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WHY THIS  
BOOK WAS  

WRITTEN



In the same way “digital” blossomed when it came to encompass  
all marketing involving technology, rather than just banner adverts and 

e-newsletters, experiential needs a broader, more holistic treatment to reveal 
its full potential.

That’s what this guide is about.

You’ll learn how experiential really works, where it can fit into your 
marketing strategy, and how to use it to produce innovative and  

effective campaigns.

It’s time to clear things up.

Experiential is a discipline with few experts.

It’s hard to define, blurring with other approaches, and evolving  
in unpredictable ways outside of the influence of agencies who  

seek to quantify it.

We are seeing recognisably “experiential” ideas becoming more prevalent and 
influential. They appear at every point along the marketing spectrum, from 

service development, to hard working direct marketing, to global advertising.  

However, the term is often used only for a handful of executions and 
scenarios that merely scratch the surface of its versatility and application  

as a communications tool.

It’s this tension between the experiential we see and the experiential we talk 
about that has created confusion and inconsistency around the discipline - 

for both agencies and brands.
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EXPLORING  
THE 

THEORY
Understanding the why and how of experiential today.
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Cultural context
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Society’s relationship with media is constantly evolving.  
Just when brands and agencies have adapted themselves  
perfectly to one paradigm, a new one follows in its place.

We are currently experiencing a profound shift in the very nature  
of content, brought about by the explosion of new channels  

in the internet era.

This chapter explains this shift, laying the foundations  
for understanding how experiential works, and the reasons  

for its growing importance.





11

Advertising has always been in 
competition with entertainment 
media, and has always tried to  
copy it in order to borrow some  
of our attention.

We’ve seen our love of movies and 
drama condensed into 30 second 
spots. Our tastes in art have carried 
over to print. In infomercials we see 
the aping of our favourite chat shows, 
and in advertorials a camouflage of 
sales in the trappings of editorial.

Recently however, entertainment 
media has undergone a far more 
fundamental change to which 
advertising is yet to fully adjust.

It all started with reality TV.  
Pioneers like Jeremy Beadle  
and Jade Goody have now seen  
their art form expand, in one guise 
or another, to become the dominant 
media style we consume today.

When it comes to video, YouTube  
has of course dramatically advanced  
this kind of content, but beyond  
that platforms like Facebook, 
Twitter, Instagram, and services  
like Whatsapp and Tinder have 
rendered almost all we consume 
“reality” in some way. What is 
the Facebook News Feed if not, 
essentially, a reality “TV” stream  
of people you know?

The dominance of this kind  
of content has changed the tastes  
of the public. People are now 
responding increasingly favourably 
to “real” content rather than fictional 
– it’s more significant because, 
ultimately, it actually happened.

Even the more traditional media 
forms have sought to update 
themselves in order to keep up.   
For instance, in cinema there has 
been an explosion in “reality” films, 
with the number of documentaries 
released in British theatres growing 
from a measly four in 2001 to 86  
in 2014.
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THEY ARE RESPONDING TO A 
WHOLESALE PARADIGM SHIFT

Whereas the 20th century was defined by our consumption of slick, 
professionally produced “studio” content, the 21st century has seen us move 

to simply consuming what’s going on in the real world.

Whether it’s a YouTube video of a guy getting hit in the groin, cruising your 
friend’s holiday Instagram snaps, or simply responding to a text, we are now 

keeping it real – and so are our entertainers.

20th Century media model

21st Century media model



13

So what about advertising?

In spite of its enthusiastic adoption of new media channels, its utilisation  
of new media content has sometimes remained behind the curve.  

With its art directors, copywriters, producers et al, the industry  
has formulated itself perfectly to create world class studio content.  
Naturally therefore, the industry has tried to apply this expertise  

to modern channels.

What this has created however, is the danger of a disconnect; a mismatch 
between content and delivery channel.

For example, whilst Facebook operates like this:

Brands have been treating it like this:

With unfortunate consequences.
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Zoella boyfriend vs. best friendSculpting Shine Lipstick

Service? Entertainment?

Consider this YouTube example. To view a piece of content which matches 
the medium perfectly – vlogger Zoella pitting her 

“boyfriend vs. best friend” – we are first compelled to watch an ad.

The fact that we have to watch the ad is not an issue. What is an issue is the 
nature of that ad: a slick mini-movie featuring a Hollywood beauty wreaking 

havoc on a city street with her new lipstick. This conceit may sit well  
in a cinema ad section, but on YouTube today?

We have found ourselves in the bizarre situation where our entertainment – 
the stuff we turn to in order to “get away from it all” – is more real than  
our advertising – that service which purports to provide real solutions  

to real problems.

https://www.youtube.com/watch?v=aalyr7v0t14
https://www.youtube.com/watch?v=sT-_If9ywbY
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If it was only bizarre, but still worked, 
that would be fine. But, it doesn’t. 

 

Across the world we are seeing slumps 
in both brand closeness and  
brand affection.

This trend is particularly pronounced 
the younger the audience, and the 
more cosmopolitan they are – in other 
words, the more trained they  
are to respond to reality. Reality 
which brand communications aren’t 
offering them.

The solution for brands is to embrace 
authenticity. Amongst the same 
audiences there is an 89% correlation 
between perceived authenticity 
and brand closeness. Brand 
communications need to adjust to this 
new reality.

And that’s where experiential 
comes in.

BRANDS ARE 
SUFFERING
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Defining 
experiential



17

Over the years there have been many attempts to define experiential,  
and generally they have fallen short.

This is hardly surprising, as recognisable examples of the discipline  
have taken on an unlimited number of forms.
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We can see they’re both experiential, yet behave very differently. They share 
no format or formula, goal or purpose, and we wouldn’t even place them  

in the same strategic marketing territory.

This chapter seeks to clear things up with a holistic definition that 
encompasses all the discipline has to offer, giving you a platform  

from which to create great work yourself.

WHAT, FOR INSTANCE, IS THE LINK 
BETWEEN THESE TWO IDEAS?
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COMMUNICATION THROUGH 
CREATING OR DOING 

SOMETHING TANGIBLE IN THE  
REAL WORLD

The easiest way to think of experiential is simple:
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Historically, we’ve grown used  
to discussing marketing disciplines  
by referencing the physical format  
in which they’re delivered: their 
channels. TV is “on TV”, print is  
“in print”, and even social is typically  
“on social channels”.

This approach has never worked for 
experiential (causing great confusion), 
simply because experiential actions  
can take on any form you wish.   
They represent, in effect, an absence  
of channel – which is why they often 
work hand in hand with other media 
for the purposes of amplification.

TV Print Experiential

There is no need to complicate it any further than that. This definition holds 
true from the most basic sampling campaign (where you actually get to hold 

and taste the product), right through to outlandish YouTube stunts,  
which gain traction through their edgy “reality TV” nature.

The crucial thing to understand about this definition, and experiential  
in general, which separates it from many other fields of marketing, is this:

EXPERIENTIAL  
IS A  

TECHNIQUE,  
NOT A  

CHANNEL
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The clue is in the grammar. “Experiential” is an adjective, not a noun,  
so describing a campaign as experiential is more akin to describing 

a campaign as “scary” than outlining its physical format.

Thus we can arrive at a scenario like this, where all the activities pictured 
here represent experiential communication, “real world actions”,  

without having anything else tangible to link them.
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Direct and  
indirect reach

Because experiential isn’t a channel, experiential concepts don’t have  
a set way of reaching people.

There are however two broad categories of reach which all experiential 
campaigns use to one degree or another: direct and indirect reach.



25

Direct Reach

This approach occurs when a campaign engages people directly,  
with your intended audience being those immediately exposed to the action  

or experience. A very simple example of this would be product sampling.

A campaign like this will often only 
have value to those who interact 
with it. For instance with sampling, 
its effectiveness for people who 
actually have the sample can be very 
powerful; but if you don’t receive  
a sample yourself, and only hear 
about the campaign (indirect reach), 
it will have little to no effect on you.

For this reason direct reach 
campaigns tend to focus heavily  
on efficiency, allowing them to touch 
as many people as possible, and this 
is why you tend to see many similar 
formats reproduced over and over 
again. Roadshows, front of store 
activities, street sampling; these  
are all examples of efficient direct 
reach models.
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Indirect Reach

Indirect reach is where an idea or action is designed primarily  
to be heard about, rather than experienced directly.

Take for instance the Red Bull Air Race. Whilst it’s highly unlikely that you’ll 
have attended this event, it’s extremely likely that you’ll have heard about it 
through another channel, and be fairly impressed by Red Bull because of it.  

This is a common approach for many YouTube campaigns – not being present 
at the time of the action doesn’t mean that you can’t still enjoy coverage of it.

This is indirect reach; where you’ve been marketed to by knowledge of a piece 
of experiential, rather than direct exposure to it.
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Because indirect reach campaigns rely on integration with other media 
channels to gain exposure, they have no requirement to be efficient in their 

delivery. As such they tend to be extremely creative and daring, focusing 
primarily on the quality of the idea rather than logistical worries such as  

“will it fit into a certain space” or “will enough people turn up”.

The space between these two different approaches hints at the huge breadth 
of marketing challenges to which experiential can be applied. 
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Why use  
experiential?

When we take into account the modern public’s favouring of  
“reality based media”, combined with experiential’s definition as “creating  

or doing something tangible in the real world”, we can clearly see its 
importance within the modern media discourse.

If brands wish to build on their authenticity, with its clear link to business 
performance, then it makes sense for them to start operating outside  

of the four walls of a studio.

Beyond this, the physical nature of experiential can also yield ideas with 
a positive impact on the world around us. From the pop-up restaurant 

serving meals made from supermarkets’ left-over foods, to the hotel greeting 
its guests with a copy of their favourite novel, experiential represents an 

opportunity for brands to “put their money where their mouth is” and start 
doing some good with those brand promises.



29

Read on to learn how you can make the most of it.

THE IDEAS SHOWCASED 
THROUGHOUT THIS BOOK 

REPRESENT A NEW,  
FORMAT FREE STANDARD 

IN MARKETING



MAKING 
THE 

THEORY 
REALITY

A step-by-step guide to creating great experiential communications.
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Step 1
the brief
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It all starts here:

Your business challenge.
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Brands often begin a campaign 
by choosing which media channels  
to exploit, then brief the matching  
specialist agencies accordingly.

This channel focused approach can 
make briefing experiential difficult, 
since it has no pre-set format upon 
which to hang the expectations  
of a prescriptive brief.

Recently however, the fragmentation 
of media, combined with more 

sophisticated custom targeting,  
has seen the nature of client briefs 
begin to change. We have moved 
away from a media first, idea second 
approach, towards one where it’s  
the idea that comes first, and the 
media second.

This is the perfect approach for 
experiential, because it leaves the 
brief open for a full range of relevant 
possibilities to be explored, resulting 
in more effective campaigns.

For instance when Shell came up with the innovative idea of  
creating the world’s first soccer pitch powered by players’ movement,  

they had to think idea first. Rather than taking a media-centric approach, 
they focused firstly on their primary business goals (being seen to be 
innovative, eco-friendly and people-focused), without worrying how  

these goals would be achieved.

Then, when they arrived at the concept, it was clear Shell could exploit  
it through all manner of media, both traditional and unexpected,  

uniquely tailored to that particular idea.
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KEEP THE BRIEF FOCUSED  
ON THE BUSINESS PROBLEM, 

AND MEDIA NEUTRAL

Taking these lessons on board, the approach to briefing for great experiential, 
when starting from scratch, is simple:

This open approach will allow your agency to deliver a strategy and creative 
that is truly unique to your circumstances.
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BUSINESS 
CHALLENGE
What you need  

to achieve.

THE STRATEGY
The solution that will 

achieve it.
Agency

Agency

THE IDEA
The solution brought  

to life.

Client
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Here’s an example of how an open, goal-focused brief led to a unique strategy 
and channel that couldn’t have been predicted at the briefing stage.

This approach exposed millions of people to the issue over the course of three 
years, resulting in 77% feeling “inspired to make changes in their daily lives 

to help the rainforest”.

Client: Sky Rainforest Rescue

Agency: Sense

Background: Sky Rainforest Rescue is a CSR initiative between Sky and the 
WWF, seeking to engage people in the UK with the issue of deforestation  

in the Amazon rainforest.

Goal
Overcome public apathy for a cause that is remote and lacks relevance  

for a UK audience.

Strategy
Frame the issue through appreciation of something that’s closer to home.

Idea
A series of permanent interactive woodland trails at Forestry Commission 

sites across the UK, drawing parallels between the Amazon,  
and what you see around you.
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Step 2
Creative approaches
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After issuing your brief and agreeing on a strategy, comes the fun  
part – bringing it to life.

This chapter explores some common approaches within experiential,  
along with some world class case studies to bring them to life.
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If you have a great product, the marketing task is often as simple  
as showing it off. Unsurprisingly, this is one of the most common  

types of experiential.

Product showcase
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Typical reach type: Direct

Typical usage

• NPD launches
• Tactical promotions

• Drives for increased penetration

The benefits of this approach

• Highly simple, likely to have few moving parts and so very reliable.

• Extremely efficient at converting people to action, tending to be used  
as a direct marketing tactic.

• Potential to provide direct positive ROI; often as close as you can  
get to alchemy in marketing.

Watch out!

This approach in its raw form is only appropriate for products in  
particular circumstances, such as low penetration, outstanding quality,  

or unique positioning. More generic products will need additional strategic 
communications to achieve your goals.
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Product showcase
case studies

UBER KITTENS

Agency: In-house collaboration

Taxi hailing app Uber used its 
signature GPS infrastructure to allow 
people anywhere across New York 
City to request delivery of a cute  
and cuddly kitten for 15 minutes  
of play time. 

The campaign operated  
in conjunction with LOLcats site  
I Can Has Cheezburger, siphoning 
the $20 fee for your cuddles with  
the up-for-adoption kitties,  
to participating animal shelters.

The campaign’s innovative PR and 
brand equity angles obscure what 
was fundamentally a lateral demo  
for Uber’s functionality.  
 
The concept of kitten delivery 
was simply a different vehicle 
for demonstrating its efficiency, 
coverage, and ease of use.

blog.uber.com/ICanHasUberKITTENS

http://newsroom.uber.com/2013/10/i-can-has-uberkittens/
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WARBURTONS  
DELIVERING A NEW WAY TO LUNCH

Agency: Sense

Warburtons wanted to increase 
the penetration of their Thins 
range and yield direct ROI, whilst 
holding off the threat from emerging 
competitors in the category.

A combination of factors made 
this product perfect for direct high 
volume sampling. The audience was 
broad, the penetration was low,  
and the product was great. 

Armed with packs of product,  
teams visited offices and invited 
workers to integrate Thins into their 
lunch that day. This simple approach 
yielded 19.93 packs purchased 
for every 1 pack sampled over the 
following 12 months.
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Immersive 
experience

These are deep consumer experiences aiming to attract the maximum  
number of direct participants.

These don’t rely on additional secondary reach to be effective,  
such as social or PR.

Often product showcases will be built out to become direct experiences too, 
broadening their influence.
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Typical usage

• The “experiential arm” of an integrated campaign
• Building equity

• Changing behaviour
• Deep education

The benefits of this approach
• Highly effective for participants, capable of generating significant equity 

and opinion shifts in your favour.

• A good balance between creatively bold and managably safe,  
as designed to deliver deep experiences at scale. You will know how many 

people are going to interact at the outset, unlike campaigns relying  
on earned secondary reach.

• Highly flexible, often with the ability to be rolled out in multiple 
circumstances and locations as they are often self-contained.

Watch out!

These experiences tend to have the highest cost per contact, due to their 
relatively low reach, so the focus needs to be on efficiency and trying to create 

“bonus” amplification to make the idea go further.

Typical reach type: Direct



47

Immersive experience
case studies

FANTASTIC DELITES  
HUMAN MICE

Agency: Clemenger BBDO

Fantastic Delites “tested” people  
to see how far they are prepared  
to go to get their hands on a pack.

Quite far, apparently, as shown 
by this shopping centre activation 
inviting people to dress as a mouse 
and sprint on a hamster wheel  
to eventually release a pack. 

On paper it’s straightforward, but on 
video is where this campaign really 
shines, so check it out on YouTube.

This is a rare example of an 
immersive experience that gains 
high direct reach (in the form of 
spectators), but also translates to 
secondary reach via online video. 

It would have worked without this 
additional layer, but with it the  
idea is a triumph.

Fantastic Delites Human Mice

https://www.youtube.com/watch?v=LvXnYNexc7w
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MINI GETAWAY

Agency: Jung von Matt

This campaign almost ground 
Stockholm to a halt by releasing  
a virtual Mini onto the streets for  
the public to capture.  
 
An app was created that showed the 
location of the Mini, which at any 
given time would be held by a player. 
Anyone getting within 50 metres of 
the person holding the virtual Mini 
could snatch it, and would then  
be pursued by others looking to  
do the same. 

After a week of gameplay, the person 
left holding the virtual Mini won  
a real-life Countryman.

This is a great example  
of how even an enclosed immersive 
experience can take place across  
a huge area if approached laterally.

Mini Getaway

https://www.youtube.com/watch?v=WMWu1h_6OfE
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WALKING DEAD BLOODSTORE

Agency: Torke+CC

On the face of it, this was a 
straightforward pop-up selling 
merchandise from the TV show 
Walking Dead. The difference 
appeared when you reached the cash 
register. The only way to pay for the 
goods was through blood donations, 
all going to the Portuguese  
National Blood Bank Institute. 

Following the promotion, blood 
donations were up 517%, and 
Walking Dead views 17%, putting  
the show on top of the Portuguese  
TV ratings.

This idea had such high inherent 
value that its influence went well 
beyond mere product promotion.

Walking Dead Bloodstore

https://www.youtube.com/watch?v=Wf6ZXq71ujw
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THE ECONOMIST  
DISCOMFORT FOOD

Agency: Sense

The Economist were looking to create 
a new channel to drive subscriptions.

The Economist isn’t GQ, and it isn’t 
Grazia - it’s a challenging read, and 
this campaign didn’t shy away from 
that, it embraced it. Unadventurous 
consumers were filtered out through 
the offering of something challenging 
and uncomfortable – street trikes 
distributing “cat poo” coffee and 
insect enriched ice cream -  

which allowed a sales pitch to  
those left behind, suggesting that  
The Economist may be appropriate 
for their broad minded personality...

This activity rolled out across the 
USA, UK and Asia, led to a 300% 
decrease in cost per acquisition  
for the brand, and a 400% increase 
in daily subscriber sign ups.
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BRITA TRAVEL SMART

Agency: Sense

Brita Fill&Go, a portable water filter 
bottle, has the ability to solve a 
catalogue of dreaded “tube faux pas” 
in one fell swoop, such as littering 
and bouts of dehydrated fainting. 
 
In this integrated campaign the 
brand decided to tackle the rest;  
from standing on the wrong side 
of the escalator, to the creepy 
awkwardness of just a little too  
much eye contact. 

One feature included an impassioned 
speech from smart travel “Tsar” 
Russell Kane in the shape of a 
specially created comedy gig.

Using a show such as this to 
compliment a wider campaign can 
create an epicentre of immersive 
experience, exploitable for wider 
audiences in the shape of promotion 
and content.
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Content  
generating stunts

Although likely to be immersive experiences in their own right, these stunts 
tend to be more ambitious and creative, designed for meaningful and mass 
secondary reach. Often the number of primary experiences are irrelevant,  

as they are designed with other larger audiences in mind.
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Typical usage

• The central action / concept in an integrated campaign
• Social engagement

• Building equity across mass reach

Watch out!

Naturally this is a high-risk approach. Careful seeding and bought media can 
help hedge your bets and let you rest easy.

The benefits of this approach

• Creatively exciting – they have to be or they won’t work!

• Potential for huge reach, far beyond the capabilities of an experience that 
relies entirely on its direct experiences.

• Versatile as a communications tool, these ideas can generally be chopped 
into different iterations and fed to different audiences, working long after the 

actual “deed” is done. Secondary reach doesn’t only have to be earned  
(like PR), it can be paid too; anything that popularises the idea.

Typical reach type: Direct/Indirect
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Content generating
stunts case studies

SUZUKI GAS STATION

Agency: Robert/Boisen  
& Like-minded

Suzuki wanted to demonstrate that its 
cars are 30% more fuel efficient than 
other brands. To make this fairly bland 
message more exciting, the car maker 
opened a fully operational petrol 
station in Denmark with one  
key difference: all prices were set  
30% cheaper than the market rate.

  
This allowed consumers to feel,  
if only for a day, what it would  
be like to fill up a Suzuki.

Although only 2,000 customers were 
served, the idea made such an impact 
that national sales of Suzuki  
cars rose 12.5%.

vimeo.com/25657552

https://vimeo.com/25657552
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ISRAELI ALZHEIMER 
ASSOCIATION WRONG MOVIE

Agency: ACW Grey Israel

The Israeli Alzheimer Association 
teamed up with cinemas to play 
audiences the wrong movie.  
The subsequent confusion 
experienced by cinema-goers –  
the feeling of: “I can’t have got this 
wrong can I?” – provided the perfect 
snap shot of what it’s like living with 
Alzheimers. An explanatory message 
appeared after a short while to get 
people thinking.

This is an unusually tasteful example 
of prankvertising, an extremely 
effective tactic for creating  
engaging content.

Israeli Alzheimer Wrong Movie

https://www.youtube.com/watch?v=7kKAq6lHgeY
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HEINEKEN  
DEPARTURE ROULETTE

Agency: Wieden+Kennedy  
New York

Heineken wanted to help people 
travel outside of their comfort zone, 
and so took a literal approach.  

A custom departure board with a big 
red button was set up in an airport, 
inviting travellers to drop their plans, 
push the button, and be sent  
to wherever the board selected. 
Naturally, not many people complied, 
but for those who did it was a whole 
different level of experience.

This approach of creating 
experiments to make life more 
interesting can be highly compelling, 
and generally most brands will have 
a claimed purpose that they can bring  
to life in this way.

Heineken Departure Roulette

https://www.youtube.com/watch?v=cg0oBV32ZDk
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TNT A DRAMATIC SURPRISE  
ON A QUIET SQUARE

Agency: Duval Guillaume Modem

This widely acclaimed campaign has 
come to be seen as the archetype for 
YouTube based experiential stunts, 
with over 50 million views and still 
climbing today.

A sleepy town square was rigged with 
a simple plinth featuring a button 
passers-by were invited to “push to 
add drama”.  

Upon pushing this button, all hell 
broke loose, as “drama” unfolded  
in the form of screeching 
ambulances, collapsing cadavers, 
fist fights, gun fights, motorcycling 
babes, and an entire American 
football team – all culminating in  
a simple dropped banner inviting  
you to get your daily dose of drama 
on the TV station TNT.

A Dramatic Surprise on a Quiet Square

https://www.youtube.com/watch?v=316AzLYfAzw
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Business innovation 
and services

This is the newest and most innovative and durable form of experiential – 
when brands add something to their services or business model that works 
towards a key marketing goal, as well as serving an independent purpose. 

Such activity will normally be permanent or long term, and not necessarily 
appear to be “marketing” in the eyes of the consumer.

This technique tends to be daring and authentic, and as such will often 
simultaneously hold the benefit of content generating stunts.
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Typical usage

• Authentic, durable campaigns
• Range from tactical promotions to strategic above-the-line

• CSR
• Business development 

Watch out! 

This approach is not yet widely recognised as “standard” advertising,  
so can be harder for stakeholders to buy into.

The benefits of this approach

• Extremely authentic, as it involves a perceived  
(though not necessarily actual) fundamental altering of your brand,  

rather than isolated communications.

• It has the potential to generate its own revenue streams, or actually improve 
your business, regardless of the broader marketing goal.

• It will almost certainly be unique to your brand, as it needs to be 
intrinsically linked with what you do, so being generic isn’t really an option.

Typical reach type: Direct/Indirect
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Business innovation and  
services case studies

CANAL PLAY INSOMNY COFFEE

Agency: Buzzman

Canal Play chose an innovative way 
to demonstrate the quality and depth 
of its video-on-demand service. 
  
In order to suggest the only way  
to truly experience all its unmissable 
content would be to go without sleep, 
it developed and released its own 
brand of super high caffeine coffee, 
Insomny, to help its customers  
stay awake.

A TV brand choosing to enter the 
coffee market, however flippantly, 
not only had remarkable cut through,  
but also opened up new media 
opportunities it had never thought of 
before such as the supermarket shelf.

Insomny Coffee by CANALPLAY

https://www.youtube.com/watch?v=9f0DuxPIItk
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#GUARDIANCOFFEE

Agency: Mohawk

Looking to cement its hard-earned 
position as the newspaper of choice 
for the technocrati, The Guardian 
developed a presence on the ground 
right in the heart of London’s buzzing 
technology hub, Shoreditch.  
 
The natural solution was to create  
a “data driven” coffee shop, acting 
as a base for its team, and an 
opportunity for them to embed 
themselves within the heart of the 
local technology community.

Multiple business benefits were 
realised, such as keeping the 
newspaper’s finger on the pulse  
of the latest technology trends,  
while simultaneously saying 
something powerful about the brand.

www.vice.com/en_uk/read/a-big-day-out-atthe-guardian-data-driven-coffee-shop

https://www.vice.com/en_uk/read/a-big-day-out-atthe-guardian-data-driven-coffee-shop
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DULUX LET’S COLOUR

Agency: Euro RSCG

Recognising that its brand has the 
power to transform environments 
through the simple application of 
colour, a selection of drab, ugly,  
decrepit sites around the  
world were nominated to be  
beautifully decorated. Dulux 
organised volunteers and,  
of course, supplied the paint.

Seamlessly combining delivery of  
a powerful strategic brand message 
with doing good, demonstrates the 
folly of other brands that feel the 
need to artificially separate CSR  
and marketing.

letscolourproject.com

http://www.letscolourproject.com/
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RED BULL AIR RACE

Agency: Internal project

In this project Red Bull not only 
created a new event, but also  
a new sport – an acrobatic aircraft 
race designed to test the speed and 
precision of the world’s best pilots. 
Naturally, it also screamed the 
brand’s tag line “Red Bull Gives  
You Wings”.
 
 
 
 
 
 
 
 
 

The event draws huge crowds,  
is broadcast internationally,  
and has become an industry  
in itself – showing you just how  
far you can take a marketing idea  
if you treat it as something more.

redbullairrace.com 

http://www.redbullairrace.com/en_GB
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DUREX SOS CONDOMS

Agency: Buzzman Middle East

Not having a condom handy  
at the crucial moment can result  
in unfortunate consequences. 

As a global leader in the field,  
Durex felt it should step in by 
launching an app that allows  
people to order a condom via GPS 
at any time, which would then be 
promptly delivered.  

Discretion was of course essential, 
delivery personnel were disguised 
appropriately as pizza delivery boys, 
policemen, or confused tourists.

Looking deeply at its brand, Durex 
created an incredibly niche but 
relevant media opportunity open 
exclusively to them.

Durex SOS Condoms

https://www.youtube.com/watch?v=UpfxY_KIXu4
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HARVEY NICHOLS  
SORRY I SPENT IT ON MYSELF  
GIFT COLLECTION

Agency: Adam & Eve/DDB

This tongue in cheek campaign from 
luxury retailer Harvey Nichols sought 
to highlight their covetable range of 
gifts by making it easier for you to 
buy them for yourself at Christmas, 
rather than for someone else.

They launched a gift collection 
featuring the cheapest items one 
could think of – paper clips,  
sink plugs, and the like – 

allowing the shopper to get their 
loved ones something from the 
glamorous store, but with plenty  
of cash left over to spend  
on themselves.

The range was released for purchase 
over the 2013 Christmas period,  
and was promoted extensively 
through supporting channels.

Sorry I Spent It On Myself

https://www.youtube.com/watch?v=ITyeI3YyYw8
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Step 3
Judging an idea
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The same idea can be executed amazingly or poorly.  

It can seem authentic and original, or gauche and cheap.  

It can touch millions with clarity, or just hundreds with confusion.

This chapter explores some principles which mark out the very best 
experiential work, which you can look for when judging a creative idea.
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Is the concept 
communicated here  

really making an impact,  
or is it superficial  

and fictional?

Integrate 
with reality

“

”

As we’ve seen, experiential is at its most effective when it interweaves with 
reality – when it solves a real problem, provides a real service, or similarly 

effects something else in the real world.

Often however, experiential ideas restrict themselves to the four imaginary 
walls of a site space in much the same way a TV ad restricts itself to the four 

walls of a screen. They act out an idea superficially rather than really bringing 
it to bear in a manner that matters.

When looking at an idea, always ask:
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VOLKSWAGEN FUN THEORY

Agency: DDB Stockholm

This campaign took the form of a 
far-reaching initiative aiming to get 
people to see the fun side of doing 
something responsible – like driving 
an electric car. Various experiments 
were devised by the public to nudge 
people in a fun way to do “the right 
thing”. A notable example was The 
Speed Camera Lottery, which entered 
everyone who drove past a special 
speed camera under the limit, into  
a lottery to win a slice of the fines  
of those who didn’t.

HOW IT ENCROACHES  
ON THE REAL WORLD
VW realised its message would  
work beyond its key marketing aims,  
so found day-to-day issues where  
it could be applied.  

It could have simply provided a 
fictionalised demonstration of the 
same message, but this would have 
been neither as welcome nor  
as effective.

thefuntheory.com

http://www.thefuntheory.com/
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Does this idea make use of 
the world around it, and turn 

unowned assets into part  
of its creative delivery?

“

”

Closely related to encroaching on the real world, this principle involves 
making the best of your experience's environment to amplify your creative.

When people build an experience in a vacuum and place it on an allotted site, 
they ignore the fact that all around them are things that their budget would 

never be able to simulate – lots of busy people, nature and so on – which 
would become part of their experience if they acknowledged them.

Therefore, ask the question:

Use context
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NEW ZEALAND COASTGUARD 
LIVE RESCUE

Agency: DDB New Zealand

To demonstrate the tough task 
its team faces daily, New Zealand 
Coastguard stranded a group  
of people out at sea, and enlisted 
an army of punters to find them 
through social channels. Only 1.8% 
of participants managed to do so in 
the allotted 2-hour period before 
sundown, illustrating the challenges 
the coastguards face, and leading  
to a call for donations  
and volunteers.

HOW IT USES CONTEXT
This was essentially a game,  
and there would have been many 
other ways of simulating the 
coastguards’ challenge. However, 
rather than investing in a costly 
artificial build, they decided to use 
the drama and scale of the ocean 
itself. A straight-forward “needle  
in a haystack” search became a 
national story, simply through 
contextual interweaving.

Live Rescue Coastguard NZ

http://tribalworldwide.com/client-name/new-zealand-coastguard-live-rescue/
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Are all of our spends 
necessary, or would that 
budget be better spent 

increasing reach?

“

”

Experiential marketing can be associated with high production costs.  
Because of this it's essential to make sure every penny is wisely spent.

For direct reach campaigns, this means ensuring that you reach  
as many people as possible – are those bells and whistles really worth halving 

your reach? Would it be better to get 20% conversion from 100,000 people 
than 40% conversion from 10,000 people?

For indirect reach campaigns, you need to ask, what is necessary in this 
campaign to get the message across? Since few people will be actually 

experiencing the action directly, does it need to be a rich experience at all?

Either way, the question is:

Be efficient
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PEAK PERFORMANCE  
CATCH MAGIC HOUR

Agency: Perfect Fools Stockholm

Outdoor atelier Peak Performance 
exists to help and inspire its 
customers to enjoy the best of the 
wilderness. To take this a step 
further they incentivised it. They 
set up “virtual shops” in remote 
locations across Sweden, accessible 
by phone only during the “magic 
hour”, the point just before sunrise  
and just after sunset each day. 
All merchandise was free in these 
“stores”; to take advantage,  
you just had to be there.

HOW IT MAXIMISES 
EFFICIENCY
Peak Performance realised that few 
people would actually venture to 
these remote stores; the idea of them 
was enough. Therefore they resisted 
the urge to invest any expenditure  
in the actual locations themselves;  
no staff, no signs, no goodies of 
any kind. The stores were in effect 
invisible (other than via wifi), 
allowing budget to be utilised  
for maximum indirect awareness, 
making the idea as big as possible.

Catch Magic Hour

https://www.youtube.com/watch?v=d2Vj4yVi_cE
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Would this work without us 
saying or writing anything?  

Does the action automatically 
say what we want it to say?

“

”

Experiential actions can act much like body language for brands. We’re all 
familiar with the phrase “actions speak louder than words”, so we should 

be creating experiential ideas that speak volumes about brands without us 
having to labour the point.

This is the foundation of sustainable beliefs – beliefs that people have figured 
out for themselves, rather than been told.

Therefore ask of the idea:

Don’t say, imply
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ADIDAS D ROSE JUMP STORE

Agency: TBWA

To make basketball star Derrick Rose 
an urban icon in London, Adidas 
promoted #jumpwithdrose through 
Hackney chicken shops and pirate 
radio stations in the lead up to 
opening a pop-up with a difference.

Dozens of pairs of Rose’s signature 
shoes were laid out, free to take.  
The catch was they were on a shelf  
10 feet off the ground, accessible  
only to the kids who’d shed the  
sweat to take the jump.

HOW IT IMPLIES  
ITS MESSAGE  
Adidas is a brand that thrives  
on authenticity, and from Rose  
to the chicken shop, this campaign 
was steeped in it, culminating in 
a powerful statement about the 
professional quality of the shoe  
by denying it to people who  
couldn’t jump.

It would have been pretty cringey 
to say “for real ball players only”. 
Thankfully, they didn’t have to.

D Rose Jump Store

https://www.youtube.com/watch?v=Wv6L0fYSoC4
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Would this idea still be  
clear and impressive if I were 

to describe it in the space  
of a tweet?

“

”

If your experiential action clearly ticks the implication box,  
then that means it will work for people who just hear about it,  

as well as those who actually experience it.

This characteristic then gives you the potential to spread awareness of your 
idea through as many channels as you can, knowing that it will still  

be effective on that secondary audience.

By expanding reach this way, even small experiential ideas can compete 
with heavy-hitting above-the-line advertising.

A great test of this spreadability is:

Use many types  
of reach
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SOLO MESSAGE IN A BOTTLE

Agency: Try/Apt

Soft drink Solo tackled its lack  
of awareness outside Norway  
by releasing a giant version of its 
bottle into the ocean and waiting 
for it to wash up somewhere in the 
world. Whoever found it would win  
a bottle of Solo for every nautical 
mile it travelled. 

In the meantime, you could follow 
the bottle on Twitter, and view shots 
beamed back by it three times a day.  
After 170 days at sea, it found  
its way to the island of Los Roques 
off Venezuela.

HOW IT USES MULTI-
CHANNEL REACH
With the exception of a handful  
of Venezuelans, this experience was 
seen by, basically, no one. But its 
translation into social, video, PR,  
etc. more than achieved Solo’s 
objectives. The action and the 
message were totally synonymous.

twitter.com/solosoftdrink

https://twitter.com/solosoftdrink
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Step 4
Measuring  
experiential
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There is no consistent formula or agreed metric  
for measuring experiential campaigns.

But as the discipline serves many brand challenges, comes in unlimited forms, 
and interacts with all media, why would there be?

Accurate measurement instead comes down to applying consistent principles 
to bespoke methodologies, depending on the role and organisation of the idea.

This chapter, created by EMR, a specialist division of Sense dedicated  
to experiential metrics, will give you an overview of these principles,  

and how to approach measurement on a case-by-case basis.

http://www.senselondon.com/#emr
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The 5 principles 
of effective 

experiential research

Before exploring measurement in detail, here are some key points to bear in mind.

• There is no formula to experiential research

Unlike other media, easily broken up into distinct units no matter what 
the idea, all experiential campaigns are different and need to have bespoke 

methodologies applied to them.

• There are many types of reach

A campaign always effects more people than those directly involved in it, 
although typically they are the only ones measured. The True Reach system 

changes that (p92).

• Campaigns should be designed to exploit  
all forms of reach

When you understand all the places your campaign’s message can go, you can 
make adjustments to ensure each of those audiences is receiving  

an effective communication.

• What matters are opinions and behaviour  
after the dust settles

Whether people enjoy your experience is far less important than their 
relationship with the brand weeks later, when the activity may  

be a distant memory. This is the true influence of the work.

• Research should prompt action

You should never be left asking: “So what?” following a piece of research. 
Every bit of information should map out a clear route for future growth.
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Measuring 
experiential 

ideas that use 
direct reach

The fundamental approach to experiential research, measuring your 
influence on those who engaged directly with the idea.
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You may be familiar with experiential evaluations that focus on whether or 
not practical KPIs have been hit. While this information is necessary, it’s not 

sufficient. KPIs are only a means to an end, what matters is whether your 
campaign yielded the changes you hoped it would.

While the methodology has to be adjusted idea to idea, the fundamentals  
of achieving this are consistent:

Views of people 
exposed to activity

(after a period  
of time)

Views of people 
unexposed 
to activity

Analysis across various cuts and dips

Performance measures

How can you quantify this?

What will solve it?

What is the issue that prompted 
the activity?

VS



THIS GENERAL 
APPROACH CAN 
YIELD ANY KIND 
OF INSIGHT YOU 

WISH FROM 
YOUR CAMPAIGN 

DEPENDING  
ON ITS GOALS,  
FOR EXAMPLE:
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Greek Corner Crunch

8.36 pots bought for  
every 1 pot sampled.

Earthkeepers Power Camp

An 81 percentage point swing away 
from The North Face as a credible  
eco brand.

Crunch Café

A 228% increase among buyers  
in eating the product sociably  
with friends.

Arts Festival

A 21% strengthening of the view 
that Sky offers “cutting edge 
programming”.

All results collected by EMR on behalf of Sense.
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Measuring 
experiential ideas 

that use  
indirect reach

As we’ve seen, an experiential idea can often be sweated through a multitude 
of channels, each combining to create a whole campaign.

EMR has developed a tool called True Reach to measure these more 
complex executions. Here’s how it works.
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Relying on direct reach alone can lead to a campaign having a high cost per 
contact, preventing you from pursuing an exciting idea.

You want to extend your reach, so even if you only have, say, 10,000 people 
directly interact with your activity, you want another million to hear about it.

But how can you measure the value of that million,  
beyond just talking about impressions?

You need to apply the same rigour used for direct contacts to indirect 
contacts, and so be able to combine and aggregate the results to assess  

the overall campaign influence.

Indirect 
influence

Direct 
influence

COMBINED AND 
WEIGHTED TOTAL 

INFLUENCE
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Indirect reach
case study

The following case study of a multi-channel experiential campaign shows  
how the True Reach system was used to get an understanding of overall 

unified effectiveness.
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Glacéau Vitaminwater Shinebright Studio

Agency: Sense

Glacéau Vitaminwater is positioned as the drink that “helps creative people 
shine bright”. Given the natural cynicism of the creatives in question  

(artists, entrepreneurs, and the like), a direct approach was not the way  
to go. Instead, Vitaminwater needed to prove the claim through infiltrating 

the community in an authentic way.

The solution was the Shinebright Studio, a Shoreditch gallery space that gave 
upcoming talent the opportunity to display their work and have it promoted 

for free. Coupling this with regular workshops and seminars from established 
creators, such as Foxes and Jamal Edwards, led to a very real offering that 

demonstrated the brand being authentic in its mission.

However, only 10,000 people visited the Glacéau Shinebright Studio,  
so how was scale achieved?

The idea
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Measurement

Here we see some of the different ways the Studios reached out from  
its physical space, and to what extent.

These channels can be split into both direct, and indirect reach.

Combined impressions:
52,818,466

Those 
participating 

directly 10,000

Primarily 
Twitter

17,310,672

From visitors
65,000

E.g. MTV 
Online

35,432,794

SOCIAL 
IMPRESSIONS

VISITORS WOM PR
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SOCIAL 
IMPRESSIONS

Direct reach

Visitors to the space itself represent direct contacts, who received the full 
immersive experience, and so showed the highest performance.

Below you can see the performance across the two key brand equity measures:

Brand for people like me
An entrepreneurial brand

These were measured through live interviews  
and compared to a control sample.

^ 14% 
BFM

^ 16% 
EB

VISITORS WOM PR
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Indirect reach

These channels represent the indirect influence of the activity –  
where people just hear about it.

These were measured using demographically matched online panels who were fed 
stimulus to simulate the types of messaging received by the actual broader groups, 

and then compared to a control sample.

Because the message of the campaign is directly implied by existence of the 
Studios, just hearing about it has positive effects, as seen here for the same metrics.

Brand for people like me
An entrepreneurial brand

These shifts are less pronounced than the direct, but over a much larger audience.

^ 14% BFM
^ 16% EB

^ 4% BFM
^ 7% EB

^ 2% BFM
^ 6% EB

^ 4% BFM
^ 8% EB

SOCIAL 
IMPRESSIONS

VISITORS WOM PR
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Total influence

When we weight and combine the scores across the different channels,  
we can see at a glance the total performance of the campaign across key 

metrics, without having to break it down.

Across
52,818,466
impressions

An average of:

4%
Brand for people  

like me

8%
Entrepreneurial 

brand
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THESE PAGES GIVE ONLY AN 
OVERVIEW OF EXPERIENTIAL 
RESEARCH, WHICH INVOLVES 

FAR MORE DETAIL WHEN 
APPLIED TO A SPECIFIC IDEA.

FOR MORE INFORMATION, 
AND TO REQUEST A 

DEDICATED GUIDE TO 
EXPERIENTIAL MEASUREMENT,

PLEASE GET IN TOUCH.

Tel: +44 (0)20 7034 2000
Email: info@senselondon.com

senselondon.com
@senselondon

http://www.senselondon.com/
https://twitter.com/senselondon?lang=en-gb
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Choosing an agency

99



100

Unsurprisingly for such a diverse discipline, the approaches  
and capabilities of experiential agencies are incredibly varied.  

However, there are key competencies to look for to ensure consistent  
and reliable performance for every step of your journey.

NOW THAT 
YOU’VE SEEN 

HOW TO 
CREATE GREAT 
EXPERIENTIAL, 
THE FINAL STEP 
IS TO HIRE AN 
AGENCY THAT 
CAN DELIVER IT

100
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Strategic planning
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The term “planning”, or “strategy” 
has come to mean many things 
in experiential, from “locations 
planning” (more akin to “media 
planning”), to generic campaign 
approaches, such as “we will drive 
people to the website”.

Here, however, we’re referring to 
planning in the classical advertising 
agency sense – the process of 
analysing the brand challenge  
at hand and coming up with  
an effective solution to tackle it.

This resource isn’t a standard 
function in many dedicated 
experiential agencies, but is  
essential to handle open, problem-
focused briefs. Approaching agencies 
that have it will lend clarity and 
effectiveness to the ideas  
you receive.
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Understanding  
of measurement



104

Too often in experiential marketing 
measurement is simply applied as 
anecdotal feedback or performance 
across specific “hard” KPIs. These 
are only a means to an end and don’t 
reveal the influence of your campaign.

True evaluation capabilities,  
as outlined in the measurement 
chapter of this book should be  
much more sophisticated,  
and match the expectations  
you have for other disciplines.

An agency that understands these 
principles will not only be able 
to report your successes more 
effectively, but will also have  
a better understanding of what needs 
to be done to create those successes. 

Better evaluation at the close  
of a campaign means better  
creative upfront!
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Inter -agency 
authority
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In the past, the experiential element 
of a campaign would often be left 
until quite late in a brand’s marketing 
planning process – an add on, to just  
bring an additional tactical string to 
the overarching idea.

This is now changing, as the  
multi-reach opportunities afforded  
by experiential are fast pushing  
it upstream in brand plans, placing  
it near the centre of campaigns.

This development means that  
it’s important experiential agencies 
are comfortable with top-table 
integrated discussions, and that  
they understand the whole marketing 
picture – not just the nuts and bolts  
of their own executions.

As many experiential specialists 
began with non-marketing 
backgrounds, they can sometimes 
find themselves out of their depth  
in this environment, so if you plan  
on experiential representing more 
than a tactical add-on, evidence  
of inter-agency authority is crucial.
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Operational excellence
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As the influence of experiential  
grows, many non-experiential 
agencies are trying their hands  
at the discipline, often successfully.

Ultimately, it doesn’t take a  
specialist to have a good idea,  
and any kind of agency may well 
come up with a better experiential 
concept than a specialist.

Where matters become more complex 
is in the actual execution. As more 
and more elements of the campaign 
need to be outsourced, the higher  
the risk becomes.

An experiential agency with  
in-house staffing, specialist 
production departments, warehousing 
and, of course, experience, will 
inevitably be the safest pair of hands.

If you can combine this rigour with 
the creative and strategic excellence 
that comes earlier in the process, 
then you’ll feel the benefits of both 
excitement and security.
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In this book we’ve explored how the applications of experiential are 
continuing to develop and expand. We think the same can be said for 

marketing in general.
 

Real world ideas have the potential to take marketing beyond 
communications, to become the central way a brand interacts with the 

outside world. These techniques enable brand campaigns to fix problems, 
break new ground, and redefine the way that business brings value  

to people’s lives.
 

So as well as making your work more effective and interesting,  
we hope it makes it more adventurous and meaningful too.

A final thought
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THANKS FOR READING.

WE HOPE YOU’VE FOUND 
THIS GUIDE USEFUL AND 
INSPIRING, AND WOULD 

LOVE TO HEAR FROM YOU 
WITH ANY QUESTIONS  

OR ENQUIRIES.

Tel: +44 (0)20 7034 2000
Email: info@senselondon.com

senselondon.com
@senselondon

http://www.senselondon.com/
https://twitter.com/senselondon?lang=en-gb
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