Reshape yuur marketmg mu; with the
Ultimate Engagement Sttategy
i !
|
F

EXPERIN-I-I L
MARKETING

Secrets, Strategiesi, and Success'Sléries from the
World’s Greatest Brands

KERRY SMITH / DAN HANOVER

£
&

= = R~



The Most Researched, Documented, and
Comprehensive Manifesto on Experiential
Marketing Ever Written

gl 5 customars take conisol owsr what,
0 when, whe ard how thay buy prod- |

Sucts and genices. brancs are fasing
the complete breckdown and uttar failurs
ol passive matetng strateges cesignoed
mora than a helf-century ago. To connact
Nh & changing gensralion of cuztomers,
companties must erbrace and deploy a
new markeling mix, driven by a morg affac-
tive diszipline: exparisrces

Cxpzrientia marsating, the use of live, face-
0o face engagemenls lo connect with audi-
encey, create reiationshics, and drive brand
atfnity, has basoms the fasrest-growing
‘o of marketing i1 tha world as the very
campaniss thal bult their brands or the
old Madison Avenue sporsach—inciuding
Coca-Cola, Mive Micosofl, Amercan Exprass
ang cthers—torge 718 next chaglzr of mar
keting &s exparizniial brands.

Lgirgy hundrads ot case studies, sxclusive
resears, ard intereews wilh mora than 180
dlabal brands spanning a desade, experian-
i markating exgerts <amy Smith andd Dan
Hanover present the most in-depi boos
aver written on how cormpanias are Using
sxperiences as the anshors of reirvented
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Before We Begin

Your latest marketing campaign cost more than the last, vet reached half
asmany people, :

Yeur celebrity endorsement deal has ver to generate any measurable
rciuras. I

Your online marketing campaign yielded no sygificant weborafhc
increase, and vour brand's social media engagements declined.

You're bems oot-marketed by competitors who are-spending a frac-
tion uf your budget, vet are capturing a larger share of the market.

What are you gaing to dof

Before vou tell us, we'se gaing to ask char vou forper everytiing you

kow ahout marketing for a moment. Why vou do it, hew vou were
taughr roonse it and what i accomplishes.

And then ask yourself ene question: Are vou open to a new approach—
a way to break through the noise and connect with your rarget audiznce
wherever 1:|'u,:g.r are, engage them ina way ol gencrales t'_mgiblt" rela-
tinnships, and converr tham ineo st omers?

I viau are, then tlus book is for yau.




Chapter One The Rise of
the Experience

Humans are social animals.

The need to gather and share stories dates back to the dawn of man,
when our ancestors met around the fire to shars in the kill and docu-
mented hunts on cave walls, Over thousands of years of political and
‘.iUL'iL'II LIPET.'E’.";'EI, r':;ltl.l]':_l]. illLd IIlD..!I'I]'liJiI.l.‘.' diﬁﬁ&tt’fﬁ. q'.lIl'Ll Lt'l;l'-_li'i.ll.ug'ii_;i]:.
achievements thar have shapad and reshaped our world, the reed
share has remained constant—and it defincs us as a speaizs. Bur while
our need to share stories has nor changed over the millennia, the methods
by which we share them have,

A5 a marketer, the need to cut through noise and well your story has
never been move important—or more difficult. In today’s tuns-out

culture, where the interruptive marketing stratepices of yesterday have
been rendered almost vseless by concumers who can now tune you
auty hrands need mare than a carchy jingle, an amusimg TV spat, or 2
big budger to be noticed. Being flashy, sexy, or loud no longer equares
to a return on investment, Marketers have no one to blame but them-
selves for their carrent predicament. For docades, brands worshipped
at the altar of mass reack—using GRPs, CPMs. and other quantitarive

metrics for delivering the most messages at the Jeast cost, and in the




2 Expenential Marketing

process hombarding consumers with«rrelevant messages ar the wrong
time, That approach doesn't creare l:l'l’i{:l[!ri'l'lll:IIT; IT CIEALDS CXASPCTADOn.
[t’s no wender chat, when given the epportunity 1o skip or block mass
media, consumers do it in deoves, And o teaditiona] media clutter isn'
challenging enough, tudar’s costomers are bypassing established media
altogerher and consuming conternrt, sharing, and communicating via
entirely new social and mobile platforms . ., which make them even
harder o reach.

Brands have two chistces: (10 comtmey to play cat-and-monse swith
customers, trying to keep up with where they're going and adapt-
ing messaging to the mediom du jour, We call this the ®sush™ aption,
which requires you spend money to chase vour consumers to their
next favarire medinm and then hgore our haw ta inrerrupt them with
your message. Or |2) take another path—one thar taps o the core
of our human DNA and virtually forces rarger audiences to stap, take
uotice, and partivipate. We call this the “pull” approach, and 1t is the
central tenet of experiential marketing, a powerful strategy used more
atd more by leading brands (o ceeate true customer engagement that
delivers measurable results.

In its simplest form, expertential markating is nothing more than a
highly evolved form of corporate storytelling. Por while the premise
appears simple—combine 2 brand message, elemments of interactvicy,
4 targeted audwence, and deliver 1t in a live setting to create a defined
cutcome—successtul experiences are both am and science. Embracing
experiential markening requires a new way of thinking about marketing,,
creativicy, and the role of media in the averall mi-.

This may sound a bt uncamfortable for many markerers, because e
requires changing some very established wavs of thinking and branding
methods. Bur these who have wansitioned to an experiental marketing
minddset are finding tha. any paing of change are outweighed by the ben-
efits of more powertul marketing, more engaged customers. and better
refuris an masketing mvestments.

This bopk is the culmination of more than a decade spear working
with some of the beggest brands in the world, interviewing hundreds of
marketers, and documentnyg thousands of experiential marketing pro-
grams. Througheur our vears covering the leaders of the experiential
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