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Executive Summary 
Companies across the globe are increasingly faced with challenges concerning effective 

marketing communications. This has led to an increased need for companies to stand out from 

the crowd. Having a strong brand as perceived by the customers is therefore of utmost 

importance. One way to achieve this is by staging experiential marketing events. However, 

while many scholars have created frameworks for staging events the current models fail at 

seeing the theory in a broader perspective by adding the criteria of achieving success. 

The aim of this thesis was therefore to present a framework for staging successful experiential 

marketing events. Through the use of literature in the fields of experiential marketing, brand 

management theory and transformation theory it was possible to create such a model. 

Additionally, the collection of empirical data aided in testing the proposed framework and 

make modifications in order to create the most comprehensive model possible. A combined 

framework for achieving successful experiential marketing events was thus presented. 

The framework proposes that creating involvement with the brand should be a top priority 

when designing the event. Involvement aids in gaining and keeping the attention of the 

consumers making it easier to get across marketing messages. 

Three main areas were found to affect involvement: 

1. Design elements 

2. Synergy 

3. Violation of Expectations 

The design elements included five characteristics: Personal Relevance, Active Participation, 

Physical and Visual aids as well as Innovation and Memorabilia. The first three were found to 

be of utmost importance while the latter two needed more testing it order to validate their 

importance. However, they could not be dismissed either. 

Synergy was the definition used to explain a natural link between the brand and the 

experience. In this sense brand association, brand attachment and brand resonance should be 

present in order to achieve increased involvement and added brand equity. Additionally, the 

values of the company should be communicated in a clear way. Coherence between the event 

and the company creates lasting associations and loyal customers. While this area was 

originally proposed to be of great importance it proved difficult to measure the exact the 

effect hereof as people are mostly unaware of the links as they are made subconsciously. 

Finally, violation of expectations was proposed as a mean to achieve success and increase 

involvement. This was found to be affected by curiosity, virtuosity and sensory stimuli. 

Violation of expectations proved to be the most important aspect of the framework as it does 

not only lead to success in the event of positive violations but could ultimately be the cause of 

failure and decreased involvement if expectations are violated in a negative way.
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1.0 Introduction 
Companies across the globe are increasingly faced with challenges concerning effective 

marketing communications. This has led to an increased need for companies to stand out from 

the crowd. This is not only in terms of for example product differentiation but also when it 

comes to marketing. Having a strong brand as perceived by the customers is of utmost 

importance. 

1.1 Brief History on the Changes in the Marketing Landscape 
There has been an interesting development in the marketing turnover over the last 10 years. 

The market was most likely shocked by the 9/11 terror attack in 2001 resulting in revenues 

plummeting in 2001 and 2002 (Madsen 2012) . Then in 2003 the market picked up again 

resulting in the highest revenues in a decade coming 2007. However, since then the marketing 

turnover seem to be on another decline. This can largely be attributed to the financial crisis; 

however, it does not look as though it is turning any time soon. The only areas that have seen 

a continued increase in revenues are those of Cinema and Internet (see appendix 1). 

Especially the Internet has gained dramatic attention over the last decade and does now 

account for 36% of all marketing revenues (year of 2012). This can largely be attributed to an 

increase in the use of new advertising opportunities such as Google adwords and social media 

sites such as Facebook, which has given marketers new ways to use their marketing budgets. 

However, the overall downward trend in printed advertising shows that marketers are 

increasingly turning away from this „old fashioned‟ look on advertising and are looking for 

new ways to catch the attention of the consumers. 

Over the last couple of decades the world has seen “a transformation in media – from print to 

voice, from sight to sound” (Schmitt 1999). Marketing tools such as print and television are 

no longer as effective as they used to be. According to a report made by McKinsey & Co.  the 

effect of TV advertising in 2010 would be one third of what it was in 1990 (McKinsey & Co 

2006). The world has simply started to experience an information overload. This means that 

advertisements often go unnoticed by consumers or they are actively avoided (i.e. ad block 

online, changing channel on the television etc.). In 1997 Speck and Elliot found that only 7% 

of users actually pay full attention to television commercials while the rest change channel, 

leave the room or make small talk (Elliott, Speck 1998). This is no surprise considering 

Mittal‟s numbers from 1994 estimating that more than 3000 marketing messages per week 

were exposed to the average American consumer (Mittal 1994). Add the internet and social 

media and that number could easily be much higher today. This advertising overload is an 

additional factor as to why marketers are now looking elsewhere to find alternative ways to 

gain the attention of the consumers. 

According to Tynan and McKechnie (2010) the idea of consumer behaviour having an 

experiential dimension was first introduced by Holbrook and Hirchman in their research from 

1982. However, they also noted that up until 2004 no systematic attempts had been made to 
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define marketing terms for what constitutes an experience. 

This shows how new the notion of experiential marketing as a marketing discipline really is. 

Although it has been an important concept in consumer behaviour as well as marketing 

management and service marketing for the last twenty-five years, experiential marketing as a 

distinct discipline or area within marketing is still relatively new and is perhaps one of the 

most contemporary marketing orientations (Williams 2006, Schmitt 1999, Tynan, McKechnie 

2010, Close et al. 2006). 

According to a report made by the MPI Foundation in 2005, event marketing is used in 

promotional strategies in more than 96% of U.S. corporations (Close et al. 2006). Similarly, 

the popularity of event marketing has risen in Continental Europe with companies in countries 

such as Germany, spending 22% of the total marketing communication budget on event 

marketing in the year 2000 (Wohlfeil, Whelan 2006). The increase in its popularity may stem 

from consumers increasingly taking products and their features for granted thereby expecting 

more of the marketing efforts in order to get their attention. Schmitt (1999) explains:  

“What they want is products, communications, and marketing campaigns that 

dazzle their senses, touch their hearts, and stimulate their minds. They want products, 

communications, and campaigns that they can relate to and that they can incorporate into 

their lifestyles” (p. 57). 

The consumer is no longer believed to be making purchasing decisions in a strictly logical 

way – if they ever did? It can look random and irregular but stems from decisions being made 

based on both logical but also emotional cues. (Anonymous2013) 

Furthermore, according to a report by the MPI Foundation, no other marketing 

communications medium offers better return on investment (ROI) than event marketing. 

Something for marketers to take into consideration given the increasing pressure to perform in 

terms of ROI of marketing spending (Hieggelke 2005 as written in Close et al. 2006) 

As Kerwin (2004) states  

“The beauty of a well-designed experience is that while it doesn‟t reach nearly 

as many people as a TV spot, it can attract the very customers who are most likely to buy‟ (as 

cited in Williams 2006, p. 486). 

ID Live Brand Experience stated in their report, that of the consumers in the UK, close to 85 

per cent of consumers would find the opportunity to experience, touch, smell, taste or hear, 

products of great value. Additionally, the international research organization SRI found that 

traditional methods did not drive results nearly as fast as experiential marketing suggesting 

that consumers were more inclined to make quick purchase decisions in an event situation 

while also making people more open to associated marketing forms. IMI International support 

these findings, suggesting that 55 per cent found that the highest impact to buy stems from 
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being able to sample and/or interact with the brand and its products before purchasing 

(Williams 2006). 

Creating marketing campaigns which trigger some emotional response is therefore on the rise. 

As Rooney (2013) puts it  

“You need some sort of „whoa!‟ response. You want to tug on people‟s 

heartstrings. Launch with a community, get momentum, create an emotional response through 

the content” (website). 

The growing trend among businesses to incorporate experiential marketing campaigns in their 

marketing efforts can be seen in small as well as big corporations. However, larger and more 

innovation companies are looking to take marketing a step further thereby transforming their 

customers. This will be discovered in chapter 4. 

1.2 Experiential Marketing versus Other Marketing Promotion 

The Traditional View on Marketing Promotion 

„Traditional marketing‟ was originally developed in response to the industrial age. It 

“presents an engineering-driven rational, analytical view of customers, products and 

competitions that is full of untested and outmoded assumptions” (Schmitt 1999, p.55). 

Traditional marketing is here defined as print media, TV spots, Radio and billboards. The 

main characteristics of traditional marketing are the notion of consumers being rational 

decision-makers who mainly focuses on the functional features as well as benefits of a given 

product (Schmitt 1999, Williams 2006). 

 

A Revised View on Marketing Promotion 

Experiential marketing on the other hand, believe that consumers are not only rational people, 

but rather emotional human beings who put emphasis on achieving enjoyable experiences. 

 

Traditional Marketing 

Features and Benefits 

Narrow definition of 

product category and 

competition 

Methods are 

analytical, quantitative 

and verbal 

Customers are rational 

decision-makers 

Figure 1: Characteristics of Traditional Marketing by Schmitt 1999 
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Decisions are therefore based on both rationality and emotions (Schmitt 1999, Williams 

2006). 

Experiential marketing has been developed as a response to the change from the industrial age 

towards that of information, branding and communications (Williams 2006, Schmitt 1999). 

Experiences include communication, visual and verbal identity as well as presence and media. 

There is an increased focus on forming synergies between meaning, perception, consumption 

and brand loyalty. Furthermore, Williams argue that in order to do experiential marketing a 

more diverse range of research methods are required in order to fully understand the 

consumers (Williams 2006). Schmitt argues that “the ultimate goal of experiential marketing 

is to create a holistic experience that integrate individual experiences and lifestyles, which 

provides sensory, emotional, cognitive and relational values to the consumer.” (Williams 

2006)  

 

 

 

 

 

 

 

 

 

 

Schmitt (1999) argued that experiences enhance the value of a product, a brand, or a company 

(Maghnati, Choon Ling & Nasermoadeli 2012). Additionally, brand-related stimuli are what 

create the brand experience. This includes sensations, feelings, cognitions, and behavioural 

responses which are part of the design and identity of a brand as well as packaging, 

communications and environments (Brakus, Schmitt & Zarantonello 2009). The strongest 

brands are those that excite people on a subconscious level (Moré 2011) 

1.2.1 In Sum 

The notion of viewing producers as producing and consumers as consuming is ultimately 

what is being challenged. Modern marketing argues that in todays‟ world producers and 

consumers both produce and consume. This has led to a need for mutually negotiated 

experiences as well as increased collaboration and a shared vision (Tynan, McKechnie 2010).  

Experiential Marketing 

Customer Experience 

Competition is a 

holistic experience 
Methods are eclectic 

Customers are rational and 

emotional animals 

Figure 2: Characteristics of Experiential Marketing by Schmitt 1999 
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„Traditional‟ View on 

Marketing Promotion 

Modern Marketing 

(Experiential Marketing) 

Focus Product features and benefits Holistic consumer experience 

Scope Narrow definition of product 

categories and consumption 

Broader consumption situation 

and socio-cultural context 

Customer Mental Model Rational decision maker Rational and emotional beings – 

Feeling, Fantasies and Fun 

Marketers Approach Analytical, verbal and 

quantitative 

Eclectic, verbal, visual and 

intuitive 

Table 1: Traditional vs. Modern Marketing by Maghnati, Choon Ling & Nasermoadeli (2012)  

1.3 Problem Definition 

“Experiential marketing is everywhere” these days as Schmitt (1999) puts it. However, the 

concept remains somewhat intangible and no real efforts have been made into uncovering 

what constitutes a successful experiential marketing event. In what way does experiential 

marketing affect brand equity and transformation potential; and can this impact be controlled 

to only include positive associations? 

This thesis will attempt to shed light upon these issues. Through case studies and theory 

analysis a framework will be constructed which will give marketers and event companies 

alike a better understanding of the tools and cues necessary in staging successful experiential 

marketing events. 

1.3.1 Research Question 

 

What is the optimal design strategy for creating successful experiential 

marketing events?  

Sub-questions 

 

 What basic characteristics are present in successful experiential campaigns?  

 

 Which elements are necessary in order to leave lasting positive changes in the 

mind of the consumer? 

 

 Will this lead to loyal customers? 

1.4 Delimitations 
Due to the nature of experiential marketing it was not possible to create a situation where the 

same consumers could be interviewed before, during and after an actual event. An exact 
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change in attitudes towards the brand as a direct result of the experience could therefore not 

be investigated. However, by including a number of different types of events and by using 

multiple research alternatives such as interviews, observation and surveys, it is believed that 

the results can still provide valuable insights into experiential marketing event design and 

strategy. 

1.5 Definitions 

Characteristics of Experiential Marketing 

Experiential marketing has been defined by scholars in a variety of ways. The term was first 

used by Schmitt (1999) who saw experiential marketing as being focused on customer 

experiences: 

“Experiences occur as a result of encountering, undergoing or living through 

things. Experiences provide sensory, emotional, cognitive, behavioral and relational values 

that replace functional values” (p.57) 

Other definitions have since followed including: 

Experiential marketing is a memorable memory or experience that goes deeply 

into the customers‟ mind (Lee, Hsiao & Yang 2011) 

 “Event-marketing is defined as the interactive communication of brand values 

by staging marketing-events as 3-dimensional brand-related hyperrealities in which 

consumers are actively involved on a behavioural level and which would result in their 

emotional attachment to the brand” (Wohlfeil, Whelan 2006, p.644). 

 “Experiential marketing refers to the customer experiences with a brand, 

product or service that allow users to interact in a sensory way. It triggers motivation more 

than any other channel of communication and instigates word-of-mouth” (Moré 2011, online) 

Throughout this paper the following definition will therefore be adopted 

“Experiential marketing is defined as staged events which provide sensory, 

emotional, cognitive, behavioural and relational values that replace functional values. 

Experiential Marketing creates memories, triggers motivation and encourages interaction”. 

Customer Based Brand Equity 

Customer based brand equity refers to the value of a company seen from the perspective of 

the consumer. 

Successful Experiential Marketing Events 

Successful events are defined as experiences that change the consumers‟ mind set in a 

positive way. This can be measured in terms of increased customer based brand equity or 

when a positive transformation has taken place. This will be explained further in chapter 3 

and 4. 
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1.6 Methodology 
The aim of this section is to illustrate how the research questions will be answered. The 

Methodological Perspective will briefly be explained to provide the background for 

conducting the research in the chosen manor. The section on research design will describe the 

type of data that will be collected and in what setting this will be done. Hereafter an interview 

guide will be presented to shed light on the methodical considerations connected to the 

interviews. In the reliability and validity sections the quality as well as the applicability of the 

selected data will be discussed. Finally, an overview of the theories used throughout the thesis 

will be presented and a thorough discussion and critique hereof will be provided. 

 

Figure 3: Methodology Components 

 

1.6.1 Methodological Perspective 

This thesis will take on a pragmatic approach (Morgan 2014) to the research question in order 

to avoid getting caught up in a philosophical debate about which approach is more suitable. 

The Oxford Dictionary defines pragmatic as “dealing with things sensibly and realistically in 

a way that is based on practical rather than theoretical consideration” (2014c). This provides 

the freedom to use any of the methods and techniques most commonly associated with 

quantitative and qualitative research respectively. It is believed that choosing either or will 

create unnecessary limitations and a better result will therefore spring from using any method 

deemed suitable thereby taking advantage of the possibility of research approaches 

complimenting each other. 

1.6.2 Data Collection 

A significant part of the data is based on primary data. This is done in order to cover as many 

aspects of event design as possible. All data has been collected at live events in the 

Copenhagen area. Furthermore, a mix of interviews, observation and surveys has been used in 

order to allow for cross examining results and to provide a more comprehensive foundation 

for analysing the research question. The specific research tools chosen for the individual 

events will be explained in more detail in chapter 6. 

In addition to the primary data, a variety of secondary data such as newspaper articles, event 

prospects and company information will be included. Secondary data is defined as data that 

has already been collected for another purpose than that of this thesis (Saunders, Lewis & 

Thornhill 2012). Furthermore, academic articles will form the theoretical basis for this thesis. 

  Methodological   
Perspective 

Data 
Collection 

  Theoretical 
Framework 

Source 
Critique 

Event 
Overview 
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1.6.3 Theoretical Framework and Critique 

The papers theoretical approach to experiential marketing campaigns is primarily influenced 

by the work of Schmitt (1999) and Pine and Gilmore (1999). Schmitt‟s work on Strategic 

Experience Modules (SEMs) will be presented (1999) as a source of gaining an understanding 

of the experiential sphere and the different ways in which an event can be constructed. It has 

been proven that there is in fact a significant positive relationship between experiential value 

and sense, feel act, relate and think experiences as proposed by Schmitt (Maghnati, Choon 

Ling & Nasermoadeli 2012). However, not many studies have attempted to prove such a 

relationship and the framework should therefore be used with caution thereby acting as a 

guideline for designing experiences rather than a definite solution to the perfect experience. 

Schmitt‟s framework is therefore supplemented by the work of Pine and Gilmore (1999) who 

has a different view on building strong events. They propose four types of experiences, 

namely the Entertainment Experience, Educational Experience, Escapist Experience and the 

Esthetics Experience. Each of these will be explained further in chapter 2. Along with other 

experiential marketing theory these two frameworks will provide a point of departure for 

understanding experiential marketing and the characteristics necessary in designing successful 

experiential marketing events. 

In chapter 3, Brand Management theory will be presented and in particular the framework for 

building Customer Based Brand Equity. The principle of building brand equity is the same for 

any type of marketing campaign. This theory will therefore act as an evaluation tool for the 

success of experiential events and strategy. In addition it provides some key elements 

necessary in any kind of marketing campaign which cannot be overlooked when working 

exclusively with experiential events. 

Finally, according to Pine and Gilmore (1999), the human search for improvement physically, 

spiritually as well as individually, results in the highest level of value creation. Marketers 

should therefore seek to satisfy this need. They further argue that “once the experience 

economy has run its course; the Transformation Economy will take over” (Pine, Gilmore 

1999 p. 173). Evidently, this will happen once the Experience Economy has become too 

tedious for the consumers. This will result in a decreased interest and less joy from the 

experiences as they have seen it all before (Pine, Gilmore 1999). However, this thesis tries to 

challenge this viewpoint by claiming that transformation should be looked at as an added 

element in creating successful experiences rather than a new way to win over consumers. It is 

believed that these concepts are not mutually exclusive but rather complimentary. By 

combining experiential marketing theory and transformation theory a better understanding of 

the marketing landscape and the elements necessary to successfully integrate the consumers 

into the marketing mix can be achieved. 

The notion of transformation theory will therefore be introduced as the last area of research. 

As transformation theory is still a relatively new area little research has been done so far. 

Consequently, the work is limited and may lack perspectives not yet unfolded. The work of 

Kubovy (1999) has therefore been chosen as the main theorist within this area. Choosing the 
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perspective of Kubovy over other scholars may have consequences, however, this is a 

conscious choice as Kubovy‟s work seemed most appropriate in the current context. 

Transformation theory will take a primary role in determining what constitutes a successful 

experiential event and how this can be achieved. 

1.6.4 Event Overview 

The following guide provides an overview of the various primary data collected for the 

purpose of this thesis. The choice of events is based on the underlying purpose of the event 

being fitting with the research question. Furthermore, it was of importance to include events 

that has a range of different set-ups in order to compare effects and draw conclusions. Finally, 

due to the scope of this paper all events had to be executed in the months of June to August 

2014. The implication of these choices will be discussed in more detail in the chapter 6. All 

events had the purpose of creating brand awareness thus aiming at adding brand equity. 

 

Brand Type of Event Collection Method Date/Location 

Garage 
(Carlsberg) 

Sampling/Demo  Observation 

 Interviews 

 Background info 

01.07.14 

Roskilde 

ARLA ARLA Food Fest 

(Paid event) 

 

 Observation 

 Interviews 

 Questionnaire 

 Participation 

29.07.14- 

31.07.14 

Kgs. Have 

Volkswagen DM i Sæbekasseløb 

 

 Observation 

 Interviews 

 Background info 

21.06.14 

Rådhuspladsen 

Table 2: Event Overview 
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1.7 Structure of Paper 

Chapter 2 

This chapter introduces experiential marketing theory. First an overview of the research 

within the field will be provided. Hereafter the work by Schmitt (1999) on Strategic 

Experience Modules will be presented as well as Pine and Gilmore‟s (1999) framework on the 

Four Realms of an Experience. Finally, a model for staging events will be presented. 

Chapter 3 

Chapter 3 focuses on brand management theory and in particular the customer based brand 

equity model. This poses as a framework for determining the success of an experiential 

marketing event. The chapter adds to the model presented in chapter 2. 

Chapter 4 

This chapter takes experiential marketing events one step further by proposing a need for 

transformation. The work of Kubovy will be presented and a model for achieving pleasure of 

the mind will be provided. 

Chapter 5 

This chapter draws together all of the theory discussed in the previous chapters. A framework 

for creating successful experiential marketing events will thus be presented. This framework 

will form the basis for analysis. 

Chapter 6 

Chapter 6 introduces the cases used in this thesis. Additionally, the reason for choosing these 

events will be discussed. Finally, the research design and methods will be explained in this 

chapter. 

Chapter 7 

This chapter presents the results of the empirical research. All data will be analysed in 

accordance with the aforementioned theory. 

Chapter 8 

In this chapter the results will be discussed in regards to the research question. The 

implications of the findings will be deliberated in accordance with the proposed framework 

and possible changes will be unfolded. A modified version of the framework will thus be 

presented. 

Chapter 9 and 10 

In chapter 9 the conclusions of this thesis will be presented and the research question and sub-

questions answered. Finally, chapter 10 provide reflections and suggestions for future 

research. 
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1.8 Paper Architecture 
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2.0 Experiential Marketing Theory 
According to the literature, Pine and Gilmore were the first to introduce Experiential 

Marketing as part of their work on the experience economy (Williams 2006, Pine, Gilmore 

1998). Some may refer to it as so-called „emotional-branding‟ and it is believed to have 

emerged as a term in brand management as a way to counter earlier marketing approaches 

which focused only on unique selling propositions (Schmitt 2012). 

An experience with a product or brand can be both direct and indirect. A direct experience is 

when there is some kind of physical contact with the product whereas indirect refers to an 

experience which is either presented virtually or in an advertisement (Brakus, Schmitt & 

Zarantonello 2009). The fact that consumers are encouraged to be actively involved with the 

brand is what makes event marketing so unique (Wohlfeil, Whelan 2006). 

McNickel (2004) describes experiential marketing as initiatives within marketing which 

provide consumers with adequate information to make a purchasing decision by giving them 

in-depth tangible experiences (as written in Williams 2006). This experience happens “when 

a company intentionally uses services as the stage, and goods as props, to engage individual 

customers in a way that creates a memorable event” (Pine, Gilmore 1998, p.98). It is about 

influencing the customers positively when it comes to image, attitude, familiarity and 

emotional attachment to the brand. This is done by staging a 3-dimensional and interactive 

hyperreality for consumers (Wohlfeil, Whelan 2006). 

Furthermore, according to Zanger and Sistenich (2006) event marketing acts as a stage for 

personal and interactive dialogue between everyone concerned from participants to spectators 

as well as brand representatives (as written in Wohlfeil, Whelan 2006). Taking the very 

essence of a product and turning it into tangible, physical and interactive experiences is what 

experiential marketing is really all about. Consumers buy an experience in order to enjoy 

spending time creating new memories and becoming engaged in a personal way as opposed to 

buying a service where the consumer merely purchases a set of intangible activities which are 

then carried out on their behalf (Pine, Gilmore 1998, Williams 2006). 

Many different goals can be accomplished by the use of event marketing. These include brand 

awareness, improvement of image as well as increased sales (Close et al. 2006). Additionally, 

it gives companies an opportunity to engage their customers with its brands and community. 

The involvement level increase creating a heightened level of receptiveness to marketing 

messages and brand associations. This additional aspect of consumer interaction which helps 

companies accomplish their communication goals is what makes event marketing so popular 

(ibid.). 

According to Poulsson and Kale (2004) a marketing experience should ideally encompass the 

following elements; 1) have personal relevance to the individual customer, 2) be innovative, 

3) have an element of surprise and finally 4) stimulate leaning and engage the customer (as 

written in Tynan, McKechnie 2010). However, according to Brakus, Schmitt & Zarantonello 



Copenhagen Business School 2014 

 

19 

(2009) a brand experience can be either surprising or expected. It is therefore not a necessity 

for the experience to be surprising in order to be successful. 

It appears that the most important aspect of event marketing is that of involvement. Many 

scholars state how consumers should be involved with the brand and are hence encouraged to 

become active participants in order to experience the brand reality (Weinberg, Nickel 1998, 

Wohlfeil, Whelan 2006). What makes this interesting is the fact that no two experiences will 

ever be the same. As people are actively involved in the experience their personal interaction 

with the brand will therefore be based on their specific involvement as well as the individuals‟ 

state of mind at the time (Pine, Gilmore 1998, Schmitt 1999, Maghnati, Choon Ling & 

Nasermoadeli 2012). The most important aspect is to find a way to engage customers in a 

memorable way (Petkus 2002, Williams 2006). This statement will be looked into further in 

the analysis of the three cases presented in chapter 7. 

Ultimately the experiences that customers have with the brand will go on to impact their 

decision-making process (Holbrook 2000, (Maghnati, Choon Ling & Nasermoadeli 2012). 

Brand experiences include but are not limited to perception through the senses, feeling, 

sensation, cognition, action as well as behavioural responses (Brakus, Schmitt & Zarantonello 

2009). It is about “identifying, experiencing, integrating, signalling and connecting with the 

brand” (Schmitt 2012, p.7). No two consumers will have the same level of psychological 

engagement to a certain brand. This is due to the differing levels of for instance needs, 

motives and goals of the individual consumer (Schmitt 2012). 

In experiential marketing it is possible for the company to link existing logos, trademarks and 

other packaging designs to events, thus creating a synergy across marketing campaigns (Close 

et al. 2006). The overall look and feel of an event can be the difference between success and 

failure. Aesthetics has the power to add value to a company in many different ways but if 

used improperly it can result in the decay of a company‟s reputation and thereby alienate the 

customers instead of attracting them. Aesthetics is particularly important in situations where 

the products are perceived to be identical to those of the competitors. In these instances, 

aesthetics can offer a way for the company to distinguish otherwise identical offerings thus 

stimulating purchase and receptiveness (Schmitt, Simonson & Marcus 1995).  

2.1 The Four Realms of an Experience 
Pine and Gilmore (1999) noted that staging experiences does not equal entertaining 

customers. Instead staging experience is all about engaging them. From this view point they 

developed the four realms of an experience (Figure 4). The framework shows how an 

experience can engage customers in a variety of ways. On the horizontal axis the level of 

guest participation is depicted going from passive participation to active participation. On the 

vertical axis the customers‟ connection to the event is depicted. At one end of the spectrum 

lies absorption whereas the other end entails immersion. Together they form the four realms 

of an experience namely the Entertainment, Educational, Esthetic or Escapist realm. The 

realms are defined as follows (Pine, Gilmore 1999, pp. 30-35): 
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Entertainment: „passively absorbed 

through the senses‟ i.e. watching a 

performance 

Educational: „guest(s) absorbs the event 

unfolding before him while actively 

participating‟ i.e. a student in a lab class 

Escapist: „the guest actively participates 

in an immersive environment‟ i.e. being 

at a theme park 

Esthetics: „individuals immerse 

themselves but remain passive‟ i.e. 

visiting a museum. 

 

By blurring the lines between the four realms, companies can enrich and enhance the realness 

of any experience. In fact “the richest of experiences encompass aspects of all four realms. 

These centre around the „sweet spot‟ in the middle of the framework” (Pine, Gilmore 1999, p. 

39). 

However, the four realms of en experiences is a very broad framework which does not take 

into account the emotional aspect of events. For this reason Schmitt‟s (1999) Strategic 

Experience Models will be looked into next. 

2.2 Strategic Experience Modules 
Through several books and articles, Schmitt developed the concept of customer experience 

management (CEM) as a way to strategically manage the entire experience that customers 

have with a company or product (Schmitt 1999, Keller, Lehmann 2006). He further divides 

the different types of experiential marketing into five dimensions, called Strategic Experience 

Modules (SEMs) namely 1) Sensory Experiences (SENSE), 2) Affective Experiences (FEEL), 

3) Creative Experiences (THINK), 4) Physical Experiences, Behaviours and Lifestyles 

(ACT), and 5) Social-identity Experiences (RELATE) (Schmitt 1999, Maghnati, Choon Ling 

& Nasermoadeli 2012, Brakus, Schmitt & Zarantonello 2009). 

Sensory experiences are defined as experiences that “appeal to the senses with the objective 

of creating sensory, experiences through sight, sound, touch, taste and smell” (Schmitt 1999). 

The message sent by the company is therefore formed in the customers mind by using their 

senses (Maghnati, Choon Ling & Nasermoadeli 2012). Feel experiences on the other hand 

appeal to the inner feelings and emotions of a customer with the aim to create affective 

experiences (Schmitt 1999). In other words, by being part of the experience the customer gets 

to „feel‟ the brand (Williams 2006). When emotions are strong and positive it should improve 

Figure 4: The Four Realms of an Experience by (Pine, Gilmore 1998) 
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the overall relationship management between customer and seller (Maghnati, Choon Ling & 

Nasermoadeli 2012). Think experiences aims to create cognitive and problem-solving 

experiences in such a way that customers engage with the brand in a creative way (Schmitt 

1999). Physical experiences provide customers with alternative ways of doing things. 

Through action experiences customers will “develop a sense of sensation, influence and 

relationship with the products and services offered” (Schmitt 1999). Finally, Social-identity 

experiences possess elements of all of the above. However, while relate marketing 

encompass aspects of Sense, Feel, Think and Act marketing, it expands beyond the private 

feelings of the individual, by relating to something outside of the individuals private state thus 

creating a sense of self-improvement (Schmitt 1999) 

In order to expand the experiential appeal, many companies choose to engage in two or more 

SEMs. However, according to Schmitt (1999) marketers should ideally strive to create 

experiences that include all of the five SEMs - Sense, Feel, Think, Act and Relate, thus 

creating holistically integrated experiences. 

Besides the five SEMs, (Schmitt 1999) argues that the concept of Experience Providers 

(ExPros) is also essential to experiential marketing. ExPros include the visual and verbal 

identity of the brand, signage, communications and product presence as well as co-branding, 

the overall environment, electronic media and people. Together Strategic Experience Modules 

and Experience Providers form the two most important concepts of experiential marketing 

(Schmitt 1999). 

The essence of these two frameworks will be used to create the first stage of the proposed 

model. First however, a look at other factors that should be taken into consideration when 

staging an event will be looked at. 

2.3 Event Composition 
The most crucial part of designing effective experiential marketing strategies lies in 

understanding the underlying motivations and experiential needs of the consumers (Wohlfeil, 

Whelan 2006). Furthermore, the company should be aware of their own motivation and ask 

crucial questions such as „will this experience impact the human senses such as sight, sound, 

scent, feel and taste‟, „what kind of associations will the experience evoke in the mind of the 

consumer‟, „Will it make people use the brand‟ etc. (Moré 2011, online). 

Pine and Gilmore (1998) have identified five key principles in designing a successful 

experience (pp. 102-105). 1) Theme the experience, 2) Harmonize impressions with positive 

cues, 3)Eliminate negative cues, 4)Mix in memorabilia, and 5)Engage all five senses. 

 

In order to create a sensory experience all cues play an important role. Everything from 

colours and shapes to typefaces and designs could evoke emotions or create intellectual 

experiences (Brakus, Schmitt & Zarantonello 2009). 
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2.4 Summary of Experiential Marketing Theory 

Based on the experiential marketing theory the following model has been developed: 

 

 

 

 
 

 

 

As the theory suggests experiential marketing is to turn the very essence of a product into a 

tangible, physical and interactive experience. The involvement level increase creating a 

heightened level of receptiveness to marketing messages and brand associations. 

The above model illustrates the elements necessary in generating involvement which 

according to the vast majority of scholars seems to be the most important aspect of creating 

successful events (Williams 2006, Maghnati, Choon Ling & Nasermoadeli 2012, Wohlfeil, 

Whelan 2006, Brakus, Schmitt & Zarantonello 2009). This was also seen in Schmitt‟s 

framework where marketers should ideally strive to create experiences that include all of the 

five SEMs - Sense, Feel, Think, Act and Relate, thus creating holistically integrated 

experiences (1999). It was also a central part of Pine and Gilmores framework who explained 

that the richest of experiences encompass aspects of all four realms (1999). Involvement will 

therefore have a central position in the proposed framework. 

Additionally, five elements which have a positive effect on involvement have been identified. 

These are personal relevance, innovation, aesthetics, active participation and memorabilia. 

Personal Relevance, as a way to attract attention and interest from the consumer and 

aesthetics as it has the power to add value to a company in a number of ways as well as 

generate attention. Innovation as it adds an element of surprise, sparks curiosity and 

eliminates boredom. Active Participation as it forces consumers to engage and get involved 

with the product and finally memorabilia as a way to make the experience tangible and 

expand the experience beyond the actual event. All of these elements including that of 

involvement will be tested in the cases. The model will therefore act as a guideline for 

analysing the importance of each element. 

However, the proposed model does not suggest how these elements ensure successful 

experiential marketing events. For this reason, Brand Management theory will be discussed 

next.  

 

 

INVOLVEMENT 
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Innovative 

Physical and Visual Aids 
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Memorabilia 

Figure 5: Characteristics of Successful Experiential Marketing Events 
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3.0 Brand Management Theory 
Experiential marketing is believed to be highly influenced by brand management theory as 

building brand equity is an important part of any marketing campaign. Additionally, increased 

brand equity is seen as a positive outcome of experiential marketing campaigns and can 

therefore be used as a measurement for success. For this reason, the concept of brand equity 

will be discussed along with the Customer Based Brand Equity Model (CBBE model) (Keller, 

Lehmann 2006). 

3.1 Brand Equity 
A brand is “more than a product, because it can have dimensions that differentiate it in some 

way from other products designed to satisfy the same need” (Keller 2008 p. 5) proving that 

customers place value on the brand rather than only looking at product functionalities. 

Furthermore, Keller (2008) argues that the mental structures created through branding helps 

customers clarify their decision making by organising the knowledge they hold about the 

company‟s product and service offerings. 

According to Keller (2003), a range of criteria proves helpful in deciding which elements to 

incorporate in order to build brand equity. These elements include 1) memorability, 2) 

meaningfulness, 3) aesthetic appeal, 4) transferability, 5) adaptability and flexibility, and 6) 

legal and competitive protectability and defensibility (Keller, Lehmann 2006). This is in line 

with the experiential marketing theory and model presented earlier. 

According to Kaplan and Norton (1992) there is no single measure that can provide 

companies with clear performance targets. Instead managers should draw from both financial 

and operational measures as well as any other available data in order to receive valuable 

knowledge about the success of the company (as written in Sinclair, Zairi 2001). This is 

supported by Gravy (1991) who states that performance measures should always be balanced. 

Internal measures should be held against external benchmarks, process measures should be 

used to deliver early feedback and evaluate critical tasks while cost measures should be 

compared to non-cost measures (ibid). 

 

The most typical fears for companies in using measures that are non-financial lies in the 

general fear of the unknown, anxiety when it comes to loss of power, loss of jobs as well as 

fear of the ability to learn (Sinclair, Zairi 2001). However, building brand equity is of utmost 

importance, and although it can be hard to measure the exact effect on the bottom line in 

terms of financial numbers it is apparent that positive brand equity is a powerful asset to hold. 

Keller (2008) states that brand equity “consists of the marketing effects uniquely attributable 

to a brand” (pp. 37). Furthermore, the Business Dictionary (2014) defines brand equity as 

 

“A brand‟s power derived from the goodwill and name recognition that it has 

earned over time, which translates into higher sales volume and higher profit margins against  

competing brands.” 
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3.2 Customer Based Brand Equity Model 
Building on Keller‟s notion of brand equity he goes on to describe customer based brand 

equity as what the customers have “learned, felt, seen and heard about the brand as a result 

of their experiences over time” (Keller 2008, p. 47). The CBBE model can be used to assess 

the brand equity potential of different marketing decisions. 

 

First the model proposes a need for 

ensuring brand salience with 

customers. This brand awareness 

should be measured in terms of ease 

of recall, top-of-mind and a general 

brand consciousness (Keller, 

Lehmann 2006). The rationale 

behind ensuring brand salience 

before anything else stems from the 

logic that customers are not able to 

hold favourable and/or unique 

associations with the brand if they 

are not aware of it. Strong brand 

salience is therefore paramount in 

creating brand equity. 

 

The next level includes 

Performance and Imagery and 

encompasses the need for creating brand associations with customers. In order to generate 

positive brand equity it is of utmost importance that the functional aspects of the brand exceed 

or at least satisfy customer expectations. Features such as reliability, durability, service 

effectiveness, efficiency, design and price are therefore necessary elements in building strong 

brand equity. However, it is just as important that the more abstract aspects of the product are 

in place as well. Imagery therefore refers to the more intangible aspects such as word-of-

mouth, personal experiences with the brand, advertisement, usage situations, history and other 

non-functional brand aspects (Keller 2008). An overall positive brand image is therefore 

achieved through a mix of both tangible and intangible aspects of the brand. 

 

The third level features Judgment and Feelings. This step builds on the previous step in that 

brand judgments are formed based on the customer evaluations of performance and imagery 

combined. Brands are particularly judged on brand quality, credibility, consideration and 

superiority. The customer perception of trustworthiness, expertise and likeability are of 

utmost importance along with the overall perception of brand value in comparison to 

competing brands. Brand consideration and superiority refers to the personal relevance of the 

Brand feelings are strongly related to imagery and encompass excitement and other emotional 

 
 
 

Resonance 

. 

Salience 

  Judgments Feelings 

   Performance Imagery 

Figure 6: CBBE Model by Keller 2008 
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responses and reactions to brands (Keller 2008). Triggering these brand feelings in a positive 

way is therefore of utmost importance in regards to creating strong brand equity. 

 

Once the brand has achieved salience with its customers and moved from positive brand 

imagery and performance to producing positive brand judgement and feelings it has the 

potential to accomplish the premier level of brand building namely that of brand resonance. 

At this level brand involvement is at its highest and includes loyalty, attachment, community 

and engagement. A high degree of brand resonance with customers thus often translates into 

strong brand equity and should be the ultimate goal for marketers (Keller 2008). 

 

Hence the CBBE model can serve as a framework for building brand equity in the area of 

experiential marketing by providing tools for setting objectives and optimizing event content. 

According to Keller and Lehmann (2006) customer based brand equity can be summarized as 

follows 

 

 Building brand awareness from recognition to recall 

 Creating both tangible and intangible associations with the product or service 

 Changing brand attitude from acceptability to attraction 

 Building brand attachment through loyalty and addiction 

 Creating activity including purchase and consumption frequency, involvement and 

word of mouth. 

 

Due to the nature of experiential marketing events it will primarily be those aspects 

represented on the right side of the model which can be influenced during an event. Imagery 

and feelings will therefore play a role in the proposed model, but first we will look further 

into these aspects by elaborating on brand attachment and associations. 

3.3 Brand Attachment and Associations 

According to Thomson, McInnis & Park (2005) consumers are more likely to show a positive 

attitude towards brands that they are emotionally attached to. This is important as the positive 

brand attitude can be translated into repeated purchases thus contributing to steady revenue 

streams and sustained profits. While previous practice has focused on implementing loyalty 

programmes and creating switching costs, it is now widely acknowledged that positive brand 

association may prove to be a more ideal underlying mechanism in creating brand loyalty 

(Grisaffe, Nguyen 2011). This is supported by several scholars who believe that over time, 

long-lasting brand experiences will create increased consumer satisfaction and loyalty as fond 

memories of the brands will prevail (Brakus, Schmitt & Zarantonello 2009). 

Grisaffe and Nguyen (2011) state, that firstly the emotional brand attachment must be defined. 

Secondly, the antecedent drivers of the emotional bonds must be identified and lastly, it must 

be distinguished which of these antecedents are controllable. When a customer is feeling a 

strong emotional attachment to the brand they actively seek to avoid separation and switching 

due to a desire to preserve the security felt in regards to the brand. Thomson, McInnis and 

Park (2005) compare this to the attachment seen between humans. If you are attached to 

another person you commit and are more inclined to invest in and make sacrifices for that 



Copenhagen Business School 2014 

 

27 

person. Similarly, the emotional attachment between customers and brands predicts an 

increased level of commitment and willingness to make financial sacrifices leading to brand 

loyalty and price premium. A thorough understanding of the controllable antecedents are 

therefore of great importance to companies. 

3.4 Designing Experiential Marketing Events 
By combining the theory on experiential marketing and brand equity we get the following 

model: 

  

Brand management theory suggests that strong brand attachment and association aids in 

creating brand resonance which in turn generate involvement with the brand thus increasing 

brand equity and brand loyalty. As explained earlier, imagery and feelings are strongly 

connected to intangible aspects such as word-of-mouth, personal experiences with the brand, 

advertisement, usage situations and history with the brand. In addition to being a central part 

in creating brand associations and attachment, these aspects are depicted in the model as 

company values and communication. Creating synergy between all aspects of the brand is 

important in order to generate positive brand equity. 

This is in line with (Close et al. 2006) who suggested that experiential marketing theory 

makes it possible for the company to link existing logos, trademarks and other packaging 
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Figure 7: Designing Experiential Marketing Events 
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designs to events, thus creating a synergy across marketing campaigns. Furthermore, 

company values and communication should create a natural parallel to marketing efforts. 

As mentioned, Keller suggested six important elements in creating brand equity: 1) 

memorability, 2) meaningfulness, 3) aesthetic appeal, 4) transferability, 5) adaptability and 

flexibility, and 6) legal and competitive protectability and defensibility. While some of these 

elements are beyond the scope of this thesis it can be seen that several elements relate to that 

of experiential marketing. Creating lasting memories that are meaningful (have personal 

relevance) and have an aesthetic appeal are of essence. These elements are therefore believed 

to have a positive effect on brand resonance and this aspect has therefore been added to the 

model. 

While the model is starting to take its form one more element needs to be added. As written 

earlier Pine and Gilmore (1999) argue that the human search for improvement physically, 

spiritually as well as individually, results in the highest level of value creation. Marketers 

should therefore seek to satisfy this need. By combining experiential marketing theory and 

transformation theory a better understanding of the marketing landscape and the elements 

necessary to successfully integrate the consumers into the marketing mix can be achieved. For 

this reason the following chapter will look into the notion of transformation. 

  



Copenhagen Business School 2014 

 

29 
  

 CHAPTER 4 
Transformation 

Theory 



 

 

30 

4.0 Transformation Theory 
While many companies acknowledge a need for experiences as an integral part of their 

business a new line of thinking has emerged. Especially bigger corporations are seeking to not 

only create experiences but to create lasting transformations with their customers by changing 

the character of need satisfaction. Transformation theory can therefore act in two ways: 1) to 

propose elements necessary in achieving involvement and 2) as a measurement for achieving 

successful experiential marketing events. 

According to the Oxford advanced learner‟s dictionary transformation is defined as “a 

complete change in somebody/something” (Oxford, 2014c). Transformations can be seen as 

one time experiences that change the need satisfaction thereby changing the customers who 

are subjected to it. Transformations cannot be undone and no two experiences will ever be the 

same.  

4.1 Pleasures of the Mind 
Many scholars have tried to shed light upon the issue of pleasure (Duncker 1941, Pine, 

Gilmore 1999, Marković 2012, Dube, Le Bel 2001, Kubovy 1999). Duncker (1941) proposed 

three distinct types of pleasure; 1) aesthetic pleasures, which is either manmade or offered by 

nature (such as for example music or sunsets), 2) accomplishment pleasures, which 

encompasses the mastery of a skill by creating a pleasant emotional response and 3) sensory 

pleasures, such as the feeling of silk against the skin or the taste of good wine (Dube, Le Bel 

2001). Marković (2012) defines an Aesthetic Experience as “a psychological process in which 

the attention is focused on the object while all other objects, events, and everyday concerns 

are supressed”. Other scholars such as Tiger (1992) identified four types of pleasures; Socio-, 

Physio-, Psycho- and Ideo-pleasures i.e. pleasure of the company of others, pleasure from 

physical impressions, pleasure from the satisfaction of actions by others and finally, pleasure 

of privately experienced emotions. 

A more recent article on the pleasures of the mind was written by Kubovy (1999) who build 

on frameworks such as Duncker and Tiger. However, he distinguishes between pleasures of 

the body and pleasures of the mind. He states that pleasures of the body can be divided into 

two areas; tonic pleasures and relief pleasures. Tonic pleasures are triggered by sensory 

contact creating positive hedonic states, such as for example eating something sweet, whereas 

relief pleasures come from the relief of discomfort or tension such as for example sneezing 

(Dube, Le Bel 2001, Kubovy 1999). Pleasures of the mind on the other hand are „collections 

of emotions distributed over time‟. Pleasures of the mind are emotions that arise when the 

basic expectations are violated thereby causing a search for interpretation. Expectations are 

oftentimes tacit and are formed by individuals based on their past experiences. If an 

experience surprises the individual it can be said that it has violated their expectations 

(Kubovy 1999). This violation of expectations could be caused by different factors such as 

curiosity or virtuosity (ibid). 
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Curiosity 

Kubovy (1999) defines curiosity as getting pleasure from learning something that you did not 

previously know. This is in line with the general meaning of the word which is “a strong 

desire to know about something” (Oxford Dictionary, 2014c). Kubovy (1999) adds to the 

topic of curiosity by arguing that the old survival needs of finding shelter and looking for food 

has led to the evolution of curiosity. The fundamental motivation to explore and learn from 

the unknown is what drives curiosity (Kubovy 1999). In this sense, people seek out the 

unknown in order to satisfy their curiosity. It can therefore be implied that in order to gain the 

attention of an individual, something unknown has to come about (ibid). 

Virtuosity 

The common definition of virtuosity is “a very high degree of skill in performing or playing” 

(Oxofrd Dictionary, 2014c). However, in Kubovy‟s terms virtuosity is more about the 

pleasure one achieves when doing something well (1999). Virtuosity is when an individual 

does something that he or she was not previously able to do. Whether the individual is better 

at it than others is not of importance (Kubovy 1999). 

While Kubovy makes a distinction between pleasures of the mind and pleasures of the body 

he also acknowledges that often times tonic pleasures of the mind may be embedded in 

pleasures of the mind, whereas the relief pleasures rarely are so. Furthermore, it is important 

that expectations are violated in a positive way in order for the individual to achieve pleasure 

of the mind. If the violation on the other hand is perceived in a negative way, the individual 

will instead achieve displeasure of the mind. Additionally, it should be noted that the 

experience should be careful not to violate the expectations too much as this could cause an 

unpleasant response from the individual. 

In order for a transformation to take place, pleasure of the mind has to be present. The best 

way to describe the phenomenon is by use of an example. Kubovy (1999) uses the following 

illustration: You are having a lovely dinner at a very nice restaurant with great company and a 

cosy atmosphere. The meal is more than just a meal as it is well presented and nicely 

decorated. If one then goes on to remove all of the surroundings and only leaves the actual 

food, then the possibility of achieving pleasure of the mind would also be removed, leaving 

only pleasure of the body. Consequently, it can be argued, that pleasure of the mind is 

achieved due to the surroundings rather than the actual thing. In other words, it is the 

experience that creates pleasure of the mind. 

While this area of research remains at a fairly general level without providing any form of 

illustration as to which pleasure categories the different experiences belong to, it can still be 

useful for determining which factors play an important part in creating lasting memories and 

possible changes in the minds of the consumers. 

  



 

 

32 

4.2 Framework for Achieving Pleasure of the Mind 
Following Kubovy‟s work, consumers should be presented with pleasures of the mind rather 

than only sensory and emotional cues. This is done by triggering curiosity and virtuosity. 

Following is the proposed model for achieving pleasure of the mid. 

 

While Kubovy only highlights curiosity and virtuosity it has been decided to include 

Duncker‟s (1941) pleasure type of sensory pleasures as an element in achieving pleasure of 

the mind. This has been done as the literature in all three areas (experiential marketing, brand 

management theory and transformation theory) all suggests the importance hereof including 

the work of Kubovy (1999). Virtuosity and Sensory stimuli are seen as stemming from a basic 

need for curiosity. 

In this framework Kubovy‟s terminology of virtuosity is used over Duncker‟s 

accomplishment pleasures although they hold the same basic meaning. This is also the case 

with Tiger‟s Psychopleasure terminology which is the same as Kubovy‟s element of 

virtuosity. 

As noted earlier, it is important that expectations are violated in a positive way in order for the 

individual to achieve pleasure of the mind. If the violation on the other hand is perceived in a 

negative way, the individual will instead achieve displeasure of the mind. In the model this is 

translated into an unsuccessful event experience. 

In the following chapter the conclusions on the theoretical framework will be offered and the 

combined model presented. 
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Figure 8: Elements Necessary in Creating Successfull Experiential Events 
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5.0 Creating Successful Experiential Marketing Events 
To sum up the theoretical foundations for the creation of the proposed framework it can be 

said that one of the big advantages of experiential marketing lies in consumers being able to 

experience the brand in a non-sales environment. This leads to a greater emotional connection 

and the possibility of people sharing the content online thereby bringing the brand to life 

(Anonymous2013). In essence, experiential marketing has the advantage of being able to 

communicate, engage and exhilarate people in new and innovative ways in their own 

environment (Williams 2006). Brands not only have the ability to provide sensory stimuli but 

could also evoke feeling such as joy, happiness, anger and sadness. This becomes more 

apparent when consumers engage with the brands in a more personal way (Schmitt 2012). 

Experiential marketing can furthermore, help companies to be more involved in the 

community (Close et al. 2006). A reason why experiential marketing keeps growing is for the 

simple fact that it appears to work for the customers as well as for the companies (Williams 

2006). The main benefits of implementing an experiential marketing strategy can therefore be 

summarised as follows (Moré 2011): 

 Generate awareness  

 Create an emotional connection  

 Develop positive perceptions  

 Show off attributes  

 Gain credibility 

 Guide preferences 

 Stimulate purchases 

As Pine and Gilmore argue “from now on, leading-edge companies, whether they sell to 

consumers or business, will find that the next competitive battleground lies in staging 

experiences” (Pine, Gilmore 1998, pp.97-98)  

While several scholars (Schmitt 1999, Pine, Gilmore 1999, etc.) have attempted to provide 

frameworks for the types of events one can stage none seem to go the step beyond this. They 

fail to take into account the context of the event and the effect it has on the brand. Developing 

a framework that depicts how an experiential marketing event should be structured in order to 

be successful in terms of increased brand equity and lasting positive transformations in the 

minds of the consumer is therefore needed; a model which also takes into consideration the 

company values, important design elements, people‟s perceptions and the overall feeling of 

the event. 

By combing the proposed model for designing Experiential Marketing Campaigns with the 

framework for achieving Pleasure of the Mind a comprehensive framework for generating 

successful experiential marketing events is therefore achieved. 
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The model looks as follows: 

 

Early work on transformation confirms the elements chosen in the above model. For instance 

two of Duncker‟s (1941) pleasure types; aesthetic pleasures and sensory pleasures relates to 

the physical and visual aids element in the model. Additionally, Tigers Socio- and Physio-

pleasures also relate to this element along with the active participation element. Furthermore, 

the event should be surprising (innovative) in order to violate expectations. The five proposed 

elements necessary in designing a successful experiential event is therefore believed to have 

the capability of creating violations of expectations as illustrated in the model. 

The transformation theory suggested that curiosity, virtuosity and sensory stimuli all result in 

increased involvement which is depicted in the model with an arrow. Furthermore, they aid in 

Figure 9: Proposed Framework for Designing Successful Experiential Events 
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achieving violation of expectations which is necessary in order to create lasting impressions 

and pleasure of the mind thereby achieving successful experiences. 

Finally, it is argued that it is the overall experience that creates pleasure of the mind 

(transformations) and increased brand equity. When this is achieved the experiential event is 

said to be successful. 

As can be seen in the model, many of the elements are connected in one way or another. 

Furthermore, three main areas that all affect involvement have emerged: Synergy, Design 

elements and Violation of Expectations. These areas will be used as a foundation for 

analysing the events in chapter 7. Additionally, the importance of each area will be 

investigated to confirm the application and relevance of the model.  
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6.0 Staging the Events 
Three events were chosen as the basis of analysis. In this chapter each event will be briefly 

explained. Hereafter the choice of research design, research methods and verification will be 

explained. The chosen events are as follows 

 

Brand Type of Event Date/Location 

Volkswagen DM i Sæbekasseløb 

 

21.06.14 

Rådhuspladsen 

Garage 

(Carlsberg) 

Sampling 01.07.14 

Roskilde 

ARLA ARLA Food Fest 

Paid event 

 

29.07.14- 

31.07.14 

Kgs. Have 

 Table 3:  Event Overview 

Volkswagen Sæbekassløb 

Volkswagen sæbekasseløb (soapbox car race) has become a returning event for the big car 

company. In 2012 the first races were held across Denmark and since then it has only grown. 

This year (2014) the event was seen in 26 cities around the country. Local dealerships hosted 

all the regional races with the winners advancing to the big final on the town square in 

Copenhagen. 

Volkswagen approached Agenda Group, a communications agency specialising in 

experiential marketing with the following wishes:  

“[Volkswagen] wanted a brand activation that focussed on the brand‟s ideal key 

values: To be synonymous with „The Original Driving Pleasure/Excitement‟ and „Everybody 

Deserves a Volkswagen‟” (Agenda Group 2013). 

Furthermore, they wanted to attract more people to the physical dealerships and ideally 

deliver an engaging family experience that would create lasting memories and generate 

positive associations to driving pleasure. The result was the concept of a soapbox car race 

which would bring parents and children together to enjoy the full experience (ibid). 

According to Agenda Group, the 2012 event led to an increased amount of visitors to the VW 

dealerships resulting in visible sales increases. Around 3000 people took part in the races but 

an incredible 30.000 spectators were calculated to have seen at least one of the 70 races 
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around the country. Additionally, Volkswagen saw an increased interest in the company‟s 

website and facebook page with around 120.000 page views and an increased degree of 

involvement on social media. The event yielded an estimated PR value of 4 million Danish 

Kroner (Agenda Group 2013). 

The huge success has resulted in the event being put on again in both 2013 and 2014 with 

increasing interest from both dealerships and families around the country. The following 

observations and interviews were conducted during the 2014 finals in Copenhagen. 

Garage Demo 

During the 2014 Roskilde Festival, Carlsberg along with several other brands decided to stage 

a demo (handing out samples of products) at one of the local supermarkets. The aim was to 

create brand awareness and possibly get festival goers to choose their brand over whichever 

brand they had initially set out to get (Thomas, Carlsberg, personal communication 2014). 

The setup was of a small scale for approximately 4 hours a day during the three days leading 

up to the music days. Countless of happy festival goers went through the store to buy alcohol 

for the event. The main product sampled was Garage a new product aimed at males; however, 

the already well-established brand Somersby, which is known to be more of a girly drink, was 

also available for tasting. 

A small table was setup in the middle of the alcohol section along with a fridge to keep drinks 

cool. If a consumer showed interest they got a sample of the drink in a cup and could ask 

questions about the product if they wished to. Other competing brands had also set up tasting 

stalls in the alcohol section. 

ARLA Food Fest 

ARLA Food Fest is an event which was first held in 2013 during Copenhagen Cooking Week. 

The huge success led the company to turn it into an annual event. The idea behind the big 

food event is to share the joy of food. Children and adolescents have the opportunity to test 

their culinary talents and explore completely new food universes. The aim is to “explore the 

magic in turning natural raw ingredients into tasty meals […] to give the next generation a 

good experience with food” (Ibsen Beck 2014). The idea is to meet the children at their level, 

make them curious about new foods, and to make them want to actively participate in making 

their own food (ARLA 2014b). 

The event comprises of a number of activities where the children get to explore their senses, 

learn how the food is made or get a better understanding of different flavours. Among the 

activities in 2014 the following things could be found: Make your own butter, Taste if you 

dare, Vegetable magic, Co(w)creation - which foods go together and many more. 

Additionally, a dance tent was set up, a big slide was installed and several musical acts were 

performed including popular Danish artists such as L.I.G.A, Wafande, Pharfar and 

Christopher (ARLA 2014b). 



 

 

40 

This year the event was sold out resulting in around 10.000 visitors during the two day event. 

Additionally, „School Friday‟ was introduced this year where 12000 pupils from elementary 

schools across Zealand were invited to a fun and educational day. The target group was that of 

10-14 year olds (ibid.) 

Unlike the other events, ARLA Food Fest is a paid event. Curious families paid between 

DKK 50-70 to join the fun. Included in the ticket price were a number of free samples, either 

to taste at the venue or to bring home in addition to the „free‟ concerts.  

6.1 Research Design 
The data collected during the three events is based on the theoretical findings presented earlier 

in this paper. This method was chosen in order to test the proposed framework for designing 

successful experiential campaigns. The idea behind analysing staged evens which had not 

been created with the framework in mind has been possible to test whether all aspects of the 

framework are indeed necessary elements when creating successful campaigns. Two of the 

events chosen had already seen success from previous years and it was therefore assumed that 

these events would be transferable to the proposed framework. The last event chosen was one 

of a much smaller scale. This event was assumed to be unsuccessful based on the proposed 

framework. The combination of assumed successful and unsuccessful events was chosen to 

properly examine the importance of each element proposed in the model. 

6.1.1 Outline of the Research Study 

 

  
 

   Event 1: Volkswagen Sæbekasseløb 

- Observation 

- 6 post-event semi-structured 

interviews 

   Event 2: Garage Demo 

- Observation 

- 29 Exit interviews 

   Event 3: ARLA Food Fest 

- Participant Observation 

- 2 Family Interviews 

- 2 Questionnaires 

 

Figure 10: Outline of the Resreach Study 
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6.2 Choice of Events 

Volkswagen Sæbekasseløb 

This event was chosen for a number of factors. Firstly, it was a returning event which shows 

that the company has experienced success with this event in the past. Secondly, it included 

both planned and unplanned aspects of events as participants were aware of the event being 

held but by-comers were not. Furthermore, it is an event where participants are emerged in the 

event and thereby co-producers of the experience. The Volkswagen Soap Box Car Race could 

therefore be used to test all aspects of the framework. 

ARLA Food Fest 

This event stood out in regards to the others as it is a paid event. People therefore had to 

actively buy a ticket in order to experience the event. The reason for choosing this event for 

the present purpose was to see whether the staged experience would have a different impact 

on the success of the event given that people were so aware of the marketing aspect of the 

experience.  Furthermore, the event encompasses all of the elements presented I the 

framework. It could therefore be useful when determining whether it is possible violate 

expectations sufficiently when the event is not surprising and thereby achieve the necessary 

pleasure of the mind. 

Garage 

This small scale event was mostly chosen to counteract the other two events. By only looking 

at successful events it would be impossible to know whether the framework is useful or not. 

However, by including an event that supposedly lacks all or most of the elements assumed 

necessary in staging successful experiential marketing campaigns the framework can be 

properly validated. If the Garage event proved successful despite the lack of elements 

proposed in the framework it would automatically dismiss the framework completely. 

6.3 Research Methods 

Observation and Participant Observation 

As stated above, all three events used participant observation as the researcher took part in the 

events to a smaller or larger degree. This method of research was chosen in order to identify 

key elements in the staging of the event as well as to gain an understanding of the underlying 

mechanisms of the popularity of the events. Furthermore, observation provides the possibility 

of studying the actual behaviour rather than only hearing what the participants remembered. 

Furthermore, observation has the strength of identifying the conscious as well as the 

subconscious actions that individuals make (Bryman, Bell 2003). This provides the 

opportunity to identify the differences between what people say and what they actually do. 

Finally the observations were influenced by the theory as special attention was given to those 

elements that were found to be necessary in order to create successful campaigns. Time was 

therefore spent observing everything from the organisers to the participants, family members 

and spectators. Additionally, the design elements, the cues and other visual elements were 

studied.  
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Observations prove particularly beneficial when studying phenomena in its natural 

environment and are commonly used in addition to interviews (ibid.). The observations gave 

an overall understanding of the scope of the event and the tools used for creating the desired 

response from participants. 

In the case of Garage and Volkswagen Sæbekasseløb the observer remained anonymous and 

simply observed the event and the people taking part in the event or passing by. However, 

during ARLA Food Fest, the observer worked behind the scenes helping the in the execution 

of the event. This gave an additional element of involvement as this gave the observer a better 

understanding of the physical and visual aids used in staging the event. This added knowledge 

helped in identifying whether reactions were as expected and how the different elements aided 

in creating the involvement that was sought after. Finally, since this is a paid event where 

tickets were sold prior to the execution, it could be assumed that the attendees all had 

predefined expectations of the event. ARLA Food Fest is therefore perfect for testing the 

stipulation that violation of expectations is required in order to create successful experiences. 

Interviews 

A total of 29 semi-structured interviews were conducted. The main purpose of these 

interviews was to support the observatory findings as well as gain a better understanding of 

how the events were received by the consumers. Furthermore, it is difficult to observe the 

expectations of an individual and whether these expectations were met which leads to the 

need for adding interviews to the data already gathered. 

At the Volkswagen Sæbekasseløb a total of 6 interviews were conducted. Two dads with 

participating kids, two participating children and two spectators agreed to be interviewed 

during or after the event. This provided additional information to that which had been 

observed and gave a better understanding of the incentives and motivation behind 

participation, whether actively in the race or as a spectator. 

At the Garage Demo 21 customers agreed to answer the interview questions. In this case the 

customers were approached outside the supermarket. The rationale behind this was to confirm 

the observatory findings. By asking people who had exited the supermarket it was unknown 

whether they had tried any of the products offered. This way interviews did not affect other 

people in the supermarket and it was ensured that data was collected from a broader spectrum 

of consumers. Additionally, it prompted interviewees to give their answers based on memory 

alone. It was found that in this sample only 8 had actually tried any of the samples inside the 

supermarket. The age group went from 17 to 43 years of age and consisted of males and 

females, groups and singles. 

Two families were interviewed at the ARLA Food Fest event and asked about their reasons 

for turning up to the event and whether their expectations had been met. The thought behind 

obtaining this data was to see whether the personal experiences at the event supported the 

theory. Additionally, information about the event was gathered from ARALA as well as one 
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of the event agencies during the execution of the event. 

Questionnaires 

Two questionnaires were sent to the same families who were interviewed at the ARLA event 

(see Appendix 2). This was done to collect additional information which had been overlooked 

on the day of the interviews. Furthermore, it provided a way to test whether the event had had 

a long term positive effect on the participants thereby testing brand loyalty. 

6.3.1 Dealing with the Empirical Data 

As the interviews were conducted outside and during the events it was not feasible to record 

these. Instead notes were written to remember as many details as possible. Due to limited 

resources and time constraints the interviews have not been transcribed. Important quotes 

have been reproduced in the relevant sections. Additionally, field notes were taken during 

observation in order to record the findings as accurately as possible and avoid lack of memory 

recall. All important observations will be presented in chapter 7. Finally, all interviews, 

questionnaires and conversations have been translated from Danish into English by the 

author. 

6.4 Method of Analysis 
The empirical data has been collected based on the proposed framework. The assumption that 

a framework for ensuring successful experiential marketing events exists forms the point of 

departure for the analysis. Firstly, five key elements have to be fulfilled when staging events. 

1) have personal relevance 2) be innovative 3) use physical and visual aids 4) enforce active 

participation and 5) include memorabilia. Secondly, the values of the company and the way of 

communicating these have to be in line with the event in order to create synergy between the 

company and the event. Thirdly, consumers must fulfil the three motives, curiosity, virtuosity 

and sensory stimuli to achieve violation of expectations. From this four main areas have been 

identified and chosen as a way of creating a systematic approach to the data. These are: 

Area Definition 

Design Elements This includes physical and visual aids as well as 
choice of venue, memorabilia and the use of all 
five senses 

Synergy Communication has to be clear and in line with 
company values. There has to be synergy 
between choice of event content and the target 
group. Bran resonance will play a role 

Violation of Expectations  Curiosity, virtuosity and sensory stimuli have to 
be present. Signs of surprise or disappointment as 
identified by positive or negative feelings 

Involvement Requires active participation and an element of 
co-creation between producer and consumer in 
order for the event to happen. A result of the 
other three areas 

Table 4: Method of Analysis 
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6.5 Verification 

This section will look into the verification aspects of this thesis in terms of quality and wider 

potential of the study. 

Reliability 

Due to the nature of qualitative research it can prove difficult to replicate the findings. 

However, in order to increase the reliability of this thesis there was put emphasis on 

describing as many details as possible when field notes were taken. Furthermore, an interview 

guides were set up and questions were semi-structured. The use of multiple cases also added 

to the reliability of the study as results were cross examined increasing. Nevertheless, this 

paper attempts to shed light upon an ever changing phenomena and replication is therefore 

almost impossible. Additionally, the involvement of the researcher in both the participant 

observations as well as during the semi-structured interviews could result in further 

complications when replicating the study. 

Validity 

Firstly, validity has been attempted through the use of several methods. Secondly, the 

approach chosen for each case has been described in detail and the methods used in each case 

has been identified and explained. Thirdly, pre-assumptions about the results of the research 

and asking leading questions have been avoided as much as possible. Additionally, all data 

was gathered in a natural setting in order to avoid further complications with validity. 

Generalizability 

Also known as external validity, this questions whether results can be generalised across 

social settings. Due to the low amount of respondents used in qualitative research it becomes 

impossible to generalise findings to other settings (Bryman, Bell 2003). However, this does 

not rule out the validity of the present thesis. Instead it becomes necessary to assess the level 

of the findings can be used a guideline for outcomes in other situations. Due to the nature of 

events no two events will ever be the same. However, multiple events were chosen for this 

research in order to eliminate doubt as to whether the results would only be applicable to a 

single type of event. It is therefore believed that the results of this thesis could be used as a 

guideline for most types of experiential marketing campaigns. 
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7.0 Results 
In this chapter the results of the observation and interviews will be presented according to the 

method of analysis provided in chapter 6 and keeping the proposed model in mind. 

7.1 Volkswagen Soap Box Car Race 

Design Elements 

The final was held at a very central spot in Copenhagen, namely the Town Square. This 

provided the event with increased awareness as the location see a large flow of people passing 

every day. The event could therefore be described as both planned and surprising. Planned for 

those participating directly in the event or who had heard about it through advertisements. Yet 

surprising for those who coincidentally passed by. Camilla Ottesen, a well-known Danish 

celebrity, also amongst children, was chosen as the host at the final event. 

The setup was quite simple. A large racing track was fenced off providing plenty of room for 

spectators to watch the event. Furthermore, a stage offered additional entertainment. The 

musical entertainment however, did not seem to have had any influence on the choice of 

competing. It was simply an added bonus although one spectator did stay for longer due to 

this fact. 

As proposed in the model, physical and visual aids are important in achieving involvement. 

This was supported by the findings during this event where Volkswagen banners could be 

seen on the fences and a car was placed in the middle of the racing ground to attract attention 

to the event. Furthermore, the event staff was wearing simple black Volkswagen coveralls and 

the event drew on other artefacts from the real racing world, such as the use of the black and 

white checkered flag at the finish line and trophies for the winners. Additionally four other 

prices were handed out: „Most innovative soap box car‟, „Most exhilarating photo‟, „Picture 

that best capture the mood of the games‟ and finally, the „Best looking soap box car‟. This 

gave some of the participant‟s memorabilia to bring home although this element seemed to be 

of less importance to the overall involvement as people would have competed anyway. 

The event itself required active participation both when it came to the drivers but also the 

spectators who automatically became emerged in the experience. This created a heightened 

level of involvement as everyone in and around the event grounds became part of the overall 

experience. The broad consensus was that this event was different from any other marketing 

activity seen in the car industry. The nature of the innovative marketing idea resulted in a 

more direct involvement with the brand than what is seen when using other channels such as 

television. 

Those participating in the event are assumed to have found it to be of personal relevance to 

them. Additionally, by competing this translates into automatic increased involvement with 

the brand. The spectators, who coincidentally walked by however, did not necessarily see the 

event as having personal relevance to them. It was instead their curiosity which led to their 
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participation as a spectator. 

Three out of the five elements proposed in the model therefore appears to have had a positive 

effect on involvement during this event. While memorabilia did not seem to have an effect at 

all personal relevance did show signs of being relevant. However, these findings might 

question the importance of this element in order to achieve involvement. 

Additionally, it should be noted that the race could be shared on social media such as 

facebook and instagram with the hash tag „sæbekassedm‟. This increased event awareness as 

tags such as #fun #racing #cars and #VW were used to further spread the message of the 

event. 

Synergy 

The event was held over a 6 week period which provided a unique possibility for participants 

to recommend the event to friends or relatives living in other areas of the country where the 

event was held at a later time. Most participants seemed to be dads racing with their sons 

although a couple of daughters were also represented. The mums appeared to be more 

comfortable cheerleading. The crowd mostly consisted of families and friends who were there 

to support the finalists. The event was clearly aimed at families and a red thread between 

everything from pre-event advertisement to the artefacts used, event staff and entertainment 

could be found. This synergy could be seen in the communication methods used before and 

during the event. Media such as television, radio spots and social media was chosen to make 

people aware of the event. The commercial on television showed a farther and a son working 

on a soap box car at a certified garage and was designed to create synergy and associations 

between the brand and the event. Additionally, this communicated the values of the company 

which Volkswagen wants people to associate the brand with. Those interested in the event 

could then sign up to participate at their local dealership. In this sense, it could be argued that 

personal relevance has a positive effect on brand resonance as suggested in the model by 

creating an increased level of receptiveness to pre-event advertisement. 

Overall, it was found that there was a clear synergy between the choice of event and the 

brand. This made it easier for participants as well as onlookers to see a natural link between 

the two thereby achieving brand resonance through the use of communication methods, 

company values and associations as proposed in the model. Additionally, this element could 

aid in avoiding too high levels of violation of expectations. 

Violation of Expectations 

All interviewees agreed that the overall feel of the event was fun, light and enjoyable; an 

event for the entire family, young as old. The participants would definitely recommend the 

event to anyone of their friends who has children. As one kid said “we were really fast today 

and I was sure we would win. Racing is so much fun and I got really good at controlling the 

soap box car towards the end. We have been practicing a lot” (Magnus 2014, personal 

communication, 21 June). This shows signs of virtuosity as the boy notices how good he has 

gotten at driving the soap box car; something he had never done before. 
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The other boy noted how big the event was. Advancing from a small local event to the big 

city where there were so many people and a big stage made the day even more exciting: “It 

really made me feel special; like I was competing in the world cup” (Sebastian 2014, personal 

communication, 21 June). This boy was pleasantly surprised by the whole set-up and showed 

real appreciation of the details at the event such as the artefacts used to stimulate the senses. 

This supports the assumption that physical and visual aids may play a role in violating 

expectations. Additionally, this demonstrates that sensory stimuli help in generating 

involvement with the brand. 

The main reason that spectators stopped at the event was due to curiosity. The large gathering 

of people and the setup made them want to have a closer look at what was going on. While 

they had enjoyed it and found the event interesting and different, they were however, not sure 

whether they would be talking about the event with friends and relatives to the same extend as 

those who had participated. One spectator noted “While it is great to see so many families 

have fun together it has not been something that particularly stands out to me. It is just a fun 

event and tomorrow everything will be back to normal” (Helle 2014, personal 

communication, 21 June). Curiosity may therefore aid in achieving attention, however, it does 

not necessarily result in involvement as proposed in the model. Nevertheless, another 

spectator noted that she was pleasantly surprised when she realised what the event was about. 

Furthermore, she stayed for a considerate amount of time due to curiosity thereby becoming 

an active part of the overall experience in addition to getting involved with the brand. The 

assumption that curiosity results in involvement should therefore not be questioned just yet. 

Most of the participants are believed to have experienced positive violation of expectations. 

This was mainly due to the presence of virtuosity and sensory stimuli although curiosity also 

played a part. Everything was „bigger and better‟ than expected and „the fun details made it 

so much more exciting‟ (Observations 2014, 21 June). This positive violation however, was 

most apparent among the people participating in the event. People passing by did not come 

with pre-defined expectations of the event but instead build their expectations on previous 

experiences with the brand as well as the industry norms. While some, for instance Helle, did 

not experience any significant violation of expectation, it was found that some spectators did 

in fact experience positive violation of expectation as they were pleasantly surprised with the 

Volkswagen initiative. The link between sensory stimuli, innovation and curiosity therefore 

seems to have an impact on involvement as well as the ability to achieve pleasure of the mind 

which supports the links proposed in the model. 

Involvement 

All participants and spectators spoke positively about the event. It was seen a great way for 

families to do something together and for the kids to explore their creative abilities as well as 

their craftsmanship. It allowed for everyone to get outside and be active in a new and fun way. 

As one participant said “it brings back memories from my own childhood and being able to 

share that with my son is really valuable” (Michael 2014, personal communication, 21 June). 
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The children especially enjoyed feeling like they were part of an actual race like those they 

had seen on television and they proudly talked of their soap box cars and how they had made 

them themselves. Although the event spoke strongly to the DIY dads around the country, all 

participants agreed that the mums had been equally involved in the planning and organising as 

well as great influencers when it came to the design of the soap box car. Even siblings who 

did not participate had enjoyed the event equally to their older siblings and were hoping to 

take part in the races in the future. 

In relation to the proposed model the following factors appeared to have the most positive 

effect on involvement: Virtuosity, Personal Relevance, Physical and Visual aids as well as 

sensory stimuli. 

7.1.1 Summary of Volkswagen Event 

The Volkswagen event encompassed all of the proposed elements necessary for achieving a 

successful experiential event. The overall evaluation was also positive. The set-up, although 

very simple, was able to put the participants in the right mood and add to the overall 

experience. Furthermore, Volkswagen succeeded in making the event fun and innovative as 

opposed to the normal marketing methods used by car companies. This led to positive 

associations being formed during the event. Memorabilia was mixed into the event in the 

form of prices for the winners of the different categories. A number of sensory stimuli were 

also present such as sight, sound and feel. Finally, both curiosity and virtuosity was achieved 

through the design elements and nature of the event. It is therefore believed that most 

participants experienced pleasure of the mind to a smaller or larger extend. 

The most important factor in the positive response to this event seemed to be that of 

involvement. This corresponds to the model which puts involvement in the centre of the 

framework. The participants were emerged in the event and even the spectators became a 

central part in the overall experience. Of the elements proposed in the model the following 

factors appeared to have the most positive effect on involvement: Virtuosity, Personal 

Relevance, Physical and Visual aids as well as sensory stimuli. 

7. 2 Garage 
While the initial intention was to only study the Carlsberg demo of the new brand Garage it 

proved more beneficial to make observations based on the entire supermarket set-up including 

other brands present such as Cult, Red Bull and Sourz. However, the focal point remained on 

Garage. 

Design Elements 

Very few cues were used for this small scale event. As the customer entered the supermarket 

the demo was hardly noticeable despite the fact that the alcohol section was the first thing to 

walk through. Garage was placed in the middle of the aisle and was the first brand the 

customer came across. A long narrow banner with Garage and Somersby by placed next to a 

small stand. In general banners were hardly noticeable and some brands did not even have 

any. Additionally, very few samplers wore brand specific clothes which made them look more 
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or less like regular customers. Overall very few elements were used to gain the attention of 

the customers. All brands had a small stand set up with logos on them as well as coolers to 

keep the products cold. 

Most of the time samples were only handed out if the customers specifically asked for it or 

seemed very interested. In this sense customers had to reach out to the brands rather than the 

other way around. Often it was seen that customers were curious but the lack of 

activity/excitement from the samplers made them continue on rather than stop and try the 

products. As one customer stated “I noticed Somersby as they were placed right in the centre 

of the main aisle. I also noticed the bright shots to the left which made me curious. I don‟t like 

stopping in supermarkets to try samples though and the people handing out the samples did 

not make much of an effort to make me stop anyway. So I didn‟t. I kind of wish I had though. 

It looked interesting and different but I don‟t want to buy a whole bottle in case I don‟t like it. 

Now I‟m actually feeling a bit disappointed and annoyed – why are they even there? They 

should have been more attentive and accommodating” (Pernille 2014, personal 

communication, 1 July).  

In fact, out of the regular shoppers only one stopped to taste a few samples. As one 

interviewee said “I was there to do my groceries not to drink alcohol. I just walked right past 

them all without paying much attention. They didn‟t really go out of their way to make me 

interested either” (Jan 2014, personal communication, 1 July). The other seven people who 

had tried the samples were all festival goers who were there primarily to buy alcohol. Two 

were genuinely interested in the brands and wanted to try the new products available, while 

the rest only did so as it was “free alcohol – who would pass that up” (Jonas 2014, personal 

communication, 1 July). During the observation period it was even seen that one customer 

kept going back to a particular brand „pretending‟ not to have tried it, only to get more free 

alcohol. 

None of the interviewed customers found the demo innovative. In fact they had all seen it 

before and one even argued that there was not much difference between this and an ad on 

television: “It‟s just there. You notice it but you don‟t really pay attention” (Christopher 2014, 

personal communication). Out of the five elements proposed in the model which should create 

attention and facilitate involvement only one was found to do so. This was mostly because 

none of the other elements were even present and the effect on involvement could therefore 

not be tested. The one element that did create involvement was that of Personal Relevance. 

However, results were mixed. While Christopher and Jan did not find the sampling appealing 

to them Pernille did. She was curious and interested but this did not lead to involvement. One 

explanation could be that whole she might have found it relevant as she enjoys partying and 

goes out on weekends; she was not at the supermarket for that specific purpose. The relevance 

was therefore not at the foreground. This theory is supported by the other findings. When 

looking at the customers who did actually sample the products it was found that almost all of 

them were festival goers except for one. Their main reason to be at the supermarket was to 

buy alcohol and the demo was therefore directly relevant to them in the given moment. This 
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could mean that personal relevance only generates involvement when the brand offering has 

personal relevance in the given moment. 

Synergy 

All of the people interviewed thought that there was a clear link between the product (drinks) 

and the event (tasting the product). However, the brands did not do much to communicate the 

company values or what the particular brand stood for. It was therefore hard for the customer 

to naturally form brand associations and there was nothing to aid in creating brand 

attachment. The banners were simple and only showed the product and brand logo. In printed 

media Garage clearly target the everyday male as seen on the picture used on the chapter 8 

front page. However, this was not communicated at the event. 

Out of the 29 customers only 8 had actually sampled the products. These customers were able 

to recall most of the brands present as they had just been involved with them. However, the 

other 21 could only recall those brands they already knew before entering the supermarket; 

namely Somersby and Cult. These were the brands where they had already formed 

associations from previous encounters with the brand. Additionally, many mentioned that that 

had seen some brightly coloured shots but only two people, both of whom had tried the 

samples, could recall the brand. The lack of association between product and brand clearly 

discouraged engagement. 

It should also be noted that other popular brands such as Smirnoff and Captain Morgan were 

being sampled as well. Yet these had the least advertising of all the brands and were therefore 

not even noticed. Furthermore, it appeared that while many recognised and remembered 

Somersby those people did not notice Garage even though they had a joined banner and were 

sampled at the same stand. It could therefore be argued that although Carlsberg had decided to 

sample Somersby as well, it did not have a positive effect on their new product Garage. Most 

respondents explained this with not having noticed the Garage brand as it did not stand out. 

Only in one instance did a couple of friends choose to try it because it was a new Carlsberg 

product. When told that Garage was a new product from Carlsberg, much like Somersby, but 

aimed at the male population a lot of people actually showed interest. This shows that brand 

associations do encourage brand involvement as suggested in the model; however, these 

associations have to be communicated in a clear and proactive way in order for consumers to 

make the link. 

Violation of Expectations 

Many customers are used to samples being handed out in supermarkets. For this reason, 

seeing the stands in the alcohol section did not make much of an impression on any of the 

people interviewed. “It was nothing out of the ordinary” as Sanne commented. Although a 

few customers did experience some degree of curiosity it was not enough to leave a lasting 

impression. In addition only one of the senses were stimulated, namely taste and this was only 

true for a limited number of people. It can therefore be argued that none of the interviewed 

customers experienced pleasure of the mind. A few customers expressed some 
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disappointment with the experience pointing to the fact that the samplers seemed uninterested 

and not very accommodating. 

One case stood out. As written above, Pernille was curious about a few of the brands being 

sampled. However, her curiosity was not met by the samplers resulting in a lack of 

involvement. Additionally, her expectations of the brands she knew were violated in a 

negative way as she expressed disappointment. As for the unknown brands she remained 

unaffected as she did not have any predisposed expectations to these. This confirms the link in 

the model between curiosity and involvement on the one hand and curiosity and violation of 

expectations on the other. If the curiosity is met in a positive way it leads to involvement with 

the brand whereas it has negative consequences for the brand if curiosity is not met. 

Involvement 

The low degree of necessary involvement proved to be the biggest challenge during the 

execution of this event. Since there was no need for customers to stop and interact with the 

brands it basically made the whole event experience close to non-existing. The model 

proposes that this element is the most important aspect in staging successful events and it is 

therefore not surprising that the majority of the people interviewed did not leave with an 

increased interest in the brands. No one expressed that they would tell their friends and family 

about it and a fair few people had already forgotten about the demo by the time they left the 

supermarket. In fact, it was observed that more people had had a negative or neutral 

experience rather than a positive one. A lack of involvement is therefore argued to result in no 

change or in some instances a negative reaction to the experience. 

7.2.1 Summary of Garage Demo 

The Garage demo event turned out to cause more neutral or negative responses than positive 

ones. It was particularly the lack of involvement that caused many customers to avoid the 

event altogether. The main reasons for the lack of involvement came from the fact that there 

was simply no need to engage with the brands. While some people showed signs of curiosity, 

the lack of physical and visual aids seemed to limit this feeling. Additionally, the senses were 

hardly stimulated leaving people without having any real feelings towards the event. 

Furthermore, there was nothing surprising or anything out of the ordinary to catch the 

attention of the customers. 

As seen in the Garage event, personal relevance appeared to only have caused involvement 

when the brand offering had personal relevance in the given moment. This element could 

therefore be argued to have an added significance as it could mean the difference between 

consumers engaging in or dismissing the experience; especially in those situations where few 

or no other of the design elements elements are present. Moreover, it was seen that when 

curiosity is not being met it can lead to negative violation of expectations. It is therefore 

important to think of the elements proposed in the framework as not only facilitators in 

creating successful experiential events but also as important elements to fulfil in order to 

avoid disappointment, displeasure of the mind and ultimately worsened attitudes towards the 
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brand. 

7.3 ARLA Food Fest 
It should be noted that observations made during this three day event were highly affected by 

two things; 1) On the Friday it was an invitation only event for school classes and 2) the 

change in weather between Saturday and Sunday had a large impact on attendance and 

satisfaction. The results should therefore be seen in light of this and the differences and 

consequences hereof will be highlighted in each section. 

Design Elements 

ARLA Food Fest was held in Kongens Have in central Copenhagen. As it was a paid event, 

only attendees got to experience all the activities as the venue was cut off from the public with 

a fence. A large area was divided into smaller areas each with a different theme. All activities 

had a sign that was fun and creative (see the chapter 7 front page) which explained about the 

product or activity. Additionally, banners and other visual aids such as large milk carton 

dispensers were used to draw attention to the brand. All the people working at the event wore 

t-shirts with sayings relating to ARLAs products. The whole set-up was relatively simple yet 

thought through down to the smallest detail. Artefacts which remind one of the brand was 

used throughout the venue such as for example milk crates. In addition, a milk truck could be 

found as well as a couple of real cows. 

At some of the activities it was possible to taste the products where in other cases attendees 

received free samples to take home with them. This seemed popular among the kids as well as 

their parents. Especially the „sandwich dispenser‟ was a fun element. The kids got to choose 

one of three cream cheese sandwiches which was then dispensed free of charge. However, 

instead of receiving the sandwich on the picture they got a small lunch bag with the chosen 

cream cheese. This way the children were encouraged to make their own lunch and reminded 

how easy it was to do with ARLAs products. However, this set-up also had some downsides 

which will be explained further under „violation of expectations‟. 

Overall the event appeared to be very successful. Most activities were occupied throughout 

the day and all of them required active participation. This way the children were constantly 

emerged in the experience. Even during the events on stage, children were called up to be a 

part of the experience. Active participation therefore automatically led to involvement with 

the brand as proposed in the model. 

In addition to the physical set-up ARLA had made a snap chat account where people could 

follow the event as well as a facebook page and instagram account with #ARLAFoodFest. All 

of these platforms seemed to be used frequently by especially the teenagers. They were also 

used for competitions in order to increase engagement. Social media therefore became an 

integral part of the event experience. 

On the Sunday the weather proved very challenging as heavy rain put a shadow on the event. 

Many people were unsatisfied with the communication regarding the weather situation 



 

 

54 

especially those living outside of Copenhagen. However, the grounds stayed open all day and 

many families chose to defy the rain since they had already purchased the tickets. It was 

apparent that had the tickets not been sold in advance, there most likely would not have been 

any people attending at all. The choice of an outdoor venue was therefore creating additional 

challenges and no consideration had been made as to what should be done in case of rain. One 

attendee noted “I wish there would have been areas that were covered so that we could have 

gotten out of the rain. The only covered area was the yoyo dance tent which was dark and had 

loud music. In the future they should consider whether it is possible to cover the activities in 

case of rain” (Carina 2014, Personal Communication, 31 August). 

In general, communication, activities and brand associations were tied together in a new and 

innovative way. Nothing was random and every aspect of every activity had been planned 

carefully. This brought out excitement and curiosity in the attendees who in turn wanted to 

engage in as many activities as possible confirming the link made in the model. 

Synergy 

There was a clear coherence between the design elements and the brand. As noted above, 

many artefacts were used to draw the attention to the brand such as milk crates and logos. 

Focus was put on making people familiar with ARLAs products and in some cases how they 

were made. Furthermore, the event space was nicely tied to other marketing efforts made by 

ARLA through other channels. For instance, focus was out on emphasizing the freshness of 

the products and quality of the ingredients just like the ARLA Lærkevang commercials on 

television (ARLA 2014a). Other brand associations included the cows, the milk truck and the 

milk crates as noted above. Communication was aimed at teenagers by using slang and 

rhymes (see the chapter 7 front page). Signs were generally funny and different with headlines 

using word play such as Ko-creation (Co(w)creation Ed.). This sign referred to an activity that 

involved creating something new with the help of other people. Additionally, lots of colours 

were used and focus was put on using all five senses (i.e. taste, see, hear, smell and feel).The 

whole set-up and the activities chosen meant that people could easily relate the activities to 

the brand. 

However, a few problems were observed on the Friday where only school classes attended the 

event. Each class had been assigned a specific activity at a given time slot in order to avoid 

queues and ensure that as many activities as possible were visited. Despite the extra attention 

to planning and education on this day it seemed very chaotic. Activities such as the sandwich 

vending machine simply did not work as intended. The point of the activity was completely 

lost as what appeared to be peer pressure made some groups of especially boys forget about 

the brand and instead started challenging each other to get as many lunch bags as possible for 

free. This proves that while the event may be full of positive cues and brand associations these 

could be lost or simply ignored if something else overshines it. It also proved the connection 

between personal relevance and synergy. If the attendees do not find the experience to be 

relevant or exciting they simply ignored all the cues right in front of them. 
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Saturday on the other hand was a very successful day as many happy families joined the event 

and seemed genuinely interested in the many activities. The sun was out and the whole 

atmosphere on the event grounds was fun and relaxed. During this day it was observed how 

parents helped their children in creating the associations intended as opposed to the day 

before. It was clear, however, that the majority of the children were younger than the target 

group of 10-14 year olds making some of the activities hard to perform for the youngest 

attendees. This could also explain why the event was not as successful on school day. While 

all the activities had been made with this target group in mind there appeared to be gap 

between who the organisers expected to be interested in the event and who actually came 

along. This mismatch sometimes led to a lack of involvement from the children side proving 

the importance of synergy within the model. 

The highest amount of people from the target group was seen on the Sunday. However, it was 

clear that many had bought a ticket for this particular day due to the music performances 

rather than the event itself. They primarily came to hear Christopher play on stage rather than 

to participate in the event activities. While musical acts can aid in attracting the intended 

target group it shows that this does not necessarily create involvement with the brand. While 

it could be used to associate the ARLA brand with fun and youth it did not appear as though 

the attendees were able to make this association. 

Violation of Expectations 

The activities were predominantly designed to spark curiosity, challenge existing dispositions 

and change people‟s perceptive on certain foods and tastes. A degree of competition was also 

added to some of the activities. For example, all activities aimed at engaging at least two of 

the senses if not all of them. For instance, children got to make their own butter thereby 

stimulating all of the senses; sight, sound, touch, smell and taste. In another activity the 

children experienced the products in a new way by mixing the different sounds of the farm 

animals, trucks and pleasure sounds. At yet another activity the kids got to experiment with 

tastes and make their own cheese topping or ice cream topping. Additionally, all activities 

tried to have some educational element. 

One attendee said “making my own butter was definitely the most fun. I did not know that you 

could make your own butter and it tasted really good too” (Carla 2014, personal 

communication, 30 August). This shows signs of virtuosity as the girl achieved something she 

was not yet aware that she could do. Moreover, her curiosity to explore the activities made her 

engage in as many things as possible. 

A little boy excitedly asked “did you know that pickles are really disgusting? However, I 

liked the other things I put on my bread. Some of the things smelled really bad though so I 

decided not to try those” (Benjamin 2014, personal communication, 30 August). Even though 

he was disgusted by some of the foods his overall impression was positive. It had been fun to 

try new things and to mix foods that his mum would not usually let him mix. He felt a sense 

of accomplishment. Again both the need for curiosity and virtuosity were met. 
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In general all of the people interviewed as well as those observed showed signs of having 

experienced positive violation of expectations or in some cases no major change. Only in the 

case of the sandwich dispenser did some people show signs of disappointment. While many 

people found it funny that they had to make their own sandwich others got angry as they were 

already looking forward to this amazing sandwich. The researcher spent a significant amount 

of time inside this vending machine in order to observe the different reactions. At one point a 

little boy who had figured out that the machine was operated by a person, knocked on the 

door. When this was opened he looked up, handed over the bag and said “this is not what I 

chose. I wanted the tortilla thingy. This is just a piece of bread!” (Unknown boy 2014, 

personal communication, 31 August). However, in most cases the children did not seem as 

affected by expectations being met or not as the adults. In fact in most cases the parents were 

able to change the viewpoint of the child and turn it into something positive. In the cases of 

parents being upset however, it was clear that violation of expectations had a negative impact 

on the experience. This factor is therefore believed to be of high significance for the 

framework as negative feelings often overpower the positive. 

Involvement 

As explained previously, the children did not seem all that engaged in the activities on the 

Friday and the lack of parental supervision caused a lot of problems, especially regarding the 

free samples. This took away from the educational aspect of the day for many of the children. 

While some truly enjoyed a field trip that was both fun and educational, others saw it as an 

opportunity to act out and the lack of interest in the activities proved problematic. While the 

design elements can encourage involvement it became clear that people ultimately choose 

whether they want to be open towards the experience even when they are practically emerged 

in it. 

7.3.1 Summary of ARLA Food Fest 

Overall the interviewed parents and children seemed very happy with the event. It had been a 

fun and adventurous day for the family. Most left feeling like they had learned something new 

and many parents were going to recommend the event to friends. ARLA Food Fest put special 

emphasis on physical and visual cues, education and involvement. However, significant 

attention was also put on challenging people‟s perception on food by sparking curiosity.  

In the case of the vending machine it was very clear to see the difference between 

expectations and actuality. People were expecting something very specific and got something 

totally different. In some cases this turned into positive violations of expectations although the 

opposite was also found. It should therefore be noted that purposely violating expectations 

can be risky. 

Overall many attendees showed signs of positive violation of expectations brought on mainly 

by curiosity, virtuosity and sensory stimuli. It is therefore believed that many experienced 

pleasure of the mind resulting in positive feedback and a good experience. The children had 

really enjoyed being engaged in so many different activities. 
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8.0 Discussion 

Design Elements 

In creating the physical space for the event, all five elements proposed in the model proved to 

have significance. First and foremost, the visual aids helped in attracting attention and sparked 

curiosity. The Garage Demo showed that a small set-up with few visual elements could cause 

people to completely miss out on the event. The Volkswagen race on the other hand gained 

attention from an even wider audience than those directly involved with the event. 

Furthermore, this event used people as props to further add to the feel of the event as 

spectators became an active part of the overall experience. Even in the case of the ARLA 

event where people needed to buy tickets in order to participate, the physical and visual aids 

still played a central role in creating the right atmosphere and getting the consumers into the 

desired mental state. It is therefore argued that the look and feel of an experience is of utmost 

importance when designing successful events. 

As for active participation this proved just as important as the visual elements. Getting the 

consumer to actively engage in the experience increased the likelihood of attendees being 

satisfied as was particularly apparent in the Volkswagen case. While spectators enjoyed the 

event, those who actively participated showed more signs of happiness and excitement. The 

people who engaged were also more likely to recommend the event and/or brand to their 

network. In general this was seen at all three events. 

Personal Relevance, although not explicitly stated by most participants did also play an 

important part in the perceived success of the event. As for the ARLA and Volkswagen events 

it was clear that they spoke to the families and their need to do something fun and different 

together. People outside this target group did not find the events interesting/did not 

participate. Both the Volkswagen and Garage events showed that if a consumer who were 

unaware of the event found it to be of personal relevance they would stop. If not, they would 

simply pass by. Additionally, it was seen that at the ARLA event the trouble with attracting 

the appropriate target group did cause some trouble with satisfaction. Personal Relevance can 

therefore be said to have a big influence on the success of an event. At paid events or events 

by invitation it is of utmost importance to attract the right people in the first place and as for 

surprise events they will only work on those who see the event as being relevant to them 

personally. The lack of personal relevance can therefore make or break an experience. 

Finally, Innovation and Memorabilia were proposed in the framework. While memorabilia did 

seem to have some positive effect on overall satisfaction it was unclear whether this was a 

necessity in achieving successful events. It could aid in positively violating expectations as 

was the case at the Volkswagen event where the winners received trophies to show off with. 

However, in most cases memorabilia simply added to the experience without having any real 

significance to brand perception. Additionally, memorabilia was not found to necessarily 

increase involvement. Innovation proved hard to measure and observe. The lack hereof 

definitely appeared to have a negative effect at the Garage event where people seemed 
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unimpressed and not bothered. However, both the ARLA and Volkswagen events showed 

signs of thinking outside the box and create a different experience with the brand than that 

which would have been expected. Nevertheless, to what extend this is necessary can be 

debated. These two elements in the framework would therefore need to be looked into further 

in order to properly validate their eligibility in the framework. However, the results of this 

study show that they may have a positive effect on the overall experience and will therefore 

not be eliminated from the framework. 

Synergy 

The three events studied clearly showed that some elements have to be in place in order to 

create a successful event. Overall, synergy between brand and event has to be present so as 

for consumers to engage in the first place. However, all three events showed synergy to a 

higher or lower degree and it has therefore not been possible to see how it would have 

affected overall satisfaction had there not been synergy. Nonetheless, several of the 

interviewed people indicated that this was of importance and should therefore not be 

overlooked. Additionally, it was found that previously established brand attachment and 

associations aided in gaining the attention of the consumer. It could therefore be argued that 

synergy is an important aspect of the experience design as it attracting attention, create 

implicit associations and aids in ensuring that expectations are not violated too much from the 

get go. Additionally, this area is believed to have a strong impact on brand loyalty. If brand 

resonance is not present consumers will not form the necessary connection with the brand 

which will turn them into loyal customers of the future. 

Violation of Expectations 

All three events showed that curiosity is an important factor in generating successful 

experiential marketing events. Without this element consumers would lose interest and miss 

out on the experience. At the ARLA event, curiosity was used to spark attention and 

engagement. It helped the attendees in getting involved rather than stay passive. As for the 

Volkswagen event curiosity seemed most important when it came to attracting attention from 

the crowd passing by. It helped in getting more people to stop up and thereby expand on the 

experience for everyone present. The children actively participating did also express that they 

had been curious about what the final would be like. It could therefore be argued that curiosity 

is of extra importance when events are unplanned as it is needed in order to attract attention to 

the experiential marketing event in the first place. This was also seen at the Garage Demo 

where those who were curious about the products were the only ones to actually stop and try 

the samples. However, it also showed that if the expectations from this curiosity are not met it 

will result in negative feelings as was the case in the situation where a customer ended up not 

sampling any products because the samplers did not demonstrate the necessary enthusiasm to 

satisfy her curiosity. Whenever curiosity sparked even more curiosity it led to consumers 

becoming further involved in the experience. In this case it usually led to positive violation of 

expectations. 
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Virtuosity was not present at all at the Garage Demo. Whether this had a substantial effect on 

the outcome of the experiential campaign is hard to determine. It can be shown, however, that 

the presence hereof at the other two events had a big impact on the consumers‟ view of the 

entire experience. When interviewing the children at both the ARLA and the Volkswagen 

event virtuosity was one of the first things mentioned and resulted in big smiles from all. At 

ARLA the kids talked about how they had experimented with different foods and made their 

own food and butter while at the Volkswagen event it was all about how good they had gotten 

at driving their soap box cars and how they had made them themselves. The feeling of 

achieving something that they did not previously know that they could do or would be good at 

meant that they enjoyed the experience that much more. Additionally, this element proved to 

be of importance when telling others about the event. A sense of confidence and added self-

esteem put a positive spin on the entire event. 

As already touched upon; sensory stimuli is believed to be of great importance when planning 

experiential campaigns. The more of the senses that can be stimulated the bigger the chance 

of gaining the attention of the consumer. While the main senses of seeing and hearing are 

important in attracting the initial attention it was also seen that the remaining senses helped in 

keeping this attention. Additionally, tasting and feeling requires the participant to actively get 

involved whereas hearing, seeing and smelling can usually be done at a distance. It was 

therefore seen how the senses aid in attracting attention and engaging people in the event. 
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9.0 Conclusion 
While many scholars have created frameworks for staging events none seem to have 

attempted to create a comprehensive model which does not only propose a model for 

designing the experience but also take into consideration the company values, people‟s 

perceptions and the increasing need for transformation. Additionally, the current frameworks 

and models fail at seeing the theory in a broader perspective by adding the criteria of 

achieving success. 

The aim of this thesis was therefore to present a framework for staging successful experiential 

marketing campaigns. Through the use of literature in the fields of experiential marketing, 

brand management theory and transformation theory it was possible to create such a model. 

Additionally, the collection of empirical data aided in testing the proposed framework and 

make modifications in order to create the most comprehensive framework possible. 

In short, the reason why experiential marketing keeps growing is for the simple fact that it 

appears to work for the customers as well as for the companies. Experiential marketing events 

are all about influencing the customers positively when it comes to image, attitude, familiarity 

and emotional attachment to the brand. It is about taking the very essence of a product and 

turning it into tangible, physical and interactive experiences. Many different goals can be 

accomplished by the use of experiential marketing. These include brand awareness, 

improvement of image and increased sales. The involvement level increases when marketing 

turns experiential and it creates a heightened level of receptiveness to marketing messages and 

brand associations.  

Three areas of research were looked into in order to create the framework.  Firstly, 

experiential marketing theory suggested the use of Schmitt‟s Strategic Experience Modules 

(SEMs). These include 1) Sensory Experiences (SENSE), 2) Affective Experiences (FEEL), 

3) Creative Experiences (THINK), 4) Physical Experiences, behaviours and lifestyles (ACT), 

and 5) Social-identity Experiences (RELATE). Secondly, the work of Pine and Gilmore on 

the four realms of an experience provided some insight into the elements necessary in staging 

events. These models along with additional literature on experiential marketing provided the 

basis for the proposed framework. The elements chosen were Personal Relevance, 

Memorabilia, Physical and Visual elements, Active Participation and Innovation. Together 

they all aid in creating involvement. It was seen that precisely involvement is perceived as 

one of the most important aspects of experiential marketing events. This was noted in 

Schmitt‟s framework where marketers should ideally strive to create experiences that include 

all of the five SEMs - Sense, Feel, Think, Act and Relate, thus creating holistically integrated 

experiences (1999). It was also a central part of Pine and Gilmores framework who explained 

that the richest of experiences encompass aspects of all four realms (1999). Involvement was 

therefore chosen as the central point of the proposed framework. 

Next, brand management was introduced. The theory in this field and in particular the 

customer based brand equity model was a reminder of the importance of creating synergy 
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between the brand and the experiential marketing event.  Brand equity could be used as a 

measurement of success as strong brand equity is considered a positive and valuable asset for 

the company. Furthermore, when brand resonance is achieved brand involvement is at its 

highest. Involvement includes loyalty, attachment, community and engagement. Additionally, 

it creates a heightened level of receptiveness to marketing messages and brand associations. 

Synergy between the event and the brand was therefore added to the framework as a mean to 

achieve involvement and create brand loyalty. 

Finally, the new notion of transformation was introduced. Through the work of Kubovy and 

peers three aspects were chosen as important in achieving involvement and could also be used 

as a measurement for creating successful experiential campaigns. These elements are 

curiosity, virtuosity and sensory stimuli. Curiosity was defined as getting pleasure from 

learning something that you did not previously know. Additionally, curiosity is seen as a 

fundamental motivation to exploring and learning from the unknown. It was therefore implied 

that in order to gain the attention of an individual, something unknown had to come about. 

Virtuosity refers to the pleasure one achieves when doing something well while sensory 

stimuli includes the five senses. Through the cases it became apparent that curiosity, 

virtuosity and sensory stimuli not only result in increased involvement but are also some of 

the main drivers for increased involvement with brand. Furthermore, they aid in achieving 

violation of expectations which is necessary in order to create lasting impressions and thereby 

successful experiences. Pleasures of the mind are emotions that arise when the basic 

expectations are violated thereby causing a search for interpretation. If an experience surprises 

the individual it can be said that it has violated their expectations. Positively violated 

experiences are thus essential in achieving successful experiential marketing event. However, 

if this violation is negative, consumers will perceive the experiential event as unsuccessful. 

A combined framework for achieving successful experiential marketing events was thus 

presented. The next step was to test the elements that theory proposed. Through the collection 

of empirical data at three separate events the framework was tested and modified in order to 

reflect the actual findings. As a result the following characteristics were chosen as being of 

utmost importance in staging successful experiential marketing events: 

1) have personal relevance 

2) use physical and visual aids 

3) enforce active participation 

Additionally, it was suggested that the events should be innovative and include memorabilia. 

However, these factors seemed to be of less importance than the other three elements. 

Whether innovation is in fact synonymous with surprising/violating expectations could be 

debated, and this element therefore possibly already be included in a different part of the 

framework. 

Next, it was found that the values of the company and the way of communicating these have 

to be in line with the event in order to create synergy between the company and the event. 
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However, it was not possible to determine the exact significance hereof and this aspect of the 

framework should therefore be tested further in order to ensure its validity. Yet, positive 

brand associations and attachment are necessary elements in creating loyal customers as this 

is the only way for them to create links between the brand and the even.. Synergy is therefore 

believed to hold a relative significance in staging successful events and was thus kept as part 

of the framework.  

Finally, for the purpose of achieving the criteria of success, it was found that positive 

violation of expectations had to happen. The elements that have the biggest impact on creating 

lasting positive changes in the mind of the consumers were found to be the following three 

elements: 

1) curiosity 

2) virtuosity 

3) sensory stimuli 

All three elements proved to have a significant effect on involvement and overall attitude 

towards the event. 

Most of the characteristics and elements suggested by the theory, proved to be of importance 

when staging successful experiential marketing events. However, the empirical data showed 

that some aspects were more important than others. For this reason the final framework for 

achieving successful experiential marketing events has been modified to portray the 

differences in significance that the elements hold. Those elements that are believed to be of 

less importance or which needs further testing have therefore been changed into white. It is 

argued, that if companies are to follow the proposed framework it will lead to successful 

experiential marketing events that will have the potential of creating loyal customers. With 

the presentation of the final model this concludes this thesis. 
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10.0 Reflections and Future Research 
Through the work of this thesis it became apparent that experiential marketing can be many 

things. Making generalisations as to how an experiential marketing event should be designed 

can therefore prove difficult. In order to fully validate the findings it may therefore be 

necessary to look at more defined experiences. While the results are believed to be applicable 

in most experiential marketing situations it is suggested that a more precise framework could 

be achieved if one was to narrow down the type of events or dividing them into different 

categories. 

Future research should look into the possibility of quantifying the proposed model. 

Social Media 

One aspect that the thesis did not include was a discussion on the use of other marketing 

channels and the effects hereof. One element which is not part of the present model is that of 

social media. This aspect was integrated into both of the successful experiential events and 

provided the brands with the opportunity of spreading event awareness to an even broader 

audience. By using hash tags for twitter and instagram and creating dedicated facebook event 

pages it was possible for people to share their experience. Additionally, it engaged people at 

yet another level thereby creating room for increased involvement with the brand. This 

invaluable tool for creating more attention to the brand and getting „free‟ advertisement 

should not be underestimated. It could potential aid in making a successful experiential 

campaign reach more people and in some cases maybe even go viral thereby reaping extra 

benefits and added success. 

While this aspect was beyond the scope of this thesis it is suggested that it may be of 

relevance to look further into the integration of social media in experiential marketing events 

thereby expanding the proposed model. Whether it is a necessary element in achieving 

successful experiential events can be debated but given the importance of word of mouth and 

peer recommendation it is argued that it does hold great potential for achieving success in 

terms of involvement and increased value for money. For this reason it is proposed that future 

research look into role that social media has in achieving successful experiential events.
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Appendix 1: Market Share 2006-2012 

 

  

Mio. DKK (Current Prices) 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

Daily magazines 2647 2854 3139 3493 3229 2735 2065 1946 1908 1699 -9,48

Local and Regional Weekly News Papers 2061 2159 2323 2467 2704 2554 2143 2033 2059 1960 -1,01

Magazines/Journals/Articles 1434 1505 1616 1804 1871 1849 1336 1298 1281 1165 -2,69

 - bought magazines 346 378 404 454 497 468 328 333 346 321 -0,25

 - other magazines 271 276 307 363 367 382 266 258 250 221 -0,5

 - journals and articles 817 851 905 987 1007 999 742 707 685 623 -1,94

Yearly Publications 1181 1176 945 911 873 829 624 468* 310 192 -9,89

Posters and traffic/Outdoor 345 375 383 405 473 516 491 499 537 452 1,07

Television 1927 2125 2254 2471 2516 2431 2059 2256 2517 2350 4,23

Radio 216 211 280 279 285 250 217 232 270 278 0,62

Cinema 55 51 57 55 56 56 53 59 59 67 0,12

Internet 1949 2688 3085 3147 3624 4144 4543 25,94

Marketing turnover (total) 10352 11038 11739 13834 14695 14305 12135 12415 13085 12706 23,54
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Appendix 2: Follow-up questionnaire - ARLA Food Fest 

 How did you hear about the event? 

 What made you decide to buy tickets? 

o Did the ticket price have any influence on your decision to come? 

 What did you think of the activities? 

o What was your favourite activity and why? 

 How old are your children? 

o How did the activities fit this age group? 

 What is the likelihood of you attending the event next year? 

o Have you/will you recommend the event to friends and relatives? 

 Any other comments 


