TOUCH EXPERIENCE

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.

THE SOUND SENSE

Atmosphere,
theme and
advertency

Sound brand and
signature sound

lingle, voice and
music

SOUND EXPERIENCE

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 emational 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
memoaries 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.

THE TASTE SENSE

Knowledge,
delight and
lifestyle

Interplay,
symbiosis and
synergy

MName,
presentation and
setting

TASTE EXPERIENCE

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:

Research and analysis of current situation
Understanding markets and customers

Planning segmentation, targeting and positioning
Planning direction, objectives and marketing support
Developing marketing strategies and programs

Plan metrics and implementation control

oubkwnE

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.
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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 | Work life interference
research
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 | Finishing introduction, doing research and final
final delimitation | 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 | Writing the missing chapters, thesis presenta-
& discussion 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.

23



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

w

HANBOOK

FOR SMALL-BUDGET EXPERIENTIAL
MARKETING CAMPAIGNS

Bachelor's Thesis = Aino Junttila
Haaga-Helia — Degree program in Hotel, Restaurant and Tourism Management

— N
INTRODUCTION

This is a step by step guide of how your business can achieve profitable and effective
experiential marketing with a minimal budget.

It takes into consideration the limitations of small businesses and specifically gives
instructions for ways to achieve successful experiential marketing with limited
resources, such as money, staff, knowhow and time.

This handbook will guide you to the world of experiential marketing and help your
business create meaningful customer experiences and raise brand awareness.
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WHAT IS EXPERIENTIAL
MARKETING?

Experiential marketing is simply put, marketing products and senvices through immersive
meaningful custormer experiences. The aim is o create a deep bond between the consumer and
the brand and thus generate long-lasting and profitable customer relationships as well as visibility
and brand recogmnition,

Consumers are blasted daily with thousands of different advertisements and commercials, which
they can easily block, skip or mute, Expenence marketing works around this problem by using two
way communication and creating an experience with the tonsumer, unlike traditional marketing
which aims to only talk af the consumer.

The aim is to evoke deep emotional reactions by appealing to the human senses and through this
creating meaningful experiences and memores.

Experiential marketing splits into two parts; the physical experience and the social media )
amplification, Only a handful of people get to actually experience the physical marketing campaign,
but the whole world will see it through social media.

Experiential marketing is a mixture of different marketing types, such as guerilla marketing, social
media marketing and sensory marketing. The charactenstics from each marketing type are
explained on the following page...
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WHY SHOULD YOU USE
EXPERIENTIAL MARKETING?

Like said l:gef?re. Leaching éhe mc:-riljem /’ Y
consumer is tough now-a-days an ) ) -
companies heed more and more eye catching What you can achieve with experiential

and personalized ways to communicate with marketing:

consumers.

Experiential marketing is a tool that can + Reaching new customer groups

create meaningful bonds between consumers |« Creating long lasting and loyal customer
and your brand, thus generating long lasting relationships

and profitable customer relationships.

Itis a very modern and striking way of
marketing that can quite easily be done with a
small budget. It is also versatile, so the
possibilities and options are never ending
and only depend on you creativity! b

Visibility and brand awareness
Differentiation from competitors
Launching new product or service
Launching new company
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SENSORY PERCEPTION AND IT'S
IMPORTANCE IN CREATING
EXPERIENCES

To enable deep emotional reactions in consumers, the experiential marketing has to agrpeal to
as many of the five human senses as possible. By manipulating how the cuslomers perceive
our products or services through smell, taste, touch, sight and eanﬂg,wec nlnﬂHeEpe thejr
g o?ttclgﬁellell ?ﬁgtlcns.mmones the experience and through this, their purchase habits and

All used sensory triﬁger_s should be in line with the company's core values and convey the
same message. |f the different sensory stimuli are in collision with each other, the coriveyed
message is mixed and is less likely tomake a permanent impression in the consumer's
mermary.

The most commonly evoked senses in experiential marketing are sight, touch and hearing, but
smell and tasle are a bit harder to manipulate, unless your companyis in the food and

b eraﬂe industry. The five ?m}ses ernd their use will be explained in the following paggs. af}er
ich there are examples of a few already existing experiential marketing campaigns by wel|
known brands, and explanations of what senses are triggered and how.

|
BT v

-

- ) Sightis the sense people most trust and which gives us our first
{/ \ im%ressions. ?He sig _t%enae?s amplﬁﬂed by thegotherfour )
senses, sowhen des@mng an experience you should start with
@ sight and build around'it.
L] L ]
s e, , o )
[ ) -> The product packaging with its design and style; the colors,
LI lighting and theme of the interior and exterior seérvice Iandacage;
. and the graphics used such as the company logo and all digital
. contenton e.g. ﬁ]wal adlahall contribute to the sight
experience, As the sight js the most used and mosteasily |
) ) _ manipulated sense, it 1s important that all aspects contnbuting to
Different sight triggers that the sense experience are coherent and are in line with the
can be manipulated are: brands image and values so that consumers can easily relate
e - what they see to your brand,
Design, packaging & style - e ) i
-Color, light & theme i:; Foran et;?(en,eltmal mark?tlng t?{am;t)mgn, I{Ihe,most relle'-.rﬁtnt
; : - riggers fo take into account are the atmaospheric ones; hghting,
-Graphics, exterior & intericr degs%n. themes and colors, extenor and?n enor sew?ce gnting
landscape. Everything visual that is in the virtual part of the

campaign has to be taken into consideration as well.
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=, Touch is the enforcer of sight, so people better understand what
% they see when they are able to'also touch it. When something is
touchable, it is more real and it leaves a more lasting impression.
Through different textures_ people get different conceptions of your
brand quality and personality and e.q. different kinds of matenals
make people feel different emotions] wood is often sensed as warnm
and homey, when on the other hand metals are seen as cold and
“ g unwelcoming.
[ ]

-> The touch sense gives people a lot of different insight, usually
requiring skin contact. With touch consumers can evaluate the

i ) material and surface of your product or service landscape. They
Different touch triggers that can also assess e.g. thé temperature of the atmosphere and the

. i weight of the markéted product. They can also perceve the
e be_ manipulated are: steadiness and form of the product or service landscape; e.g. if the
-Material & surface packaging of a product seems unsteady it can be perceived as
-Temperature & weight cheap.
-Form & steadiness -= When planning an experiential marketing campaign, remember

to e!rrl attention 1o every point of touch - the more people touch the

-

/ \ Sound can be used to trigger emotional reactions as well as deliver rational
messages.
. .: -= The jingle is a catchy and memorable short piece sound sequence which is
) ~Oo usually accompanied by a short lyrics, e.g. the well known MeDonald's theme
.® Jingle “.__I'm loving it!". The sound brand Is a sound that a brand has legally
| acquired and other companies are restricted from using, e.9. the Hemglass

ice-creamtruck sound used in the Mordic countries. A signature sound is a
sound that is consistently used in connection with the brand but it is not

Different sound triggers that legally protected.

can be manipulated ara: -= For a marketing campaign, the most relevant are volce and music when

-Jingle, voice & music designing the aimosphere and theme. Differentvoices make people feel

-Atmosphere, theme & differenfly, so e.g. the customer service voice and voiceover on a promo video
dverte ! have 1o be thought out carefully. If you for example make a pre promotional

2 M video, the voiceovershould be traller’ ~type to build anticipation. Music is

-Sound brand & sound also an important emotional tool: it should be suitable for the right target

signature /' audience, You probably wouldn't play heavy metal at an old-folks-home? If

" the consumers like the music, the maore likely you are to leave a lasting
impression and lengthen their stay.

o -
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B \\ Smell is the sense n'u:rst linked to emotions, smells help people remember
s r:lﬁc ax] l?ﬁmcesa emotions and in retum trﬁi‘-' lls remi Héam
t | f cemotions. Unfortunately successiul man LIE on of t
II experience is dlﬁ' curt if small is not one of the natur characteristics
| o your pﬁ'ﬂ uct or se
‘:\.r:’
-' o. -' - Th»e[:1 Srtrrsﬂf a{rl‘llﬂe tm-cluct has to be cfc*h ruen easlly related m% the i
e @ u e intensi 15 also imi eq.i
. ‘ ﬁnn g a 5mgl TUI‘&W%I‘I‘EH ::,l_snzmhﬁbn stnre the smel sﬁgqﬂtﬂ g
instead of masculine S
Different smell triggers that e less intense (1o not ann anﬁ gﬂstur{ri lshe expe rﬁleme) than
can be manipulated are: el of fresh bread ata bake! whe the smell | s |nte d to be inviting
an encnura et nes retu ur mels can glecltu createa
-Product, congruency, ca & tﬂthe ser\rlceland r:ape the plﬂduc or
intensity & sex Service. The scent brand ang sl%namre scent are the same as with sound,
but the scent is more difficult to

-Atmosphere, theme &

dverte | -=The vaa iest factor to te is theme and atmos heq«a So for

adaverency exam Ie nu are ma ﬁ nrish cotta elrfa:lel o kit want o use
i S | e feel 0 |nms nature

\ “EEI e B T / mende rLg I?gx erlence It Ig nant for the sold

* scent product’se and the smell to be cﬂ-hare

-

the hardest I b dustry),
/ N e B et rlf’ et ol ihe-eamples. .ﬁB‘mﬂ e T s Pl 3 r”
| Y t.ombnal m wa SEnss, be-r.ause pecple spectabons aceo
u what they see, feel, smell and hear Fel‘ore they get to the actual tasting and percenre
the taste accnrchg 1o thedr assumplions
‘ I ’ - The interplay, symb.nsls and synergy refer to all the five sensas working together
and cre. afﬁ1 ater result ﬂaanl ﬂ-emmid alone and the taste e:tps[-ner-ce relies on
.- s .l. the suma ceﬁ eei characteristics narme anr.l sl:.-le of grfse:;tmal e and seﬂng
. g 0 eaclm rﬁerue?‘tasle is also 5|lwe K cniv eugﬁmlﬁgsﬁe go
n u:laeper In e expecmu taste ex enr.a kn ng
. . Iw? tanc wine and cheese prodyces &
Different smell triggers that cenaln en Iaste experience w emance the actua tas 3 exp-enence
can be manipulatedare: an ;ﬁllﬁ?‘tﬂﬁa‘g SIﬂl'ilga?ene hs”i%r‘hgfﬁélhlmlﬁ ; ant 1o ma
-Interplay, symbiosis & ng,into create pleasurable te experiences In wes and
synergy tmnorl reating a taste experience for something that isn't
-Mame, presentation & setting 21%.%1 nE E',.,,,-a ﬂ.ee{ jl% Hlat it jwdclln g Medem ﬁm_ wllng
-Knowledge, delight & lifestyle | arjanc i’}m [Ew berries nm the st slageraxpedeme :
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ADIDAS - JUMPWITH D ROSE

SIGHT: Simplicity of D Rose Jumip Store interior mphﬂsizas\

the sneakers, large braond wisibiity in exterior atmosphere.
Derrick Rosa, Amercan basketball player. as “main
attraction”,

| TOUCH: Consumers gef fo touch ond shake hands with [
Riose. The whole experience B about an unfamiiar physical
challenge for the youth of Hockney, London and sxceling
onesslf o gat a free par of sneakers.

-

EXAMPLES OF SENSORY PERCEPTION
IN EXPERIENTIAL MARKETING

GOOGLE IMPACT CHALLENGE - BAY AREA
SHGHT: The voting-posters—Google brand wvisible in posters,

website and staff, othar consumers using postars to vote,
Google staff ot some of the busier poster spots.

TOUCH: Woting by simply touching poster encourages
pecple to vote with its unexpectedness ond eosiness,
HEARING: Google staff educating the woters |unclaar from
wideo| perhaps on the woted topics or the use of the

HEARING: Linclear from video, but con be assumed that
sounds heard were cheering from outside crowd,
encourcgement from D Rose and other staff, suitable
music for tanget group.

SMELL: Smell strategy is unclear from video, but con be
assumed that the smell of sweat and fresh sneakersfrobber

wis present,
TASTE: -

-='"With an onine fim. posters, business cards and zemn
media budget, we eamed over2 millen pounds of free
| media ond hif £ millen peopgle in 10 doys.” -TBWA/London | \

~ . URuhttpy freadonden.comiprojact) d-ross-pump-store)’. . Mo

TNT - PUSHTO ADD DRAMA

ﬂﬁlﬂ: The most tiggered sense;

creates a bve action filed taste of
what to see on telewvision. TMT
clearly viskle in the end on the
banmer for al spectatorns.

TOUCH: The excitement of getting
to touch the button and making all
of the draoma happen. Othersise
touch senss kn't used,

HEARING: Infensity of expenence &
amplfisd by dramatic commotian,
like ambulance socund and
gunshots.

SMELL: Smed strategy b unclear from
video, but con be asumed that the
smell of smoke was present.

TASTE -

-=5ight and hearing are most
triggered, because these are maost
relervant senses to the TMT brand.

SMELL: -
TASTE: -

woting-posters. Voters communicating with each other
aboutlecal Bsues.

-=Expearential methods used as away to encourage
wioting on kecal Bsues insteod of product markefing:
wighlity for Google about being innovative and activein
the commmumnity.

URLFittps:/ farwyouiubs.com fwatchidv=lPafMuGKITA /

TAFFOS - BAGGAGE CLAIM
ROULETTE

SHGHT: Brand i viswaly wery present
with 'Tappos' mentioned on
everything from staff shirts to prze
tems. The roulette baggoge belt
created anficipation and
excitermnent in consumers.
TOUCH: Triggered through the
different prize ifems.
HEARING: The sventhast uses o
‘game shiow' —shyle voice to create
excited atmosphere and buid
anticipation.
SMELL: -
TASTE: -

-=Greatexample of coming up with
an innowvatve and uvnexpectad
sclution to an existing prokdem, that
kb coherentwith the brand image.

I

-

COKEIERD - Unlock the 007 in you \
SIGHT: Brond itself & prasentin beginning !
and end of expenence. lght b

TOUCH: T start the whole expenance the
consumer has to use the touchscreen soda
machine. ako fouching the product itself:

lee cold coke 2ero, and all the obstackes on
the wiay to the finkhing point

HEARING: The Jomes Bond themes song B
highty present throughout the whole
expanence presented inways that are
compatiole with the kecation of the
experance,

SMELL: Srmedl strategy is unclear from video,

but can be asumed that the smel of coke
zaro, citrus, dog and flowers were present.
TASTE: Tasting the refreshing product dght
befors jumping into the given chalengs

and finishing the experence with if,

-=All senses were triggered either factically
or uninfenticnaly in o synerglc way,
Because of the Bond-tbrand's high wiibiity,
expetencers can forget wha the real
expanence providersas.

\ .- =T /
'\ URLhitps: youtube.com/wotchive URLAH s fwa youtue.com eatohiv=TuoOknT .

/ URL‘J"ﬂ1p5:I,'mw.vau1l..b9W11!\-m1m$v=/
. Nean Yiarwkfeotum=ymoutubs - Jxqosi oMY @0
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A GUIDE TO THE GUIDE

Mow that you have a clear view of what experiential marketing is, why you should
definitely utilize it as a marketing tool and what can be achieved by it, you can
continue on to the actual step-by-step experiential marketing guide.

Before hopping straight into action, read the whole guide through so you have a clear
view of everything that will happen and everything that is needed. Make a realistic
timeline for your marketing campaign and use the check list on the last page, to stay
on track of the process and to make sure that all steps are taken in order and nothing

is skipped. =
S

-\

-

STEP 1 — MAKING A MARKETING
PLAN

A successful experiential marketing campaign needs more then a great idea, it needs
a solid plan and structure. The more detailed and clear the marketing plan is, the
easier and more structured the actual process will be.

The following templates give dyou guidance to what you need to consider when
making a marketing plan, and how you should structure the process, from the point of
ideation to finally the measuring of success,

The templates include a Marketing Mix, which will guide you to define the script of
rour marketing campaign; what you are marketing, whf,r, to whom, where, how and
astly how did you succeed. Second, there is a simple layout of the actual process;
what happens before, during and after the marketing campaign. There is also a
template for an action plan to guide you through the whole marketing campaign
process that starts with ideation and ends with the evaluation of the marketing
process.
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MARKETING MIX
d 4 { Y2 Y W
WHAT? WHO? WHY? wow
IDEA“ON i Product or senvice? \ Target group? Main objective? ‘ The core
Old of new? Existing customer base? What do you wantto experiential
\ | | Polentialnew customers? | | achieve? ] idea?
*fﬁ\ / PE— — — ™
WHERE? HOW?
ACTION ’ Where is the physical experience going fo What methods used and actions taken?
take place? What kind of service landscape? Needed resources?
] \ What social media channels are used? \ Content of the markelting?
ma o £ S o N
$0..2
FOLLOW
How did it go and what will you do differently next time?
UP Was it successful and did you achieve your goals?
\ Expenses vs. income?

. ) Vil = ) /e N
Detailed and clear Pre-campaign
BEFORE | Ideation process action plan & promoional P
preparation actions actions B
\ J \ (o}
. \ J c
E
i e - s
- o N £
| Waioireaim sxpereniol Physicalrealm experiential 3
markefing actions = marketing actions = E
DURING | a3 octionly Sk plore oa your All activity taking place during the 5
SM and other digital channels physical experience and face-fo- A
{ J ‘ face campaign L
- 4 “~ v
A
' - N :
Measuring success and o
AFTER . evaluating the whole process for Posi-cump:cmomoﬁonul N
future improvements ‘
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ACTION PLAN
I
~  — - Ideation and

o [ Virtual realm: delimiting final
o idea
c ) 1 § !
hu' [ SM compaigns and Fhysical realm:

compelitions fo raise : ' B
5 awargness and hype E Selling
: ) 5=
A Shoofing the whole sta fhe marketin Making detailed o
H ‘ physical experlence + % eg:r?en::}m;m-g | scheduls | | expectedprofi |
e live leed? | foce communication, | I l
P ) I ) promotion, pessible | " Makingscripttor | [ )
r Using experience specilic discount campaign... physical Lt
B # to encourage sharing \ J experience and SM
o \ l. d - ‘ content )
c . ) Dividing tasks
s [ Post-prome: sharing | [ Collecting customer data Acquiring %, and
: | compaignvideoon SM — - : FESOUFCEes: responsibilities

' Followhg ol VEMUE, props,
Qe i , ical
Following media new customers through m.m.?i:;’ ° L—l
caverage, lallewing discount compaign, material, permits,
shares thraugh # evaluationof process | ' gufsourced staff... | -

-

-

STEP 2 — IDEATION AND
DETERMINING OWN GOALS

The core of your marketing idea should evolve around two factors,
1. ¥our brand values, image and message
2. Your target audience

-> Whatever the purpose of your marketing is, we're it a new product launch or building
stronger customer relationships, the marketing message should always be in line with your
brand's core values and purpose.

-> Secondly, you should always think first about who you are Imark@tin?ato and start building
the idea from that target group’s point of view. Take into consideration factors such as age,
sex, cultural background, lifestyle and e.g. shopping habits.

Ideation is the most important part of the whole marketing process, with a great core idea you
can get far! So take your time, involve the whole team and do not settle for the first thing that

p;@s into your head. In the following pages you will find guidance to a great idea and a list of

difterent types of ideation methods, that you can try out!
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[ What's your product/service and

what are it's main atfributes?

lr Who are you marketing to, main

targel group?

What are your core brand values
and your brandimage?

P
| on first idea.

‘ Think and think ugoin don't seﬂle

]
] WHATTO
]
)

\, Involve the whole feam and take ]

your fime.

" A greatidea is the core of
Sttt oo

/7 SXTHINKNGHATS
The six different colored
thinking hats represent six
different points of viewinan
ideation session, Everyonein
the ldeatien team should
act as one of the points of
wigwwhie ideating.

BLUE: manager, kesps
averyone else on the subject
and goal

WHITE: factual. only thinks
about facts, Leing sxiting
infarmation

BLACK: pessimist, thinks
reaisticaly, points out
difficulties and faults
YELLOW: cplimist, thinks
reqlsticaly, points out
potential and benefits
GREEN: creative, outside the
bioe thinking, all is possible

RED: emotional, thinkswith
l\\feelinrgs and gut reactions ’/'

P ™

WHOM?

i IDEATION

J

i1 |

YES AND. ..
Diviche: into poirs ar smdal
groups ond starf from o
simple core ldeao like
‘marketing chocolate to the
elderdy’. One starts witha
statement ke 'the elderdy
could get thelr pension in
chocolate' and the next one
weould say 'YES, AMD thame
would be a special
choecolate stafion where
they could get that
chocoate pendon’ and the
next one would say "YES.
AMD they could also hawve
chocolate credif...’ - Inths
method you take o simple
idea and start bulding on
top of it; neversaying MO or
BUT! Evenif the end result
sownds impossble, witha
lite: talaring evenimpossible
Ideqs can e
implemantable.

-=Chocokate shop store

\c:fedrr systern for the eldeﬂ}-ﬂ /

T

GETTING
INSPIRED

<

GUIDE TO A GREAT IDEA

[r Go out ondseelhewodd read
customor hodbock..

}( Waich videos of expeﬂenﬁol ]
J

\’ Peak at your marketing history,
what was besi?

DEFINING
OBJECTIVE

Finding new customers or building
strongor customer nlcllomh!ps?

visiblliy fornew company?

[
l' Launching new product aj
(

Differentiation from competitors or
enhancing brand awareness?

AND WHATT

This & o great methoed if
you'restuckin a creative
rut. Take your productS
service AND odd
something o it eq.
‘Chocolate AMD books,
chocolate AMD the
beach..." Frst maoke along
list of these couples and
thenstart elaborating on
the ideas, like how
chocolate and books
could be connected and
made inte o marketing
strategy, This can help you
come upwith totaly new:
perspectives onyour
product/service and the
way it conbe wsed or

b marketed,
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B IDEATION METHODS

“‘\\

ra FOSLITs
Brainstarming is one of the
st commcn ideation
methods, andit con be
done out loud or e.g. Lsing
post-its. Bwaryone writes
down os mony keos as they
<an come up with on
separate post-t notes in the
given time frome. Afterecards
the whole group goes
thirough ol the ideas and
filters cut 273 of the keast
populor ideqs, When re-
sxamining the 1/31eft, the
orginal idec-creator can
slaborate onther ea and
the team con dicus and
choose the best ones that
wil be token forward. This 5 a
good methodif the team is

|\ shy about ther ideas and J

¢ S Ihoughts.




STEP 3 — USING EXISTING
RESOURCES

Before your ideation fakes you to the meon, take info 4 ™ f A
consideration what are your existing rescurces and how

can you maximize the use of existing resources instead WHAT DO IDEA!
of thinking about what non-existing rescurces you woulkd YOU HA.UE?

need or want,

Things to consider (among other field specific factors) are - - '_
a realistic and minimal budget, existing employee’s and -
their input possibilities, existing props, tools and physical (’f
spaces, the potential of non-paid social media marketing
as wel as netwaorks and connections that can be utilized

with e.g. frade of goods or services

=

WHAT NEW IS
NEEDED?

Make a list of all existing resources and cooperation
possibilities that you can think of, and based on that list A‘I-TERNATIVE
start exploring different possibilities of execution. This ME]'HDDS?

way, you can Iry o work with what you have and
minimalize the need for new resources. If new rescurces
are required for the final idea, try to still come up with
alternative ways of execution, and only acquire the
obligatory needed resources

FINAL LIST OF
NEW NEEDED
L RESOURCES )

- N
STEP 4 — COOPERATING WITH
OTHER COMPANIES

A budget-friendly way to get more visibility and the possibility to amplify the scale of you
experiential marketing campaign is through cooperation. Teaming up with another company or
companies will give you the chance to market to a larger audience and use more marketing
channels. As a small business, the ideal situation would be having a larger and better known
company as a partner, because of the brand recognition and existing customer base. A few
important factors to consider in cooperation are,

+ The cooperating companies’values and images should match your own
« Making sure everyone benefits equally from the cooperation
+ Making sure everyone gets a fair amount of visibility according to resource input

« Communication is transparent and clear from the start o finish to minimize
misunderstandings and conflict situations

+ Aclear leading company and a signed cooperation agreement
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STEP 5 — SOCIAL MEDIA AS AN

AMPLIFICATION CHANNEL

In experiential marketing only a handful of people get to actually experience the
marketing, but what is as important as the physical experience is to make these
people share their experience to their peers. It is also common and highly useful to
document the campaign and sharing it on your social media channels to achieve
global visibility. The best and most successful experiential campaigns take place in
the physical and virtual realms.

Social media is the marketing channel of the modem economy. It can be utilized in
numerous different ways, from campaigns and competitions to introducing your
company and product/service to the consumers in a highly personal way. Modern
consumers highly value the opinions of their friends and family, and an aim of
experiential marketing is to maximize the word-of-mouth spreading of the consumers’
experiences.

F/_DOCLIHENI'A'I'IOH'DFTHE PH‘I’SICAL-\‘I r/f CREATING HYPE AROUND THE ht I/,—

EXPERIENCE AND SHARING IT ON 5M
Onbya smal part of the gained
wiibiity from an experiential
markating campoign kb theoughthe
physicol expenence ifself. The way the
weorld wil hear about your compaign
is through a good gualty marketing
wvideomads of the physical
experience. The video can be froller-
typewith suitable foreground music
and short clips of the expedance,
movie-typewhers the vieweris one
with the octual experiencer and the
reil sound experence is ako present,
o decumentary-type whers the stary
of the making of the experence &
shown. Al 3 bypes are presented in
the experential marketing exomples.
Mothingis stopping you from ufilzing
W al 3 types for different purposes.,

PHYSICAL EXPERIENCETHROUGH 5M
CAMPAIGHS AND COMPETITIONS

Becouse onby o handful of pecple wil
actualy experence the experential
markaeting and fo moke sure that of
least that handful actualy show up. it
is important to share the experence
abko to the vidbualrealm. To buid
arficipation you con have Sk
competitons and promoete the
physical expenence tomazximize the
amount of consumers that get to be a
part of the physical expersnce. Live
stresaming of the events ako quite
commen, especialy with a WOLIMCET
target group. Keeping the hype alive
afterwardsis important as wel and
can be done with a.g. the official
video matenal decumentation-type

\ throwkack posts and competiions, /
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WAYS TO UTILIZE SOCIAL MEDIA

CONSUMERS SHARING THEIR
EXFERIEMCESIN 5M

Werd-of-mauth is an extremesly
important marketing ool in on
experiential marketing campaign. Put
affortinte encouraging consumers to
share their expenences by ' share and
win' -type caompalgns, simply using
the expenrence campaign specific
hashtag and having it wisible, and just
teling therm to tal their friends and
fornily during the shysicol experence
|ossuming thek expersnce wos
ositive), People frust thelr close ones,
=0 turning the consumers into "brand-
adwvooaotes' s an extramely useful ond
cheop woy tospread the word
Trust in the power of the grapesine!




— <
STEP 6 — MEASURING SUCCESS

Measuring success of the experiential marketing campaign can be difficult, since there are no
immediate results, In terms of income it can be impossible to get accurate data on how
profitable it actually was, but the amount of visibility gained can be easily followed. Here are
some tools to measure the success of the campaign,

+ Using the campaign specific hashtag (e.g. #googleimpactchallenge) in all social media
channels to follow how far the hype reaches

+ Using analytical social media apps to follow the amount of new page likes, post shares and
the amount of people who view and click your posts

+ Having a discount campaign with a specific discount code to follow how many of the people
from the physical experience actually come and buy your products or services

* Using media monitoring tools (e.g. Mention) where you can define search words and get real
time data of all the media channels that you have been mentioned in

— <
SUMMARY CHECK LIST
Ll . __________| /]

1. Take fimein ideation, get insplired and don't settle for anything average.
2. Consideryour existing rescurces and delimit your idsa accordingly.

3. Start building around the marketing idea and maximize the use of sensory friggers,
but considereach sensory experience carafully.

4, Considerall the aspects of the marketing mix fo have a clear objective and strategy.
Make a detdlled action plan, and deon't forget to documentthe whole process.

6. Findsuitable cooperation companies, acquire needed resources, start pre-
promotion...

7. Prepare everything for physical and virtual experences.

Stage physical experienticl campaign and amplify it throeugh social media.
¥. Share prormotion video of the physical experiential marketing campaign.
10. Measuresuccess and evaluate the process,
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