Experience Marketing

Introduction

This project book is the manual for the realisation of your 8th project “ Experiencemarketing”

Leisure and tourism are both service driven industries. Over the last twenty years the service marketing model has been moving marketing into a new era. Within this new era the phenomenon of experience marketing has been accepted as a key element.

In our current economy experiences are seen as the decisive forces that drive the market and determine the ways in which people choose to live, work and play resulting in a merging of leisure with lifestyle.

During this project you will become acquainted with the concept of experiences, you will find out how experiences can be analysed and finally how they can be used to reach specific target groups. 

You will also become familiar with the concept of branding and the way  both  product-producers  and the service industry make use of the tool of experience in order to communicate their identity and core values.  

 In other words you will learn how to identify experiences, how possible consumers might react upon them and consequently how to market these experiences.

. 
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Introduction

Why Experience Marketing?

What’s wrong with our TV commercials? Will TV advertising soon automatically be wiped clean by intelligent video recorders that independently select the programmes of our choice from the programmes on offer and save them onto their hard disks? Will the TV consumer be permanently out of reach for the commercial message? How effective will bus-stop advertising, a series of ads in the national papers, or a dedicated print campaign in the newsmagazines read by the target group, be? Or should we perhaps revert to cinema advertising? Door-to-door flyers are very expensive and are almost certain to enjoy the undivided attention of the wastepaper basket. Post some banners on popular Internet sites? No. That was something we believed in two years go, but not any more …

The number of considerations that marketeers are confronted with when selecting an effective strategy for commercial communication is almost infinite. Even if a marketeer primarily opts for a strategy based on ‘media pressure’ (read: quantitative scope), the return achieved on the communications budget invested is a factor that is becoming increasingly uncertain. Many reasons can be identified for this, but, in the context of the present module, we will focus particularly on the factors ‘time’ and ‘attention’. Although a consumer’s ‘money budget’ is generally considered to be the critical factor for commercial success, the realisation is gaining ground that it is at least as important to make a successful claim to his ‘time budget’. It sounds very decadent, but Western consumers, generally, have a sufficient amount of disposable income. However, before a marketeer can successfully lay claim to a consumer’s time budget with his service or product, he will first have to capture the consumer’s attention in an environment in which, every day, thousands of competing stimuli are trying to achieve the same thing. Added to this, in our modern economy, is the wish for a brand to make a lasting impression on the consumer. Not only must the consumer become convinced of the immediate value of the product offered, he must also feel good about the ‘emotional brand value’ communicated. After all, in an economy in which practically every need can be met by a whole range of competing products in virtually identical ways, functionality alone is no longer enough.

So it comes as no surprise that marketeers are increasingly considering different ways of communicating their brand message and looking for ‘environments’ that increase the chance of the undivided attention of the right target group. Brands identify their place in the ‘attention economy’, where they position themselves (often using new media) within consumer interest areas, such as sport, culture and entertainment. This considerably increases the likelihood of interest in the brand, which, in turn, results in the emergence of new marketing disciplines, for which a whole list of pompous terms are coined, such as ‘brand entertainment’, ‘brand experience’, ‘experience communication’ and ‘event marketing’. In this module, we will use the term ‘experience marketing’, as it is becoming increasingly important in the current economic landscape that marketeers create experiences that leave a lasting impression and bring about a good ‘top of mind awareness’ of a brand and preference for it. For example, a visit to café Nol in the Amsterdam Jordaan district offers patrons a little something extra. It is more than just a venue where one can enjoy a drink with friends, and where the service is good. The visitor enters a community with all its norms and values and corresponding behaviour, and participates in it.

From the Perspective of the Marketeer

There are various reasons why experience marketing is popular with marketeers, i.e.:

· In Western economies, products in saturated markets are becoming increasingly similar.

· In various situations, it is difficult to use brands and service to differentiate between the different goods or services available, become the customer’s preferred choice, and/or win his loyalty.

· It is becoming more difficult to surprise the public and grab its attention with traditional media and image campaigns (see box).

As advances continue in the digital era, it will ultimately become easier for consumers to compare suppliers and switch between them. The time when people adapted to changes in technology would appear to be coming to an end. Today’s consumers are increasingly using Information and Communications Technology adapted to reflect behaviour and consumption. Consumers are inviting companies to mediate for them in the facilitation of their consumption behaviour, when it suits them.

Media Outdo Advertising Agencies

‘Why advertising doesn’t work’ [Waarom reclame niet werkt] is the bold title of the book by the Belgian TBWA strategist Bruno Verspauen. According to him, the media are now competing with advertising agencies, and journalists are competing with copywriters. It is an unequal fight.

The man that once said ‘Half of the money I invest in advertising is money thrown down the drain; I just don’t know which half it is’ was an optimist. Today, the same man would be happy if it was just half his money …

The public at large may feel that ‘those crafty advertising boys’ have very clever and effective ways of influencing people – in fact, you could say: selling people things that they do not need – but, in reality, the advertising industry is increasingly failing to secure major advertising deals, and the advertising that they produce for companies is having increasingly less impact.

Traditional advertising, argues the Delegated Director of TBWA/GV Group in Belgium, is drowning in the rising tide of commercial messages in the media … Not only does all this ‘media clutter’ force advertisers to buy even more media space, they are also increasingly approaching the media directly, which, according to Vanspauen, ‘offer a fuller service, for instance by proposing a combination of editorial space and advertising space, but also by providing content for the media space bought itself’ …

Advertising agencies are finding that traditional media and image campaigns are no long surprising the public or capturing its attention. The media, on the other hand, have emotions that ‘the advertising world doesn’t even dare think about’. The media exploit sex and violence and want to maintain advertising’s bad boy image. Result: most of the money from companies’ advertising funds is headed straight for the media’s bank accounts, leaving advertising agencies fishing for new assignments from the sidelines.

Source: Smit, Adformatie, No. 41, 11 October 2001.
Naturally, the arguments given above do not apply to all companies and markets to the same extent.

When creating ‘experiences’, marketeers are also approached proactively by various parties from the entertainment industry. Economic considerations in particular cause companies from this sector to approach marketeers as potential clients or sponsors, although trendy brands may add just as much to the entertainment environment, particularly where young target groups are concerned.

From the Perspective of the Entertainment Industry

Anyone learning that multinational ‘x’ from the entertainment industry has obtained the rights to the new Spice Girls film, contracted the band U2, or has been successful in persuading Steven Spielberg to film the script of the book by bestselling author Michael Crichton does not usually immediately think of money streams or prices on the stock exchange. Yet the global entertainment sector has become a very mature industry, in which, just as in other large industries, shareholder value and size matter and accountants and lawyers have an important voice when weighing up creative ideas against the level of investment required and yield potential. These people are under a great deal of pressure, as, in a changeable entertainment industry, the value and success of a product (a CD, film, DVD, computer game, etc.) depend on trends in consumer behaviour that are usually unpredictable. This makes it even more important to achieve the short-term recovery of the increasing investments being made in entertainment products. To achieve this, this traditionally closed industry is increasingly broadening its scope to other sources of income, and is realising that a strong entertainment concept can open doors to the consumer’s time and attention.

In illustration of the above, the creation of such mega film productions as Titanic and Star Wars is requiring increasing levels of investment. Nevertheless, from the point of view of competition it is important for film producers (in this case) to make sure that this type of production does go ahead. Income from cinemas, video, pay TV and broadcasting is not necessarily sufficient to ensure that these investments are recovered. However, mega productions appear to hold a great appeal for the public, a public that, naturally, consists of consumers. Why not then approach marketeers and propose an arrangement from which both sides benefit? Marketeers could use a film’s appeal in one way or another to attract customers and obtain their loyalty, while film producers would be paid for allowing marketeers to do this. If marketeers are not interested in an existing film, the creative competencies of the companies in this industry can undoubtedly be applied in other ways to establish a client base and obtain its loyalty.

The music industry, a segment of the entertainment industry that is finding it increasingly difficult to keep within the budget available, is showing its interest too. Artists, tour promoters and music publishers are also recognising that there is an opportunity to generate additional income via an association with brands. Interest also exists at a lower level in this industry, i.e. in distribution. In the future, music distribution will be influenced by information technology even more than film distribution will be. After all, music can easily be distributed via the Internet; record shops can be bypassed. The current business model is under pressure from a new group of young music consumers that are currently in danger of growing up with the idea that music is available free, either by downloading it from the Internet or copying it using a CD burner. The music sector in general – and the music retailer in particular – has an interest in creating more added value. In the future, the resale of CDs alone will not be enough to guarantee a shop’s right to exist. At the same time it must not be forgotten that, at present, the music retailer still holds the most important cards. After all, it is the ‘customer owner’, the place still visited by the regular music buyer. To keep this buyer and, possibly, obtain his loyalty on-line too (utilising the loyalty already gained), added value must be created at both product and service level. The challenge is to create an ‘off-line’ and ‘on-line’ experience using the existing physical channel (the shop) and new channels, such as fixed and mobile Internet and SMS. The opportunity to approach marketeers, partly to recruit them as the financiers of this experience, is certainly something that deserves more attention!

Of course, the idea that marketeers themselves constitute a group that consumes ‘experience products’ is not entirely new. This is a market opportunity that Walt Disney discovered years ago, and for many years now neither the makers of Star Wars nor various pop stars have missed the opportunity to work with such global brands as Pepsi and Coca-Cola, Volkswagen, Budweiser, Heineken, etc. Thanks to this client group, the event industry has already been in existence for many years now too. However, it must be observed that the popularity of experience marketing has increased greatly in recent years.

Complication

Every coin has two sides. On the one hand, experience marketing can be an opportunity for brand builders and the entertainment industry alike, while on the other hand it can appear to be a non-starter. How can a marketeer ever recover experience expenditure? Can the price be increased, while the product and the service remain essentially the same? Have many new customers been gained, or has customer turnover been reduced to such a level that investments can easily be recovered? Attempts to create an experience partly via the Internet or other ICT-supported channels have as yet failed to achieve a different conclusion, as consumers are not used to paying, nor are they willing to pay, for Internet content, let alone an experience.

Strong Brands

‘We can use traditional media to build brands. On-line advertising, on the other hand, must have added value’, says Dekker from Unilever. This added value is particularly sought in the use of theme sites to support brands.

Dekker describes the dilemma that results from this: ‘Advertisers that opt for this type of on-line marketing soon become a publisher of sorts. We also sponsor television programmes (for instance, Koffietijd, a Dutch daytime TV programme), but are not interested in setting up a television channel ourselves. The thing with Internet is that these roles do change. A number of people within our company had difficulty with this, arguing that this is not where their competencies lie’. As an example, Wetzels mentions the site for the English version of Kapitein Iglo (Captain Birdseye), where visitors could play a whole variety of games. ‘Before you know it, you’re starting to compete with Sega’.

So, Dekker was in favour of partnerships. With some surprise, Dekker talks of Unilever’s attempts to interest other parties in a partnership, referring to them as ‘mammoths’ that are finding it hard to adjust to the new division of roles on-line. According to Dekker, the parties that Unilever contacted were ‘caught’ in their own business models. He does emphasise that ‘the situation has now changed’.

The question is whether theme sites such as this are ultimately effective enough for the brands underlying them. Dekker says that a theme site can be a winning formula, ‘but could also be a major flop’.

Source: Emerce, February 2001.

Content providers, such as publishers and record companies, recognise all too well that the quest to persuade customers to pay for Internet content will be a long and hard one. For this reason, they are reluctant to give up their old business models, models that are often based on subscriptions and advertising revenue, and focus on electronic publishing. Once current content is given away free, it will be hard to reverse this situation. In addition, where content providers have not yet been able to find a method that has some prospect of a new and better income model, the operation can become very risky indeed.

Who is Prepared to Pay for What?

As so much information is available free, the question is whether Internet users ever pay for on-line content at all? Survey results vary. A small survey recently conducted in America by Lyra Research revealed that 19 percent of the thousand Internet users interviewed had, at some time, paid for on-line content. Of those who paid for content, 45 percent had paid for sex sites, 27 percent for industry-specific business sites, 20 percent for premium news, music or video sites, and 18 percent for database services. 5 percent had paid for genealogical information and consumer reports. Just 3 percent had paid for premium sports sites. When asked why they paid for this content, 43 percent said that the site they had used was the only place offering the content they wanted, while 39 percent said they had paid because they were curious.

According to other surveys, Internet users are very rarely willing to pay. The Consumer Electronics Association asked 1,800 Internet users whether or not they were willing to pay ‘download fees’. “No”, was the answer given by the majority of respondents. A minority indicated that they were willing to pay for the following (listed in ascending order of preference): information (4 percent), pictures (7 percent), WAV files (7 percent), games (16 percent), video clips and films (16 percent), MP3s (17 percent), e-books (21 percent) and software (22 percent).

Users are probably only prepared to pay for specialised, tailor-made content. So, the question is, which information (service) is so valuable or unique, or so convenient, that people are willing to pay for it?

Source: Van Elburg, Emerce, July/August 2001

The Challenge for Marketeers

In situations where this is appropriate, it is a challenge for marketeers to create an experience around their brand. This makes a number of demands on marketeers:

· In the field of consumer/customer behaviour: how do consumers in business and private markets experience events? To a certain extent, marketeers are familiar with targeted consumer behaviour: there is a need, a demand that must be met. In the experience economy, we will have to look more closely at how consumers undergo experiences; how do they use their senses to perceive these experiences, and how are these stimuli processed emotionally, cognitively, behaviourally and relationally (how does it affect their relationships with others)? We are also confronted with the term ‘flow’, which refers to the idea that consumers are able to allow themselves to be swept along from event to event under the influence of all kinds of impressions. To a great extent, the next step that a consumer makes depends on the step taken before; completely caught up by impressions, he is unconscious of his environment and any likelihood of targeted behaviour fades into the background.

· In the field of information technologies: how can information technologies be used to create or reinforce an experience?

The fact that we are able to create an experience in the physical world requires little explanation. However, it will also be clear that when doing so we are only able to reach a small audience and costs may mount up. So, it is worth utilising the advantages presented by information technology to involve a larger group in the experience, more efficiently and at less expense. To maximise the effect of information technology, channels should be woven into a network of contact points and multiple senses should be stimulated by these channels. It is difficult to create an experience with text alone.

· In the field of brand management (concepting): what is the brand’s current identity? Does this brand’s identity appeal to the target group? Is the brand perceived as strong, distinctive and relevant? How can brand strength be expanded and reinforced by creating ‘experiences’? Last but not least: does the brand lend itself for an experience-driven approach?

· In the field of ‘experience concepting’: how can the brand connotation desired (brand meaning) be translated into the experience and the meaning to be derived from it? What possibilities exist to give actual meaning to ‘experiences’? This approach may also encounter opposition. It is a traditional approach: thinking is deterministic and linear. This approach seeks to create experiences based on a brand image. It is as if one is able to mould reality oneself. In the knowledge and network economy, the principle of chaos is far more likely to be the case, linearization ‘no longer’ exists, the tight control of olden days has gone. Changes occur rapidly and the opportunities that present themselves must be grabbed with both hands. 
· In the field of ‘project management’ or ‘process management’: how do we progress from the determination of the ‘experience concept’ to the ultimate ‘creation’ and its implementation? How do marketeers collaborate with advertising agencies and companies from the entertainment and event industries?
· In economic terms: how can we determine what it will cost to create an experience and what its return will be? How can the experience be measured (brand experience, lasting impression, visitor numbers, what was seen, hits, etc.)? After all, the ultimate goal remains the improvement of a brand’s economic performance; the experience must not be allowed to become a goal in itself.
Contents and Orientation of This Book

All of the subjects raised above will be discussed in this book. In the following chapter, experience marketing and consumer behaviour will be looked at in more detail. Chapter three will focus on brands and the creation of brand experiences. The following two chapters will address the subject of ‘multi channels’ and information technology and the extent to which these enable brand builders to create experiences. Next, Chapter five will provide a detailed discussion of project and process management: how to arrive at an experience concept and its realisation. Chapter five will also look at the monitoring of the results achieved by the experience in relation to the corresponding expenditure.
One might initially think that experience marketing is all about creativity. In itself, this is obviously not incorrect. However, in no way may this lead to the conclusion that no theory is necessary as a result. On the contrary, a solid understanding of the meaning of an experience, a brand and the possibilities presented by technology to realise an experience form the basis for a successful creative process. It is essential to be able to properly identify a brand’s meanings, so that these can be replicated and strengthened by experience. Recognition of the way in which consumers use their senses to perceive and attach emotional, cognitive and relational meaning presents a starting point for the creation of an experience that is successful in appealing to all of a consumer’s senses! It is important to have an understanding of the way in which information technology can be used to establish a network of contact points. It indicates how, in a ‘flow’, consumers can be led from contact point to contact point to the ultimate experience, where all of the senses are stimulated and the consumer becomes completely absorbed in the processing of these impulses. The analytical management of experience concept development and realisation is just as important as creative interpretation and implementation! Table 1.1 illustrates how the three main elements, i.e. the brand, the experience and technology, relate to each other, how technology must be used to enable the experience, and how the experience must reinforce brand identity.

	The Brand

Brand Identity is reinforced when consumers relate the brand to their experience

The experience

A consumer’s experience; the consumer’s senses are stimulated. He is absorbed in the processing of these impulses. A lasting personal impression is made.

Information technology

A network of contact points that stimulate consumers’ senses in different places and at different times

Table 1.1 The Relationship Between the Brand, Experience and Technology




This book focuses on the theory around experience marketing. Little has yet been written on this subject in the Netherlands. An exception must be made for the book by Rik Maes and Joseph Pine II – the latter, an American by birth – and the work in progress by Cor Molenaar. Nevertheless, when writing this book the aim has been to transpose the theory from an American context to a European one.

Firstly, this book is far slimmer than other books on experience marketing, such as those by Pine II and Gilmore (1999) and Schmitt (1998). This book is in line with the way in which these authors have described experience marketing. The difference lies in this book’s focus on the creation of experiences around brands using information technology. Besides this, we look in more depth at the way in which marketeers are able to create experiences and at companies from the amusement industry that can be involved in this process.

This book is the first part of a module or course developed by HEO-ICT. It is relatively descriptive and analytical in nature. As such, it is intended to do no more than provide the student, in the position of marketeer, with an understanding of the core elements referred to above, i.e. brands, experiences and technology, and show him how to use them, either in a process-oriented way or thematically. This will enable the student to analyse and solve case studies about experience marketing in a goal-oriented and creative manner! The second part of this book presents a number of case studies, together with demonstration material and background information about the entertainment industry.

Although students will also have to play the role of the agency in a number of the case studies presented, it has nevertheless been decided, from an educational point of view, to write this book from the perspective of the marketeer. All of the various interrelated aspects of experience marketing can be addressed most comprehensively from the perspective of a brand’s ‘problem’ owner, in this case the marketeer.

Experience Marketing

Once, Efteling’s fairy tale forest was one of the few places in the Netherlands where you could enjoy a real experience. Now, in the 21st century, many consumption experiences are real experiences in their own right. At Pasta e Basta, waiters and waitresses from the academy of music provide a culinary experience. In the Hard Rock Café, now past the peak in its popularity, a visit to the pub gains an added dimension. McDonalds provides birthday parties for the ‘little ones’. Camel organises the Camel trophy in order to achieve the brand connotation desired, and Rotterdam’s Opzomerdagen are designed to improve people’s experience of the city and its districts. According to BMW’s online advertising, driving a BMW is an experience even before one has bought on. In the United States, the produce departments in some supermarkets have already been organised in such a way that a visit to them provides the consumer with an exotic experience.

Experiences are organised by marketeers in increasingly diverse situations: in ‘not-for-profit situations’, in retail situations, where ease and efficiency play an important role, in situations where consumers have traditionally always looked for entertainment and diversion, etc. This chapter will discuss what an experience means and how we can distinguish between different experiences, how they are created and in which situations it is advisable to organise them.

An understanding of experiences is essential before a marketeer is able to indicate how he wishes to create an experience around a brand, or how he wants to convert Information and Communications Technology in order to create an experience.

Experience Meaning

Tell me, I forget. Show me, I remember. Involve me, I understand.

An experience occurs when consumers become involved to such an extent that a lasting impression is made on them (Pine II and Gilmore, 1999). The event is memorable and very personal. The consumer is affected emotionally, physically, intellectually or even spiritually. It is the experience of the ride in the roller coaster, the first pop concert, a special sporting achievement, the accident on the other side of the motorway, etc.

An experience distinguishes itself from services, where interaction with clients focuses on identifying a solution for their problems. Even if tailor-made solutions are devised and supplied, services have far less scope for differentiation than experiences do. After all, the focus is primarily on the client’s needs or demands. Attention is paid to the environment as this affects the quality experience of the service provided and because signals are generated by the environment. To a great extent, services are immaterial, and consumers base their quality expectations on tangible elements. In experience marketing, by contrast, the primary perspective is broader and the environment and the consumer within it form an integral part of the value proposition. Services and goods are reduced to less important components of this proposition, making it more difficult for organisations to distinguish themselves from one another.

To create an experience, marketeers will have to orchestrate the consumption situation or environment. Product or service use will have to be staged in such a way that a lasting personal impression is made. Marketeers must be able to imagine themselves in the consumption situation. 

Experience marketing requires that marketeers view consumers more as humans and users than as buyers, and demands a more holistic approach to consumer behaviour. A publisher must not regard his customers solely as subscribers or readers, but as complete humans. An investment institution will have to look beyond profits and risks and the communication around its investment products. Attention will have to be paid to the investor, the individual and his ideals and the role that capital plays in these ideals.

For several years now, Unilever Bestfoods has recognised how important it is to be able to put itself in its customers’ consumption situations. It has recognised that the distance between the company and its customers must be reduced. One way in which it has sought to realise this is by setting up kitchens in (the marketing) offices, so that marketeers and guests can experience the use of the products for themselves. The company’s dress code has been changed too; managers no longer wear suits but the clothes they wear when they themselves are consumers. Besides this, the building has been organised in a way that is open and welcoming and focused on the combination of work, relaxation and inspiration. The company’s specialist shops for the separate Unilever Bestfoods products must further reinforce contacts between the consumer and the producer and form an experience.

Types of Experience

When staging an experience, we quickly imagine a play in which consumers play a role. The play and the role that the consumer plays in it are devised by the marketeer. The goods and services in question are nothing more than the props on the stage and the fellow actors and antagonists are there to create a unique experience for the consumer.

However, we must realise that experiences can also be realised in other ways. The active participation of consumers is not always required, and marketeers will have to think carefully about the type of experience they want to create. For example, Pine II and Gilmore (1999) distinguish between different four types of experience, namely:

· Escapist

· Educational

· Entertainment

· Aesthetic

Only the first two types of experience require the active participation of the consumer. In Figure 2.1, the four types of experience are further characterised along two dimensions.

	Absorption

Active participation

Immersion

Passive participation

Source: Pine II and Gilmore (1999)

Figure 2.1 Four types of experience


The horizontal axis indicates whether participation is active or passive. The vertical axis represents the relationship between the consumer and his environment. Is he a spectator, absorbing the event, or does he become a physical or virtual part of the event and immerse himself in it?

Entertainment

Entertainment or diversion is the most obvious experience. Consumers form the public that experience the event. They experience the play or the pop concert.

The Game and the Marbles

Although on-line gaming has boomed since the introduction of fixed Internet connections, so far very few providers have been successful in persuading players to pay for these services. Electronic Arts/Origin and Sony, providers of the Ultima On-line and Everquest on-line fantasy games respectively, are among the few exceptions. The two games mentioned above involve so-called ‘persistent worlds’, in this case fantasy worlds in which life continues even when the player has logged off. Anyone wanting to play must buy a copy of the game and pay a monthly membership of ten dollars a month for unlimited access to the game world.

Ultima On-line and Everquest both have several hundred thousand paying players, from over one hundred different countries. These games are profitable undertakings in themselves, with monthly turnovers amounting to millions of dollars, although, as has already been said, these are exceptions to the rule.

Despite the unwillingness of many players to pay for on-line gaming, there are companies that achieve a turnover and even profit from the provision of such services. Two Dutch companies that are doing well in this area are Pimpernel.com and GamePoint. GamePoint, for example, offers games to its members via its own and other service providers, such as Chello, Freeler, @Home and Planet Internet. For the ISPs, the games are a way of retaining customers with attractive extras. Besides co-branding, the company also generates additional income from branding, i.e. producing games using the house style of the consumers paying for them. Certain events are another source of income.

Source: Ben de Dood, Emerce, July/August 2001
Education

Real education requires students’ active participation. Learning requires more than the absorption of knowledge. You cannot teach a child to cross the road by having it reproduce an algorithm: “Look left, look right, cross over the road”, etc. Instead, you must cross the road with him time and time again, gradually transferring the initiative to him.

Aesthetic

When they have an aesthetic experience, consumers’ influence on their environment is limited. It remains almost unaffected. You are standing on the edge of the Grand Canyon and experiencing the wonder of this natural creation will all of your senses: the vast space and unspoilt beauty, the insignificance of mankind and the wonderful palette of colours.

Escapist

In an escapist experience, the consumer is immersed in the event. He is completely engrossed in the casino game, the paintball game, the ride in the roller coaster, the ‘virtual reality act’ in cyberspace, the journey through time (for example, the film Back to the Future) or the chat room. He forgets everything else and is swept along as an active participant in the course of events.

Which experience should the marketeer choose? In general, the answer is that the most powerful experience contains characteristics of all four different types of experience. Aesthetic experiences are particularly meaningful if consumers have the need to come in and take a seat (‘to hang out’). So, the environment must be inviting, interesting and comfortable. An ‘Entertainment’ experience may be used to ensure that guests do not leave and to elicit positive responses. An escapist or educational experience goes further and must take shape as soon as guests become active. What do they want to learn? What do they want to do?

Experience Themes

Powerful experiences change reality by changing a consumer’s sense of space, time and matter. A different, coherent reality is created that must reflect the character and identity of the organisation. The richness of the experience increases if several environments (places) are united within it. Places where, for example, one can be peaceful on the one hand, while also being spurred on to active participation and immersed in action on the other hand.

The creation of a rich experience requires, as it were, a script or a play to be written. The most powerful scripts are original. Some suggestion of appropriate themes for the creation of experiences may provide the marketeer with some guidance, but may also curtail his creativity and authenticity. However, by way of inspiration, we will indicate a number of environments (stages) that lend themselves to the creation of an experience (Pine II and Gilmore, 1999):

· Status

· Tropical paradise

· The Wild West

· Ancient civilisation

· Nostalgia

· Arabian fantasies

· Urban theme

· Castles and fortresses

· Modernism and progression

· Representations of the inconceivable

According to the same authors, themes can be also be found in history, religion, fashion, politics, psychology, philosophy, the physical world, popular culture and art.

The pragmatic marketeer finding it difficult to be inspired by the thematic enumeration provided by Pine and Gilmore could refer to a classification used in the sponsorship world. This is not based on the type of experience that could be a successful basis for experience marketing, but far more on the area of interest within which the brand wishes to position the experience. The following segments are usually distinguished:

· Sport

· Entertainment

· Art/culture

· Society

The Creation of the Consumer Experience

Once a theme has been selected, the creation of an experience demands a considerable amount of inspiration and creativity. However, before giving his thoughts free reign, it is recommended that the marketeer look in more depth at the consumer. How do his sensory perceptions function? How does he process these impulses emotionally and cognitively? How does this affect his behaviour and the way he interacts with others? An understanding of all of the above is essential if, ultimately, the effect of the experience is to be personal and lasting!

Which senses are not stimulated by the new Volkswagen Beetle? The eye, the ear, touch and even the nose respond. The beautiful and special shape of the Beetle evokes a smile and tender feelings. It is almost human, not just an object, and the corresponding ‘think small’ campaign has forced a whole generation to change its attitude towards its transportation needs. By driving a Beetle, you are making a statement. You are expressing a fun lifestyle, and, with a positive wink, referring both to the flower power generation and the youth of today.

Figure 2.2 Volkswagen Beetle, Think Small Campaign

Sensory Perception

To leave a lasting impression, several senses must be stimulated, perhaps even caressed. The eye, the ear, touch, the nose and the mouth must be given cues. Together, a harmonious impression must be created. Aesthetics play an important role in this. The right use will have to be made of primary elements such as colour and music. After all, these elements together must result in the right style.

So-called experiential consumer behaviour is characteristic of the sensory perception of an experience. In theories on consumer behaviour, consumers are generally regarded as individuals guided by the purpose for their action, repeatedly considering what and what not to do. This goal-oriented behaviour is also described as linear behaviour. One act follows another in a logical consistency. In the case of experiential behaviour, this is absent; consumers do not have a predetermined agenda. They are more receptive to unplanned discursions.

Experiential behaviour can be broken down into hedonistic and exploratory behaviour (Van der Schans, 2001). When demonstrating exploratory behaviour, the consumer’s aim is to satisfy his curiosity; the exploration in itself is an experience. Consumers are cognitively inclined to experience new things. Hedonistic behaviour focuses specifically on the sensory aspects of an experience. Here, consumption occurs from the point of view of pleasure, amusement, fantasy, activism, sensory stimulation and enjoyment. Enjoyment as a form of experiential behaviour is central to this book in its discussion of experience creation.

It appears that consumers are increasingly displaying hedonistic, or pleasure seeking consumption behaviour (Van der Schans, 2001). Just as thrift and purposiveness were the virtues embraced by consumers in the industrial era, ‘post modern consumers’ would appear to be seeking out playfulness and pleasure more.

Affective Appreciation

Sensory perception must result in feelings and affection. If feelings fail to occur, a lasting impression will never be possible.

A distinction can be made between state of mind and emotions. Someone’s state of mind can be characterised as a non-specific affective state in which someone finds himself. He is influenced by various stimuli, for example music, light or someone else’s state of mind. However, in many cases, consumers are not aware of the stimuli that have influenced their state of mind. Emotions, on the other hand, can be linked directly to stimuli exerted by other people or objects. They describe an intense, specific affective state and attract the individual’s attention. Other activities are disrupted. Examples of primary emotions are hate, love, anger, joy, sadness and envy. Many emotions have an opposite, such as love and hate. In turn, combinations of primary emotions form more complex emotions, such as nostalgia. The most powerful emotions are those caused by other people during consumption.

A good example of a brand that evokes numerous feelings is Häagen-Dasz. The consumption situation is presented very romantically; consumers can enjoy the sensual delights of premium icecream associated with romantic love. The company’s website features various settings; they take you away on a romantic adventure to Paris, Nanjing and Manilla. Appropriately dressed old sweethearts and friends are met on nostalgic, tropical and exotic locations. A train in the background, a cyclist, a musician and a passer-by make the scene complete. Emotions emerge and are associated with the consumption of a premium icecream, the maker of which is completely dedicated to the perfection of its customers’ taste experience.

Thinking

Experiences are also intended to bring about cognitive effects. The aim is to influence the way consumers think about certain subjects, brands or goods and services. To a certain extent, this entails the creation of a surprise, whether visually, verbally or conceptually. It is essential to spur consumers on to think creatively. Next, we will have to intrigue them. More general, broader, perhaps even philosophical subjects are more likely to achieve this than specific, exact topics, although we must remember that everyone is different. Finally, a certain degree of provocation may stimulate the cognitive process.

Organisations that stimulate the cognitive processing of experiences are, for example, Benetton with its provocative United Colours of Benetton campaigns and Microsoft, when it used the slogan ‘Where do you want to go tomorrow’.

Actions

Which type of consumer behaviour contributes to the ultimate experience? How must the consumer behave? Which type of motor behaviour does this involve, which body language and actions? Also, that part of human behaviour that we are not always conscious of will have to be clearly staged. The whole of a consumer’s ‘lifestyle’ will have to be expressed in terms of behaviour. The role played by the consumer will have to be confirmed, and an appeal will have to be made to social norms and values. The consumer’s actions in respect of others will have to be interpreted accurately. It is also recommended that an appropriate location be chosen for an action.

A good example in which a consumer’s actions in particular must result in the creation of an experience is Gillette. When a man shaves with a Gillette Mach3, this must add a ‘sound-barrier breaking speed [experience] to the morning ritual’. He achieves smooth skin faster than before and with fewer movements. In different channels of communication, we see the man positioned in a futuristic bathroom, while he shaves himself using an ultra-modern shaving system.

Relating

In many cases, an experience is not about consumers’ individual sensations, feelings, thoughts or actions. Instead, the power of the experience lies in the positioning of the individual consumer in a social and cultural setting that reflects the brand. A far more powerful experience is created when a consumer interacts with others. The individual can lean on a reference group and feel that he belongs. The contrast between ‘us’ versus ‘them’ can be accentuated. He can belong to the desired group, the one that he feels solidarity with, of which he is proud, in which he believes. The consumer’s social influence may increase and, thanks to their categorisation into groups, consumption situations gain more significance.

One of the most high-profile examples of ‘brand communications’ is Harley Davidson. Harley riders form a close-knit community with unique norms and values. Group members identify strongly with each other, a fact that is even evident from the clothes Harley riders wear and from their tattoos. Relationships between the group members are strong; once a year, many take part in a joint motorcade through the American landscape. Group member recognition is strong. Although they do not know each other individually, Harley riders will greet each other whenever they happen to meet.

The Success of an Experience

When exactly is an experience a success? Of course this is the case when an unforgettable impression has been made on the consumer. However, a number of sub aspects can also be considered in order to further identify the success of a particular experience (Van der Schans, 2001), i.e.:

· Liveliness

· Interactivity

· Flow-state

The liveliness of an experience describes the way in which information is presented to the senses. How lively is the stimulation of the senses? Are several senses stimulated at the same time, and what is the quality of a certain stimulus?

Interactivity indicates the extent to which consumers are able to take part in the real-time adaptation of the form and content of the experience. By participating in the experience, they are able to adapt it to suit their own specific preferences. Interactivity increases (Van der Schans, 2001)

· the faster consumers’ wishes are responded to (the response time)

· the more options consumers have to change the experience (the range)

· the more consumers themselves feel that they are capable of changing or manipulating the environment; consumers feel more in control and, as such, their perceived interactivity increases.

To summarise, the faster consumers’ wishes are responded to, the greater the number of options are that they are able to choose from, the more they feel that they are able to manipulate the situation and the greater their appreciation of interactivity is.

Finally, the origin of the term ‘flow’ lies in top-class sport. A flow occurs in an environment that requires the utmost of an athlete’s skills. A flow-state is a state in which an individual filters away irrelevant perceptions and thoughts and focuses his entire attention on a limited stimulus field (Shih, 1998). The skater concentrates completely on skating the 1500 metre race in record time. The distinction between ‘self’ and the environment blurs; self-awareness disappears. Any sense of time is lost and the individual becomes completely absorbed by the experience. In itself, this results in a positive feeling. A flow-state can occur in consumers when faced with a challenge that matches their skills. Where these are out of balance, boredom or frustration may follow. For instance, a recreational shopping spree for new clothes may not prove to be as successful as had been hoped. Surfing on the Internet may take too long or may prove to be too difficult. In addition, the consumer’s attention must be focused. If a consumer does not feel sufficiently involved in a particular stimulus field, i.e. shopping or surfing on the Internet, it will be impossible to suck him into a flow. Additionally, to strengthen the flow, it is recommended that a type of ‘endless frontier’ be created (Hoffman and Novak, 1996), where, in the consumer’s perception, there is no end, ‘the possibility for discovery is always there’. As a result, consumers can become absorbed by the experience, forget time and feel that they are able to carry on endlessly.

The flow concept has been criticised as a concept with too little practical value (Van der Schans, 2001, Bagozzi and Dholakia, 2000). It is claimed that markets are not able to evoke a flow-state and that a flow results from shopping or the Internet session as a whole, not from the efforts of the marketeer of a certain brand.

The Advisability of Experience Marketing

By creating an experience, marketeers can establish brand connotation, i.e. they can provide the brand with a deeper meaning that transcends the quality and the characteristics of the product and the identity of the producer or buyer. The positive and lasting memory of the brand and brand loyalty can be strengthened. Consumers can be stimulated to communicate more actively and positively about the brand with others.

In short, the advantages of experience marketing would appear numerous. Nevertheless, a marketeer will have to determine whether or not it is advisable to create an experience for his specific situation.

Do Consumers from the Target Group Want an Experience?

In principle, experiences can be created in various market and retail situations. It is wrong to say that routine retail situations do not lend themselves for experience marketing, as consumers simply do not enjoy these situations and want to minimise the time and effort that they demand. The examples mentioned at the beginning of this chapter demonstrate that experiences can even be created in supermarkets, and even local authorities can take up the challenge.

However, marketeers must realise that consumers are only able to experience and process a limited number of impressions in their daily lives. A large part of their lives is spent creating routines. It would become too much if, in due course, every supplier wanted to leave a lasting personal impression on their customers! It could even stimulate customers’ irritation and have other counterproductive effects.

Bearing the above in mind, FMCG marketeers (Fast Moving Consumer Goods) will have to ask themselves whether they want to create an experience on an incidental basis only and whether they want to do this themselves or leave it to the retailer.

Who Finances the Experience?

Neither must marketeers lose sight of the costs involved in the creation of an experience. Of course, the idea of broadening the perspective of breakfast products into a breakfast experience sounds interesting, but we must not forget that it will be very difficult to finance the creation of an experience with the margin available on breakfast products. Many brand products find it difficult enough to find the budget to include extra information around consumption situations on their websites.

So, when creating a real experience, it is essential to break away from the existing business model. This will be discussed in more detail in Chapter 4.

Competencies Needed to Create an Experience

The creation of a real experience places demands on marketing. Brand and product managers will have to:

Recognise their brand’s identity;

understand the consumer target group; knowledge of the people in this target group and the consumption situation is a prerequisite;

understand how a personal and lasting experience can be brought about in consumers. Besides creativity, this requires an understanding of how experiences can be used to ‘affect’ consumers;

know how and with which partners the experience concept can be developed.

Summary

Marketeers that decide to create experiences are broadening their field of activity. They are no longer limiting themselves to the provision of products and services, but are also orchestrating the consumption environment. They are staging a lasting and personal experience that must contribute to a preference for and loyalty to the supplier and its brand. It is a task that they will only be successful in if they are able to put themselves in the consumer’s environment, be creative and inspired, and have a good understanding of the way in which experiences can be used to ‘affect’ consumers! Impulses must stimulate the consumer’s senses during the experience. These impulses must be processed cognitively and emotionally. The impressions made will influence the way consumers act and interact with others. The processing of these impressions will have to absorb consumers to a great extent, so that they are less aware of their environment and the factor ‘time’. It must ‘swallow them up’. Themes are used to create this type of special experience.

Before marketeers decide to proceed with experience marketing, they will have to consider the economic pros and cons. They will have to ascertain whether consumers will be willing to pay the resulting additional costs, whether expenditure and time margins will increase, and whether the extra income obtained outweighs the costs involved.

Questions

Devise an escapist, educational, entertainment and aesthetic experience for Unilever Bestfoods. Some examples of brands marketed by Unilever Bestfoods are: Unox, Soup-it (Cup-a-Soup), Becel, Croma, Blue Band, Bona, Lätta and Calvé (peanut butter and mayonnaise, sauces).

In which situation might it be practical to create experiences around such fields of interest as sport, entertainment, art and culture and society instead of around nostalgia, Arabian fantasies, etc. (see the list given by Pine II and Gilmore)?

What characteristics are essential for a good experience? Explain your answer.

Think of an example of a flow.

What does ‘exponential learning’ mean?

Is it generally true that it is more important for an experience to affect consumers emotionally rather than cognitively? Use an example to illustrate your answer.

The Unilever Bestfoods example shows that experience marketing influences every aspect of an organisation. Do you believe that this is (or must be) true in all situations? Explain your answer.

Think of four different examples in which it would not be advisable to introduce experience marketing. Explain your answer.

Name four reasons why companies and brands could benefit from experience marketing. Explain your answer.

What is meant by the following sentence: ‘when creating an actual experience, it is essential to break away from the existing ‘business model’’?

Creating a Brand Experience

Creating experiences may be fun, but this could be damaging too. Rabobank is unlikely to want to be associated with football events and the vandalism accompanying them, and would probably prefer to opt for bicycle racing instead. After all, this is a sport that stages both large-scale and local events and offers Rabobank the opportunity to associate itself with the local community. Bicycle racing also offers Rabobank, a co-operative bank with numerous independent branches and a high level of social involvement, a basis for the organisation of brand-strengthening experiences that is better than that offered by football.

Experience marketeers aim to realise experiences that increase a brand’s strength. This aim is particularly relevant where brands are losing long-term distinctive strength and appeal because the products and services provided by all of the various parties in the market are starting to look very similar. To be able to realise this goal, marketeers must be able to analyse the meaning of their brand. This involves the more obvious associations, but the deeper meaning, the identity behind the brand in particular.

Jean-Noël Kapferer, a distinguished brand specialist, refers to brands as the chief capital possessed by many companies. To illustrate the truth of this, he points out that in around 1985 Nestlé bought Rowntree for almost three times its then current listing on the stock exchange and for 26 times its profit, and that the Buitoni group was bought up for a price equal to 35 times its profit. In 1989, Unilever paid three billion Guilders for the cosmetics companies Fabergé and Elisabeth Arden, 82% of which amount consisted of goodwill (Klein Ebbenk, 1993). Under pressure from shareholders, 290 million Guilders was paid for Verkade, which figure was equal to 24 times the profit per share (Klein Ebbenk, 1993). The takeover prices paid prior to this period were usually between eight and ten times the profit of the company bought up. The extra price paid was solely due to the value that the brands in question represented.

Although brands represent high levels of value, the subject of brand management is still relatively young. Not long ago, brand policy was still determined on the basis of its separate elements, such as brand name, logo, design, packaging, marketing communication policy and sponsor policy. An integrated approach had not yet been introduced and very little attention was yet being paid to the central concept of brand management, i.e. brand identity, let alone to the creation of an experience around brands.

In order to avoid any misunderstanding, we will start this chapter at the very beginning, i.e. brand functions, and then proceed to the core of the argument: the identity of the brand and the creation of a brand experience.

Brand Functions

For consumers, brands have the following functions (Kapferer, 1995):

· Identification: brands create clearness, enabling consumers to find their way amongst the products available and quickly identify sought after products;

· Practicality: thanks to brands, consumers can save time and energy when repurchasing products;

· Guarantee: brands offer certainty; they are of the same quality everywhere, regardless of the time and location of purchase;

· Optimal choice from the products available: thanks to brands, consumers can select the best product available from a particular product type, which product is the best performer for a particular purpose;

· Personification: consumers can use brands to strengthen their self-image and/or to present to others the image that they have of themselves.

· Continuity: consumers can build up a relationship based on familiarity (this might even be an intimate relationship) with brands that they have known for many years and are still using;

· The provision of hedonistic value: consumers can derive value from a brand’s design, aesthetics and communication tools.

· The provision of ethical value: consumers can appreciate a brand that demonstrates responsible behaviour in its relationship with society.

The Heart of Brand Management: Brand Identity

Strong brands fulfil many functions for consumers very well indeed. Marketeers can succeed in this if they pursue an integral brand policy, the heart of which is formed by a brand’s identity, not by its image (Kapferer, 1995). Brand image only indicates how a brand is perceived; it does not answer the question of what its essence and unique character are. Marketeers that know what the unique character of their brand is will experience fewer problems when, for example, assessing their advertising campaign, sponsor applications, brand extensions and, of course, experience concepts.

Kapferer compares brand identity with identity documents. Passports and driving licences are personal and non-transferable. We can use them to prove who we are and, to a certain extent, to say something about our personal characteristics. He also points to opinions on the term ‘identity’ in the communication sciences, where identity is regarded as a source of unique symbols, messages and products. Finally, the term can be clarified by comparing it with the term ‘identity crisis’. This happens to people that are searching for a central basis for their existence, which basis would enable them to express and reconfirm not only their otherness, but also their affinity with a cultural whole.

The essence of a brand identity lies in the answers to the following questions (Kapferer, 1995):

What does the individuality of the brand consist of?

What are its long-term objectives and ambitions?

What coherence does the brand demonstrate?

What are the brand’s values?

What are the brand’s fundamental truths?

Which symbols can the brand be recognised from?

A brand identity is lasting, displays internal coherence and is realistic. It is not prone to idealism, instability or opportunism, as is sometimes the case with brand image.

Brand identity is not the same as brand positioning (Kapferer, 1995). When we position a brand, we try to positively distinguish it from competitors within a certain market. We try to give it characteristics, so that our target group prefers it to competitors’ brands. We strive to meet the ideal sought by consumers from the target group. The brand’s individuality is not the central focus of our attention.

Therefore, positioning provides little direction when determining a brand’s tone, style and method of communication. Positioning statements only steer the text of the communication message and often leave the development of other elements to others that are more creative.

What is more, the positioning process occurs within the boundaries of a particular market. For example, Pepsi Cola can be compared with Coca-Cola, but not with Danone, TMF, the 1960s, America, etc. As such, positioning is restrictive and impedes the analysis of a brand’s special character. 

So, how can a marketeer analyse and determine the identity of his brand? Kapferer has developed a brand identity prism specifically for this purpose.

	Brand Identity Prism

	Physical
	Picture of sender
	Personality

	Externalisation
	Relationship
	
	Culture
	Internalisation

	Reflection
	Picture of recipient
	Self-image


Figure 3.1 The Brand Identity Prism

The brand identity prism consists of six interrelated aspects that are based on the basic idea that a brand has a voice. A brand only exists if it communicates. Just as a speaker, a brand has its own means of expression and can be analysed just as any message can. It is a metaphoric process, during which we try to gain an image of the speaker/sender on the one hand and of the recipient on the other hand. We ascribe the sender physical characteristics and a personality. We determine the character of the recipient of the message on the basis of his supposed self-image and the image that he has of the public that has received the same message (reflection). Finally, identity depends on the distance between the recipient and the sender. This is indicated by the culture of the sender and the relationship between the sender and the recipient.

In the left-hand part of the prism, we find the social elements that determine the external expression of the brand. All three of these elements are visible aspects. On the right-hand side, we find the elements that have been incorporated into the brand, which, as such, form part of its character.

A brand has a perceived physical character that consists of a combination of independent characteristics that are prominent or have a slumbering existence. So it is that La Vache Qui Rit (the laughing cow) evokes the image of small triangles of cheese wrapped in foil in a red and blue coloured, round box. A brand is based on its perceived physical character. A flower cannot survive without its stem !

In addition to the above, a brand has a personality, it acquires character. You identify a brand with a person and, in this way, ascribe certain characteristics to that person on the basis of ‘his actions and communication’. The brand is friendly, aggressive, energetic, youthful, honest, etc.

Each brand also has its own culture, embodied in and communicated by the product in question. A brand’s culture represents a set of norms and values that influence communication and forms a source of inspiration and energy. For example, even without the presence of the founders of the Apple organisation, this company continues to strive to offer human nature something revolutionary. It is a dream, a vital source of inspiration and energy, that is reflected in the company’s products, services and communication.

Cultural associations with a brand may be linked to its land of origin. In Coca-Cola, Harley Davidson and Marlboro, we see the United States, in BMW and Mercedes, Germany. The identity of the brand and the country from which the product originates are connected to some extent and can reinforce each other.

Consumers can have a relationship with a brand. Immaterial values are exchanged between the brand and the consumer. For example, cosmetic brands can emanate an underlying sensual man-woman relationship or be haughty by nature.

Brands reflect the image of its customers. For example, when asked for their opinion on a certain make of car, consumers very quickly start to think of the type of driver that matches the car in question.

The opposite of perceived image is the self-image of brands. This is the mirror that the target group holds up to itself; it is the Porsche owner that wants to prove to himself that he can buy this class of car.

TMF

TMF is one of the organisations that is successful in identifying the right way to create an experience for its target group, i.e. young people aged from thirteen to seventeen. The vehicle used to try to capture the target group (music) lends itself very well for this. TMF has a good understanding of its target group, which it has segmented and profiled, not only demographically but also ‘psychographically’. A distinction is made between young people that actually do want to feel that they belong and those who want to rebel against something, on the one hand, while, on the other hand, a distinction is made according to the (intellectual) maturity of the target group. Some young members of TMF’s target group feel the need to be trendsetters or to belong, while older members have already made their choices; they are calm and belong to a group or they are rebellious and have distanced themselves from the establishment.

TMF focuses its particular attention on trendsetters and young people that want to associate themselves with trendsetters. This group is characterised by an active social and sporting life, a large amount of self-awareness and members that feel it is important to look good. They have their own money to spend and spend a lot of money during their free time. To reach this group, TMF’s unique selling image has a number of characteristics, i.e.: beauty, humour, a certain boldness, and a healthy sense of quality. To achieve brand connotation, TMF markets CDs that reinforce the company’s chosen image. In 2002, these were, for example, Cool Sweat, No Sweat, the Megadance, Alter 8, TMF Awards, TMF Hitzone, Club Delicious and Rock Zone. Events are also organised, such as the TMF Awards, the DJs, TMF Megadance, TMF Showcase, Alter 8 The Party and TMF Café. In order to gain better brand exposure, the company has entered into media partnerships with Rock Werchter, Marktrock, Pukkelpop, I love Techno, Sensation, Dance Valley, Trance Energy, Impulz, Pepsi Pop, etc. Finally, merchandise, such as clothing, bags and gadgets (keyring, mousepads and bobheads) are designed to improve TMF’s image.

What is more, TMF supports different interactive platforms that use SMS, Internet, teletext and global positioning systems. All of these together must stimulate the formation of a community. ‘Sticky content’ must ensure that customers return. It is considered important that content is interest-driven, not sender-driven. In 2001, the company was reasonably successful in this respect, as TMF.nl is one of the most frequently visited websites in the Netherlands, with an average of some 60,000 visitors per day. Traffic increases during award weekends. There are many ‘stream requests’ and chatters, and people regularly vote on-line for an award winner. TMF Web, the free Internet provider for young Holland also attracts many young people. Many create their own personal web page here, something that is very important for the creation of a community.

Source: E-branding meeting BVA, October 2001,

Mediaplaza, Utrecht.

Creating a Brand Experience

A brand identity must be exploited. If a brand is not prominent it loses its strength. Ultimately, it will not attract consumers and the brand will mean little to them.

Brand identity can be exploited by creating an experience. A brand that is aware of its identity will find it easier to organise an experience that strengthens and reflects this identity. The relationship between the sender and the recipient, as proposed in the brand identity prism, can be given further content. The recipient or consumer is able to achieve a better picture of his own self-image and his image of the other brand users. In a staged consumption situation, the culture that reflects the brand can be given its due. The relationship between the consumer and the brand can be further strengthened. The brand is present as the endorser of the event, or plays a more active role during the experience. The personality and the physical character of the brand may also emerge clearly during the brand’s performance.

Identity and Sensory Perception

When designing an experience, it is important to consider that consumers must be left with an harmonious set of positive impressions that reflect the identity of the brand and also evoke an unforgettable impression in them, i.e. create an experience. The following dimensions of impression are distinguished (Schmitt and Simonson, in Pine II and Gilmore, 1999):

1. Time: traditional, futuristic (relation to past, present, future)?

2. Space: urban/rural, home/work, inside or outside?

3. Technology: hand-made, machine-made, high-tech?

4. Authenticity: authentic versus derivative?

5. Sophistication: refined, luxurious, cheap?

6. Scale: large scale or small scale?

Cues must be created to evoke the impression desired; words alone are not enough. Cues that substantiate the theme are necessary. In a plane, these may be given by stewardesses, stewards, the interior, the food, the drink, the television, etc. Negative cues must be prevented.

Affective Appreciation

The impressions concerned must evoke an emotion. An emotion is a temporary change in a person’s physiological state and must cause stimuli to leave a deeper impression. Sixteen types of emotion are identified:
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Irritation
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Displeasure
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Sad
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Jealous
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To love
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Caring
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Optimistic
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Hopeful
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	Other
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Feeling proud
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Figure 3.3 Sixteen Types of Consumption Emotion

Source: Schmitt (1999)

Which of these sixteen types of emotion one chooses depends on the type of experience that one wishes to realise. Certain types of emotion are more inwardly or outwardly directed and are positive or negative. This is explained in more detail in Figure 3.4.
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Negative
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Outwardly directed
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Figure 3.4 Positioning of consumption emotions

Source: Schmitt (1999)


Thinking

A consumer’s sensory and affective experience of (an) event(s) must also influence thinking about a brand. When creating an experience, it is important to consider which cognitive effects one wishes to achieve. How does one wish to influence consumer thinking about (Reynolds and Gutman, 1988)

· the attributes corresponding to the brand? Attributes are immediately tangible, physical characteristics. In the case of a Harley Davidson, this might be its two-stroke engine and logo;

· the functionality of the brand? The functional consequences of a brand are the observable, direct consequences of using the brand, the experience and the product. For example, the Harley Davidson is seen as a cruising motorbike that is suitable for travelling long distances. It is not designed for speed or for cross-country use;

· the psychosocial consequences of the brand? These are the abstract meanings connected to the functionality of a brand. A Harley rider can travel through America along Route 66 and by doing so express his lifestyle and feel good as a result;

· the instrumental values? These are stable cognitions that have a motivational effect. The Harley rider can experience a feeling of freedom by riding his motorbike. He has the opportunity to get on his bike and disappear into the sunset;

· the end value of the brand? End values indicate the importance that consumers attach to certain basic themes in life. The freedom experienced on the motorbike can appeal to deeper-lying values. People do not always want to abide by the norms and values of society, but want to be able to escape from their role pattern and the obligations that this imposes upon them. At the same time, the businessman that swaps his suit for a motorbike jacket at the weekend realises that it is not easy to escape from society’s norms and values, and therefore accepts the pseudo lifestyle represented by his motorbike: a role pattern for the weekend. Neither does it bother Harley that it is also able to sell motorbikes on the basis of these pseudo end values.

The meanings within the different levels may be interrelated in a tree diagram, also referred to as a means-end chain. The meaning structure of an insurance product is depicted in Figure 3.5. The attributes are indicated in the lower half of the figure, while the instrumental or end values are indicated in the top half.

	Being taken seriously

Self confidence

Certainty

Carefree life

Joy in life

Freedom

Prosperity/Well-being

Enjoying things

Feeling better and more healthy
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Being able to make better choices
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Acting and Relating

Finally, when creating a brand experience, attention must be paid to the behaviour aimed for during the experience. How will consumers have to behave in order to have the experience? How does the marketeer want consumers to position themselves in a social and culture setting that reflects the brand and leaves them with a positive impression?

From Identity and Experience to a Strong Brand

A strong, rich identity does not mean that a brand is necessarily a strong brand. Ultimately, a brand’s strength will depend on the appeal it holds for current and future target groups. It will have to result in more products being sold, both now and in the future, preferably at a higher price and with a higher profit margin. Various methods have been developed to determine the strength of a brand. One of these is the method developed by Interbrand. This distinguishes seven different factors by which brand strength is determined, namely:

· leadership: this indicates which brand is the market leader;

· stability: this is the loyalty that customers demonstrate towards a brand;

· market: the market is decisive for the level of brand value. It is a fact that the value of brands in the foodstuffs market is higher than the value of brands in the high-tech market;

· internationality: international brands are more valuable than national or regional brands are;

· trend: a brand’s general long-term sales trend is an important indicator of its ability to remain current and relevant for consumers;

· support: the quality and the amount of support for a brand affect the brand value;

· protection: the registration of a brand leads to protection and a higher brand value.

The extent to which a brand can meaningfully be stretched to other product groups and markets can also be added to the list above.

The ultimate brand strength is a weighted average. The scores (on a scale of 1 to 10) for each of the seven factors are weighted according to their importance for the ultimate brand value. Marketeers can instruct specialist consultancies to translate a brand strength score into a financial brand value.

A brand’s strength is also indicated by the Brand Asset Valuator. In a large-scale international study, four factors were identified as determining a brand’s strength. On the one hand, these factors pertain to the vitality of the brand: does the brand have distinctive and relevant characteristics? On the other hand, attention is focused on what is referred to as brand personality, addressing such aspects as ‘esteem’ and brand familiarity.

At the same time, the study referred to above recognises that brands are subject to a life cycle, as depicted in Figure 3.6. Many brands are vital initially. They possess a number of relevant and distinctive characteristics, but these do not yet include ‘esteem’ and trust. At the opposite end of the scale are the older brands, which have lost their vitality and can now only boast ‘personality’. The ‘power brands’ possess both vitality and personality.

	Unrealised potential

Power brands

Brand vitality
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Eroding brands

Brand personality

Source: Brand Asset Valuator

Figure 3.6 Brand Strength


Summary

The creation of a worthwhile experience requires a thorough understanding of brand identity. For the self-aware brand, the experience must be a means that it can use to manifest and prove itself to consumers. The brand can make itself heard in the experience. The perceived physical character of the brand, the personality and culture of the brand, the relationship between the brand and the consumer, the self-image of the brand and the way in which consumers view the users of the brand must all feature in the experience. These fundamental characteristics of the brand must be associated with the lasting personal impression made on the consumer.

In addition, it is striking that brands are increasingly adopting the position of publisher instead of selling its commercial pitch head on. The way in which contact is sought with the consumer in an experience setting bears more resemblance to editorially-directed communication than one-liners typical of dazzling commercials and advertisements. This then makes it possible for a brand to manifest itself strongly and give some meaning to the relationship between sender and recipient, or brand and consumer. An experience can leave the consumer with an harmonious set of impressions that reflect the identity of the brand. The aim may be for sensorial input to evoke the emotions desired and to yield cognitive processes and effects, as well as the individual and group behaviour desired. Ultimately, the experience must contribute to brands exercising their appeal to consumers in current and future markets. These consumers must be prepared to buy the brand, preferably in greater quantities than before, to pay a higher price for it and, if at all possible, to give it positive publicity. Ultimately, a brand must possess leadership, stability, flexibility and durability (in terms of time).

Questions

1. Kapferer says that an identity is characterised by physical characteristics (the passport), the inner self (the identity crisis) and the method of communication used (symbols, products). Describe the identity of Rabobank and ING Bank. When doing so, look for information on the Internet, in brochures and branches of these banks. What differences can you find between the two banks?

2. Imagine that ABN AMRO creates an experience around a well-known tennis tournament. Indicate whether you think this is in line with ABN AMRO’s brand identity or not. Explain your answer.

3. Indicate the extent to which an experience around the New Year period a) is in line with Unox’s brand identity, and b) strengthens Unox’s brand identity. If necessary, look for additional information.

4. Determine TMF’s brand identity. If necessary, look for additional information.

5. Indicate how TMF creates sensory consumer experiences. If necessary, look for additional information.

6. Which emotions does TMF arouse when creating an experience?

7. To what extent do these emotions reflect TMF’s brand identity? Explain your answer.

8. Examine the meaning that TMF consumers ascribe to the brand. Interview a number of fellow students for this purpose.

9. What criticism could be directed at the Brand Asset Valuator from Kapferer’s point of view?

10. How do you value the separate aspects of TMF’s brand value (as proposed in the Brand Asset Valuator)?

Multi Channels

It is possible to realise an experience around a brand in the physical world. When doing so, it is as if you (the marketeer) are staging and performing a play with consumers, who adopt the role of actor or spectator. However, this is expensive and, ultimately, cannot reach everyone. Information and Communications Technology would appear to offer a solution for this problem. This technology enables the experience marketeer to realise an experience for a large group of consumers efficiently and to realise a network of contact points, so that client and supplier can communicate with each other at any time and from any location. Senses can be stimulated and consumers can become completely absorbed in what they are experiencing, to such an extent even that this was the reason to transfer the flow concept referred to in Chapter 2 from the sporting world into the marketing domain.

Information and Communications Technology (ICT) offers brand builders the perfect opportunity to create an experience. Where contact with (individual) consumers used to be unimaginable and far too expensive, now opportunities for this are increasingly presenting themselves, albeit it gradually. Contact between the consumer and the marketeer is no longer restricted solely to mass media and intermediaries or the company’s front office staff. ICT-supported channels offer the prospect of interaction between the supplier and the consumer and between individual consumers too. The intensity of this interaction may take the form of an experience or a flow, but will require that all channels are interwoven in the right way (the creation of a multi-channel environment). The marketeer will have to learn when and for what purpose which channel is most suitable.

This chapter will commence with a brief discussion of the term ‘multi channel’ and the developments occurring in terms of the communication strength possessed by these channels. This will be followed by a discussion of consumer use of the various channels. If a marketeer is to be able to ensure that a lasting impression is made on consumers, this knowledge is essential. After all, not everyone on the Internet is receptive to a marketeer’s approaches via this medium.

Multi Channels Defined

With the advent of the telephone and the Internet and the increased use of both in business communication between consumers and suppliers, opportunities for contact between consumers and companies would only appear to be increasing. The term multi channels
 is used to point to this increased number of channels.

Confusion of Concepts

Multi channels is a term that is bound to cause confusion. After all, are we talking about communication channels or marketing channels? Or even about both?

In our view, multi channels are channels along which information is exchanged during any contact. In other words, multi channels are communication channels. If multi channels were marketing channels, this would involve participants in one or more channels. After all, a marketing channel is defined as the successive channel participants that fulfil a function in the distribution or marketing of a certain product from (primary) producer to end user (Marketing Lexicon, 1999).

The fact that a confusion of concepts occurs does not come as a complete surprise. After all, interactive communication channels such as the telephone and the Internet (the latter of which is a network not a channel, when considered literally!) are now being used for typical marketing functions, such as the conclusion of transactions, payments and the provision of information products.

Definition

Given the above, we understand multi-channelling to encompass all of the contact processes that occur between a consumer and a channel participant (producer or retailer) during all of the different phases of their relationship.

‘Multi-channel management is not very different to the management of all kinds of channels directed towards various target groups. If channels were to be described here simply as communication channels, the term multi-channel management would entail nothing new and could be described by the time-honoured term ‘integrated marketing communication’.’

‘By using various new channels, consumers are in fact infiltrating an organisation; it becomes transparent. The ‘front office’ has been moved from the shop to all of the points within the organisation where consumers are able to establish contacts. Besides the many outlets, there are also call centres, homepages and the opportunity to ask questions by e-mail. A tremendous amount of interaction occurs between an organisation and consumers during the various contact moments. Questions must result in clear advice, and contact follow-up is something that deserves attention, particularly as the convenience, speed and service experienced during each contact moment determine the amount of added value experienced by consumers.’

Source: interview with Van der Plas, Macintosh Retail Group

The Channels

How, then, can we describe the various channels in more detail? What are the implications of channels that can be used independent of time and place? How are the various channels different from each other in terms of communication strength? How can they be woven into a network of contact points?

Time and Place Independent

First, let us construct a continuum that runs from ‘one-to-many’ to ‘one-to-one communication’. Internet and the telephone are then positioned in the middle of the continuum. Both are ICT-supported channels that facilitate inexpensive interaction with a large group of people. These are channels that have very little dependence on time and place. As such, people are able to use them in the most diverse of locations, at whatever time they choose.

As a result, the importance of the term ‘context’ is increasing. As already became evident in Chapter 2, the ability to orchestrate the consumption environment is crucial when creating an experience. It is usually pointed out that a multi-channel environment enables consumers to gain access to companies; they can see whether goods are in stock, contact the supplier’s other clients, etc. However, we must not ignore a disadvantage that exists here: marketeers’ involvement in the consumption situation is now increasing.

On the Internet, organisations like Procter & Gamble and Unilever are developing women’s portals, such as women.com and ivillage.com (now merged), cater solely for women’s needs and provide a context for the presentation of brand messages (Van der Schans, 2001). These sites are based on a business model that can be compared with the soaps on television. A soap community or soap portal could be distinguished in much the same way.

A portal is a starting point for consumers wanting to visit or explore the Internet. An example of a portal is Startpagina.nl. Communities, by contrast, are places where people come together to exchange information or experiences. In many situations, the distinction between portals and communities has become blurred for consumer marketeers. Initiatives that were introduced as portals, such as rum.com and beer.com, now have enough interesting content to be regarded as an end destination (destination site), not just as a starting point. What is more, individual consumers can exchange information on these sites, resulting in the formation of a type of community. Again, other initiatives, intended to be communities, contain sufficient links to be able to function as a starting point for the Internet. Therefore, it would appear more worthwhile to distinguish between ‘lifestyle communities’ and ‘brand communities’. The first is built around shared lifestyle values and ‘host’ brands in keeping with them. An example of a lifestyle community is Procter & Gamble’s Bolt.com. This is a community that deals with subjects aimed at teenagers (drugs, music, dating, cars, school experiences, the latest ‘looks’ at school, favourite basketball players). In Beinggirl.com, the same producer focuses on young girls. Products such as Always, Tampax, Alldays, and subjects such as menstruation, puberty and acne are all discussed. In a ‘brand community’ just one brand is central, the goal of which is a joint celebration by brand fans. For instance, take Germany’s successful community of Johnnie Walker Black Label whisky drinkers: Johnniewalkerclub.de. Brands with a strong identity and a rich history are the best ones to build a brand community for. The same applies for brands relating to public consumption arties, such as beer. However, for many ‘low involvement’ products, it is difficult to build a blossoming community.

‘Brand communities can be initiated by the marketeer himself, but also by brand fans. See, for example, the unofficial brand community for Pepsi Paradise. Another example is the website Cocacolavintage.com, created by Coca-Cola loyalists as a way of celebrating their brand. In response to this site, Coca-Cola decided to challenge the domain. It wanted to avoid consumers mistaking it for an official site. After all, this could result in inconsistencies in brand perception by consumers. However, as a result of this move fans turned away from the brand ... Brand loyalists often feel that they are more aware of the brand and its associations than the company or the marketeer is. As such, they also feel that they are the ones most qualified to guard the brand capital. They feel that marketeers ought to involve fans in the building of brand communities, not challenge them.

Conflicts may also arise between brand loyalists and marketeers if changes occur in the brand community due to product changes or introductions. For example, Iglo recently replaced the old, familiar Captain Iglo with a new, younger captain. The Captain Iglo communities feel put out and are undertaking action to achieve the return of the old rugged captain (for example, see such communities as: ‘Laat kapitein Iglo vrij!’ (‘free captain Iglo’) and ‘Mouvement pour la libération du Captain Iglo’ (movement for the liberation of Captain Iglo)).

Besides the initiatives started by brand fans, other communities are bent on destruction, such as the ihatebrand.com and brandsucks.com sites. Another example is ihatecocacola.com. In these communities, consumers can share negative experiences about the brand in question. In order to prevent this type of initiative, a marketeer may try to buy up this type of URL address and guide visitors back to the official website.

Source: Van der Schans, 2001

Communication Strength

Technological developments have also seen an increase in the communication strength of the channels separately and in connection with each other.

The advent of such technologies as digiscents (smell), ‘force based technology’ (taste) has made it possible to create the illusion of a ‘reality’ for users and to stimulate almost all of the senses. This contrasts strongly with channels still solely using static information, where only several of the senses are stimulated (newspapers are a good example of this).

Although the ICT-supported channels score well, mass media and personal contacts continue to play an important role. It is a fact that mass media can be used to reach large groups of people with a certain message, at a low cost, and ‘face-to-face’ meetings continue to score better on the social dimension than contacts in which ‘machines’ function as an interface between two people.

A better insight is achieved into the communication strength of the various channels if the following dimensions are examined (Lombard and Ditton 1997, adapted):

· the level of interactivity (y-axis);


Questions conceivable in the context of interactivity are:

· To what extent is a direct response, a delayed response, or no response at all given to communication received from someone else?
· Who must approach who to establish contact?
· Who dictates the pace at which information is transferred (pacing)
· the extent to which contact is personal (the x-axis)

does face-to-face contact occur, or is a large target group reached by the use of a medium (‘one to many’). A channel can be made more personal by using a medium personality, as a result of which a viewer or listener experiences a sort of parasocial conversation, in which he or she participates. A channel can also be made more personal by ascribing certain human characteristics to it. A good example of this are the first cash dispensers, which were given a human face of sorts in order to accelerate the acceptance process;

· the number of senses that a channel stimulates

to what extent is the medium able to provide an accurate representation of objects, events and individuals that corresponds with ‘reality’? It is becoming increasingly easy to imitate reality. We refer to this as ‘immersion’: the extent to which, in the experience of the user, a virtual environment is shaped that corresponds with reality (‘virtual reality’).

	‘Interactivity high’

	‘No interactivity’

	Stimulates 1 sense
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	‘Face to face’

	Stimulates all of the senses


Figure 4.1 Dimensions on Which Channels Can Be Scored

As we saw in Chapter 2, the realisation of an experience starts with the provision of sensorial impressions around the brand, preferably interactive and personal impressions.

The challenge consists, as it were, in realising the transition from a two-dimensional to a three-dimensional world.

For example, the sensorialisation of the commodity ‘pizza’ is possible by adding the theme of wood-fired ovens from Tuscany. Introducing the Tuscany theme to an Internet theme park further enriches the brand experience. Visuals about Italy and music from this country can ensure that the brand is strengthened to an even greater extent. Digiscents (digiscents.com), in this case basil perhaps, would bring Italy even closer (Van der Schans, 2001).

Experience is sensorialised on the Everestgum.com website. ‘To communicate the concept of the icy freshness of Mount Everest, this site provides a dynamic representation of mountains and snow together with flash text (words such as icy, cold, frigid, pure, invigorating) and sound (energetic music, intense winter wind)’. In the future, this brand experience could be reinforced by adding the smells of the eucalyptus tree, for example, and the tactile experience of mountain climbing /tactility of the mountain climbing experience, so that four of the five senses are stimulated (Van der Schans, 2001).

Now that we have systematised the communication strength of the various channels, we can return to the challenge of multi channels. It can be observed that this challenge does not lie in the substitution of mass media and the face-to-face channel by ICT-supported channels, but in the incorporation of these channels into the entire contact process between consumers and suppliers and in the extension of the experience. In this way, and by utilising several channels, a network of contact options is built that possesses sufficient sensorality, interactivity, accessibility, reality level and efficiency. The quality and efficiency of the contact are ‘stretched’ along the three dimensions: the limitations of the separate channels are overcome by the coherent use of different channels. Consumer and supplier are ‘connected’ and an experience can be created.

In an ideal situation, successive contacts link up so seamlessly and have such an intense strength that the flow experience mentioned earlier occurs. A state is achieved in which the individual filters away irrelevant perceptions and thoughts and focuses his complete attention on a limited stimulus field. The experience is being created.

However, marketeers must be careful not lose sight of the fact that consumers do not always want a channel that achieves a maximum score on all criteria: each consumer has his own information needs and channel preferences, and the same is true of each situation.

The Hallelujah of the Event

‘According to the monitors at Respons, the Amstelveen-based research bureau that measures the accessibility of public events, the Megafestatie in the Jaarbeurs Utrecht is achieving high scores. The same is the case with Kids World, again in the Jaarbeurs. These are types of fair that go completely against the grain of traditional ideas. Live communication at its best. ”Stands” and “booths” are words that are barely used anymore.

Recently, market researcher Goos Eilander was quoted as follows in the Volkskrant:

‘Nowadays all of us are visiting events. An event organised by Margriet (a weekly magazine for women) in the RAI, or a football match in the ArenA. We need what is these days referred to as ‘memorable experiences’ to be able to escape from everyday stress’.

When seeking contact with the target group, the concept of live communication is playing an increasingly important role. Traditionally, after personal sales, fairs have always been the most important medium. Fairs ceased long ago to be a static accumulation of stands. Stands are just the carriers of communication. Even without them, the Megafestatie and Kids World prove that there are other ways to establish personal contact. To achieve the memorable experiences desired, concept thinkers go much further. Action and theatre - in short: experience - play an increasingly important role.

From the perspective of the trade fair sector, we see that the new media have brought about a new approach to business: the primary information need can indeed be satisfied by searching on the Internet. Fair organisers are responding to the developments around Internet by themselves using Internet to profile their fairs, attract visitors and to register or even allow visitors to look around the fair via on-line cameras. At the same time, exhibitors are now being given the opportunity to link their sites to the fair organiser’s website.

Source: Huub Klompenhouwer, Adfodirect 2, February 2001

Interweaving Channels

One of the most important developments in terms of multi channels is the way in which individual channels become an interwoven network. This integration is not limited to the individual ICT-supported channels; it extends to mass media, direct mail (‘printing on demand’), objects (microwaves, fridges, hot-water boilers, residential security equipment, etc.) and people (face-to-face contacts). The following paragraphs will discuss a number of current integrations.

Integration With a Mass Medium Such as Television: NET-tv

There are various ways in which televisions (and the underlying cable network) can be used to gain Internet access.

This might be a so-called ‘TV set-top box’, making it possible to surf the Internet and send and receive e-mails via a television set (whether or not via the cable network). This box is connected up to an analogue telephone line and a television. Next, using a smart card, the box is set up to enable users to surf on the Internet. However, it has to be said here that the current TV set-top boxes obtain and process data and display the original HTML pages on a television screen very slowly. As a result, sites are often difficult to read and navigation is difficult. An added problem is the absence of VGA and printer connections and download and storage options. And one other thing: it’s ‘so quiet on TV’ when you’re surfing!

WebTV, a company taken over by Microsoft and now active not only in the United States, but also in Canada, Japan, the United Kingdom and Germany, is utilising the opportunities presented by TV far better. It provides the following services:

· an affordable box,

· a compulsory ‘access’ subscription,

· ‘proprietary client-server’ technology, facilitating the faster transportation of data from the server to the box, and

· content and interface adapted to use with a television screen.

The Dutch market is lagging behind in the introduction of interactive television.

If Internet access via the cable and television is to be really successful, various things must still be arranged. Some of these are technical in nature, but also includes improved collaboration between the individual cable companies. Each of the cable companies is still too keen to invent the wheel itself and familiarise itself with the technology involved by trial and error. As a result, standardisation is not being achieved and the price of peripheral equipment remains high.

Bthere.tv

‘Is a broadband Internet experience really so unique? Its strength lies not in the number of KBs, but in the experience that one has when using it. After all, how can you explain to a consumer that it’s great that it only takes two minutes to download a film that takes just three minutes to view? It’s impossible. After all, the consumer is used to simply pushing a button and seeing high quality images flash past him on a large screen straight away. The real breakthrough of broadband Internet will only become apparent when the Internet is no longer recognised as such, but has become completely integrated with equipment that we are already familiar with, such as the television. After all, when the connection speed is high enough, it will be possible for consumers themselves to decide when they want to see which programme, or when they want to listen to which music. Television channels as we now know them will then become a thing of the past. However, what will be far more important is which medium consumers will use to find out which programmes, music or games they are interested in. The first initiative towards a multimedia concept such as this can be found on the bThere.tv website.

Bthere.tv is a site that has chosen to completely ignore the current laws of web design. This immediately becomes clear when the ‘High Bandwidth’ version of this site slowly unfolds before you on the monitor. The site’s fantastic design and the ingenious navigation (difficult to understand at first) make it immediately clear that this is no ordinary site. The content offered by the site is diverse: various categories of music, documentaries, photos ... Everything can be retrieved, viewed and/or listened to and background information to the various files can also be displayed. Besides this, visitors can assess the documentaries and, if they wish, discuss a specific programme with other visitors.

However, bThere.tv will not be successful; it is too far ahead of its time.’

Source: Van Osch, Emerce, 2001

Integration of the Mobile Telephone and the Internet: WAP

As recent ago as the end of the last century, great hopes were still held for WAP. ‘Wapping’ is the verb form of ‘Wireless Application Protocol’ and this, in turn, is a standard to receive information on the GSM. WAP makes it possible to use the mobile phone as an Internet browser. Now, many no longer dare to mention the word WAP. The lack of sufficient bandwidth and the insufficient identification of useful, realisable applications for mobile Internet have not done WAP any favours.

The telecoms industry seems to have learnt its lesson: the introduction of WAP’s successor, GPRS, is being kept low profile:

GPRS and the Lessons Learnt from WAP

‘This year (2001) was supposed to have marked the breakthrough of GPRS, the mobile Internet that is the ‘packet-switched’ successor of WAP and the forerunner of UMTS. The promised speed of data traffic is from 33 KB per second. All of the telecoms companies have now made the necessary changes to their networks, but caution reigns on all sides. Telecoms companies have had to pay dearly for UMTS, GPRS’ successor. They first want to be absolutely sure that the technology works and that a sufficient number of handsets will be available on the market. Even when this is the case, there will have to be sufficient demand for a certain method of data transport to ensure GPRS’ success.’

Source: Houtman and Roelofs, Emerce, July/August 2001.

By contrast and almost inadvertently, SMS has made a very strong advance and its popularity is still continuing to grow. Consumers are even paying for it! The SMS text messaging application is technically far simpler than GPRS and WAP, and owes its success almost entirely to consumers, who discovered it and made it their own.

SMS is a service that makes it possible to send short text messages to the memory of a GSM, where they are stored and read off-line. When you ‘wap’, there is a direct connection and you browse through the data just as you normally would on the Internet.

Content Per Cubic Metre

‘When you use mobile communication you pay for every ‘bit’ that you send. The SMS application owes its bizarre success to this pay-per-packet principle. Whole school playgrounds appear to be prepared to pay fifty cents to ‘text’ a maximum of 160 characters of text. No-one could have predicted the success of this dull technology.

Internet is a different story altogether. There’s no way that anyone would be prepared to pay 50 cents for an e-mail. ‘The difference lies in people’s perceptions. It’s mad, but at last there’s something that people are paying for’. According to recent estimates, SMS’s turnover this year (2001) will be ten billion euros’.

Source: Verkooijen, Emerce, September 2001.

Integration of Fax, Telephone, SMS, E-mail and the Internet Thanks to ‘Contact Centre’

Important developments in call centres, or rather ‘contact centres’, are related to the development of ‘all-in-one’ ‘call center-server’ solutions that facilitate the integration of voice technology, fax, SMS, e-mail, web and IP telephony. These solutions make it possible to control the ‘call flow’ for an entire organisation (with one or more offices) from a call centre or contact centre. Extensive management information is made available to call centre managers and workload is displayed ‘real time’ (Telebusiness, 5 June 1999).

These solutions make it possible for consumers to contact a supplier via its website, telephone (speech), e-mail or fax. The consumer is recognised regardless of the channel used and it is easy to switch to a different form of contact. For example, thanks to real-time text-chat applications and/or the implementation of voice-over Internet protocol applications, one push of a button is all that is needed to connect on-line web page visitors to a live agent. Consumers can also opt to be called back at a time convenient for them. A hotel reservations company in the United States that implemented this application and was able to call consumers back within fifteen minutes saw its on-line bookings increase by 30%.

It is becoming particularly important that call centres and contact centres are able to receive e-mails, as this is what consumers want. Consumers also expect to receive an answer within one to two days. Standard answers to e-mail traffic can be generated via intelligent software. 80% of the e-mail questions received can be categorised as frequently asked questions. Given this fact, the replies sent to these mails can be automated, whether in part or in full (see the Swiss AAA-sim website, www.aaa-sim.ch, and the Emailco (Utrecht) Q-mail website, www.emailco.nl).

Emailco’s Q-mail makes it possible for e-mail message traffic to be routed via an Internet page. Consumers enter their questions in a data entry screen on an Internet page designed specifically for this purpose, and also receive an answer via an Internet page. The use of Internet pages has various advantages. For example, consumers can be asked for additional information and, when answering these questions, illustrations and buttons can be used to initiate follow-up promotions. Internet pages are also easier to protect from unauthorised use than e-mails are. However, one of the disadvantages of this method is that someone with an e-mail functionality does not necessarily have access to the Internet too (office workers, for example).

Sources: CM Call Center Magazine, 1999,

Multimedia Magazine, 1999

Fax Messages Via an E-mail Address

A service (free application) offered by eFax.com in North West and Central America is the possibility to receive fax messages via an e-mail address: you surf to the sign-up page, enter the information required, and receive a free eFax number. Customers, colleagues, friends and family members can send messages to your eFax number from their computers or fax machines. eFaxes work in exactly the same way as e-mails with attachments.

Consumers and Channel Use

From a technical and creative point of view, the ICT-supported channels offer the marketeer good opportunities to create an experience. However, before an idea can develop into a successful digital experience, the marketeer will have to ascertain whether consumers are actually using these channels. This does not mean incidental surfing of the Internet, but, specifically, the use that various consumer types make of media such as this in specific consumption situations. Individual consumers vary in the way they use the different channels. Knowledge of these consumer preferences is essential for the successful creation of a consumer experience. After all, an experience only happens if you are able to reach the client and make an impact on him!

A study conducted by IPM and Peelen et al. for KPN Telecommerce (2000) looks at this problem in more depth. Based on their stable personality characteristics (i.e. personality characteristics that cannot be influenced or only to a very negligible extent), consumers are divided up into eight different types:

1. Conservative / Passive / Social,

2. Conservative / Passive / Instrumental,

3. Conservative / Active / Social,

4. Conservative / Active / Instrumental,

5. Open / Passive / Social,

6. Open / Passive / Instrumental,

7. Open / Active / Social,

8. Open / Active / Instrumental.

Conservative consumers focus on certainty and familiar forms and contexts. They are sceptical about new media. Open consumers are the opposite of conservative consumers; they want to experiment with new things, such as new media. In comparison with conservative customers, they know more about new media.

Far more differences can be distinguished amongst/between conservative and open consumers. Firstly, some consumers are passive and strongly inclined to focus on the opinions of others or to attach great importance to them. They are more inclined to trust others and are very relationship oriented. Others, by contrast, are active and need control, want to follow their own lead and rule out ‘real’ advice from others.

Secondly, consumers can be instrumentally or socially inclined. The instrumental consumer is concerned with results; he is efficient and purposive and is far more geared towards the individual. He does not derive certainty from a ‘good feeling’ but from aspects that are more or less objective. The social consumer ‘simply’ enjoys contact with others. He prefers face-to-face contact to the telephone and he definitely prefers it to the Internet. Efficiency is not his ultimate goal. To the social consumer it is important to enjoy the things he does. 

The eight types of consumer are different to each other in terms of the extent to which they want ‘control’ and are willing to use ICT-supported channels. Consumer type 1 is the least receptive to new channels and is not seeking control. Type 8 is the opposite of type 1. Figure 4.2 contains a more detailed overview:

Consumer Types Versus Internet Use

	“individual”, “instrumental”

	very relevant

	less relevant

	“open”

	“active”


Consumer Types Versus Telephone Use

Figure 4.2 Consumer Types and Telephone and Internet Use

Goal-oriented Consumer Behaviour

The use and appreciation of the various channels during goal-oriented consumer behaviour also vary according to the phase that a relationship has reached (see above). The most positive assessment received is that relating to the ‘shop’ channel. The shop is the channel that consumers are most familiar with, and also the most flexible; it offers personal contact, can be enjoyable, offers the most certainty and safety, permits smooth two-way communication traffic and is the natural point of reference for other channels. This is the channel that most consumers always use before they use other channels: it is complementary and irreplaceable.

	Phase 1

	Phase 2

	Phase 3

	Phase 4

	Phase 5

	Phase 6


	The telephone

	The Internet

	The shop

	Door-to-door magazines

	Direct mail

	Television

	Radio

	Newspapers, specialist magazines

	Billboards

	Social environment

	Advisers

	Consumer guides


	1
	conservative, passive, social

	2
	conservative, passive, instrumental

	3
	conservative, active, social

	4
	conservative, active, instrumental

	5
	open, passive, social

	6
	open, passive, instrumental

	7
	open, active, social

	8
	open, active, instrumental


Figure 4.3 Channel Use by Various Consumer Types During Different Phases of the Relationship

Source: Study by Peelen et al. for KPN (2000)

Phase 1: observe; phase 2: global information; phase 3: specific information processing; phase 4: choice of supplier or brand; phase 5: transaction; phase 6: after-sales period.

The numbers indicated in the cells are segment numbers. The importance of a medium during a particular phase is represented by the background colour of the cell. The darker the background, the more important the medium is for the segments specified in the cell.

Although stable personality characteristics determine the extent to which a consumer is, by definition, inclined to have a positive or negative attitude towards channels, we must not lose sight of the fact that a coincidental, situational experience of a channel may overrule any negative attitude determined by a consumer’s personality. Therefore, various other factors are decisive - often more decisive than personality characteristics are - for the final choice of channel, such as:

· the consumer’s ‘top of mind awareness’ of a channel, depending on situational factors, such as

· availability, knowledge of and experience with channels; 

· risk perception in respect of a particular product/service (a high risk percentage results in more extensive information search behaviour, which may also result in the use of more channels, to more intensive use of one or more channels and more personal contacts during phases 3-6);

· the consumer’s intrinsic interest in a product or service (this too leads to more intensive information search behaviour, resulting in more intensive use of one or more channels and sometimes in the use of more channels);

· the subjective experience of ‘time’ (consumers that feel that they have little time left set to work instrumentally and purposively and make relatively high use of ‘efficient’ channels);

· the consumer’s attitude towards channels, which attitude depends particularly on factors relating to the consumer, such as his actual familiarity with, knowledge and experience of a channel;

· the product. The Internet will be less important for typical feel/see/smell products than for catalogue products (that you can select on the basis of product specifications) and certain types of service (that are intangible anyway).

Summary

The range of ICT-supported communication channels available to suppliers is growing rapidly and is making it possible to create an experience for a relatively large group of consumers, efficiently and at relatively little expense. To a certain extent, consumers and suppliers are able to interact independent of time and place! The creation of ‘remote’ experiences such as this increases as the communication strength of this media grows. It is becoming increasingly easy to convert a two-dimensional world into a three-dimensional one and to stimulate a larger number of senses. As a result, another condition for the realisation of an experience is being met.

Incidentally, in this chapter, any all too great enthusiasm about the opportunities that exist for the creation of experiences is damped once the discussion turns to consumers and their use of the various channels. After all, the way in which consumers use channels is central to the creation of an experience intended to leave a lasting personal impression on them! Unfortunately - due to their personality structures and experiences - not all consumers are willing to make intensive use of ICT-supported channels.

Therefore, in many situations, the strongest experience will be realised if traditional and ICT-supported media are combined. Contact with the target group would then be achieved, as well as a reasonable degree of cost control and the opportunity to capitalize on the communication strength that lies in a traditional, physical experience. ICT-supported media are used to guide the consumer to the physical event and to prepare him for it on numerous fronts, making it possible for the event to make the maximum personal impression on him.

Questions

1. On which aspects does the communication strength of a(n ICT-supported) channel depend?

2. Visit the Heineken and Dommelsch websites. Indicate to what extent you could have an experience there. Which senses are stimulated?

3. What role can on-line games play in the realisation of an experience around Heineken?

4. In what way can a marketeer use his website and the (mobile) telephone for speech, SMS or mobile Internet to increase the consumer’s experience of an event such as a concert? Use examples to explain your answer.

5. In what way can a marketeer organise an experience within a users community? Think of an example.

6. ICT-supported channels enter the living room of the consumer, making it possible to create an experience in the consumer’s home. What opportunities does this present for brands such as Heineken, TMF, Rabobank and Efteling?

7. Think of a number of applications for the mobile Internet in the context of experience creation. Use examples to illustrate your answer.

8. How important do you think it is to develop interactive television in the context of experience marketing?

9. How do you estimate the potential use of interactive television amongst conservative, socially-minded and closed consumers (see consumer typology)? Substantiate your answer.

10. What ways can you think of to persuade consumers to pay for their experiences? Which paid-content experiences already exist within the various ICT-supported channels? 

Experience Marketing: From Exploration to Evaluation

FMCG marketeer Peter is busy preparing his annual marketing plan. His remit is to increase both the penetration and the volume of his brand, a brand that focuses on young people. Peter realises that he will have to steer a new course if he is to be successful.

Peter will not achieve the objectives set with the type of campaign that he has used in the past. In addition, study after study reveals that competitors are really beginning to gain on his position. A year ago, the competition drastically changed its course and has now entered into a successful partnership with the TV channel TMF. Peter is very impressed by the competition’s integrated use of various media: websites, SMS, TV, radio, events. All of the channels contribute together to the new positioning of the brand, with a considerable increase in turnover as a result. 

“How have they managed to do it so professionally in such a short time?”, Peter wonders, while he attempts to achieve some structure in his plans for the coming period. Yes, of course he knows how to set up and implement good print and DM campaigns, but how do you assess all of the new, so-called experience concepts that some agencies are coming up with? What impact does the interactive media that everyone is talking about have?

Feeling that there are so many new factors to take into account, Peter first decides to reorganise the marketing communication process. He has enough experience to realise that this could help him avoid a lot of fuss and mistakes. He calls in the help of a consultancy, which advises him on the reorganisation. At each step of the project, they decide together what steps the ‘new-fashioned’ marketing communication projects should consist of. Peter and the consultancy also decide which information Peter must collect and what action should follow. “A great move”, Peter says in hindsight. “Because I knew exactly what I had to do, I was able to direct everyone else involved in the process properly and monitor quality better too. To top it all, the end result is better than ever expected! The competition has been ousted from the throne again”, says a happy Peter.

Introduction

As we already saw in Chapter 1, the rules on consumer communication have changed. Social trends such as globalisation and increasing levels of education, and technical developments too, are responsible for this. The consumer is busier and making choices has become more complex. Besides this, the consumer has had to contend with an explosive growth in the number of ‘channels’ and ‘broadcasters’, all of which are demanding his undivided attention.

These developments are forcing marketeers to approach the consumer in new and innovative ways. Experience marketing focuses on getting ever closer to the consumer’s context and on ensuring that a brand’s connotation expresses values that are distinctive and lasting. An experience is created that is based on these values and makes a lasting impression on the consumer, as the result of which the brand achieves a preferential brain position.

This chapter will look in more detail at process management around experience marketing. Which steps are necessary to achieve an experience and, as such, to meet the changing demands being made by consumers and society? In addition, when has an experience project been completed successfully? Which questions should a marketeer be asking himself during each step of the project, and which parties can make an important contribution, during which phase? In short, this chapter will show you what you as a marketeer will be confronted with during each step of the process and which questions you ought to be asking yourself (and answering, of course).

New Challenges for the Marketeer

As already mentioned above, experience marketing is accompanied by a number of new challenges for the marketeer (see also Chapters 1 and 2):

· Even more than before, the marketeer must project himself into the needs of the consumer. What does the consumer want and why? Via which channels can the consumer be reached? Knowledge of the target group is the basis for any marketeer that wants to use experiences to make a lasting impression on the consumer;

· In addition, a thousand-and-one resources and channels are available to the marketeer for the creation of an experience. This is why it is important for the marketeer to be properly informed of the possibilities and limitations of all such channels and resources. For example, how can a website contribute to an experience? Or an SMS campaign? What about the entertainment industry? Which possibilities are presented by sponsor contracts with artists? These are all questions that an experience marketeer is faced with on a daily basis;

· Brand management is a third factor that the marketeer must –of course – pay attention to. Which values does the brand represent and what is the brand’s strength? This knowledge is vital if a credible experience is to be created that contributes to the marketeer’s marketing communication objectives;

· Last but not least, experiences must be monitored for performance. The marketeer must determine beforehand which objectives are to be achieved. Evaluation during and after the project provides the marketeer with data that he can use to assess the experience on its contribution to these objectives.

Although the points listed above represent a logical progression, it will be difficult to achieve the objectives set if the process is not organised properly. Process management enables the marketeer to maintain control over the initiation, design, implementation and evaluation of the experience. By doing so, the likelihood that the campaign will be a success increases.

Process Management: What Does It Really Mean?

Countless books have been written about process management. Many describe the general organisation of processes, and explain the steps involved and the management aspects to be monitored during the process. The general steps often consist of the following, give or take some minor differences of course (Wijnen, Rens and Storm, 1998):
1) initiation – the start of a project
2) definition – definition of the desired result of the project
3) design – design of the best solution to achieve the desired result
4) preparation – preparation of a solution in terms of a practical, realisable end result, so that following phases can progress smoothly
5) realisation – the creation, introduction, implementation or execution of the project result
6) follow-up – maximisation of the project result by minimising errors, complaints and maintenance
The management aspects monitored during these phases are (Wijnen, Renes and Storm, 1998):

1) budget – is the budget set for the project not being overspent?

2) quality – are the predetermined quality criteria for the end result being met?

3) time – are all sub deliverables and end deliverables being completed on schedule?

4) information – is all information present to guarantee the uniform implementation of the project?

5) organisation – is the organisation of the project such that all project members are able to carry out their work properly?

Process Management for Experience Marketeers

Since the subject of this book is experience marketing, we have converted the general process steps into specific steps for experience marketeers. In the paragraphs below, we will explain each of these steps, partly on the basis of questions that a marketeer ought to ask if the creation of an experience is his goal.

The various steps are as follows:

1) explore: explore the possibilities that experience marketing can offer to help strengthen your brand;

	explore, focus, take action, assess, activate, evaluate


2) focus: create a focus in your options by assessing them against your objectives and the resources available;

3) take action: take action to achieve a detailed concept. To do this, call in the right parties, either by means of agency briefings or by entering into partnerships;

4) assess: assess the concepts made by checking them against predetermined criteria;

5) activate: ensure that the concept is ‘implemented’;

6) evaluate: ascertain to what extent the project is contributing to the marketing communication objectives and monitor the course of events.

Explore Your Options

As a first step, it is important to determine whether an experience can help at all to achieve certain marketing communication objectives. Naturally, you also want to know how these objectives can be realised.

To put it very simply, this step is where the real exploration comes in: what options do you have and how can these be realised? The following questions could be used to complete the exploration phase:

Who is the target group?

Define who you want to reach with the experience. General demographic data are important, but psychosocial data are too. What characterises this group? Also explain why you want to use experience marketing to reach this particular group. Can a special reason be indicated for this? Does this target group represent a specific business or communication opportunity? If you have convincing answers to these questions, you can start to determine in more detail the opportunities that an experience could offer for your brand.

What contact points are there with the target group? Via which channels can you reach this target group?

As you can imagine, if you want to make a lasting impression on a certain target group, it is extremely important to know how best to reach it. As already indicated in Chapter 2, consumers can undergo experiences in different capacities. This depends on the degree of participation on the one hand and their environment on the other hand. Link this knowledge to data on the penetration of different media in your specific target group. These might be on-line and/or off-line channels! Armed with this knowledge you are one step closer to the possible combination of channels that you could use.

How does the target group use the different channels and what are the target group’s needs?

Use qualitative and quantitative data to try to ascertain what the target group uses the various channels for. For example, young people use interactive channels extensively to keep in contact with other people of their own age, while older consumers have very different reasons for going on-line. Also try to find out what your target group’s needs are. Can specific needs be identified that your experience could meet? For example, young people need contact with other young people for the purpose of reflection, identification and status.

Which trends and developments are there in the field of communication?

Continually monitor which new technologies and trends there are in the fields of marketing, communication and media. Perhaps there are developments that reflect the wishes and demands of your target group even better than is currently the case.

Which other brands from the same category are focusing on the target group?

Keep an eye on the activities being undertaken by your competition. How are they focusing on the target group? Are they also using experience marketing? Or not? Try to determine which campaigns are successful and why.

What is your brand identity and positioning? What are your brand’s strong points?

Make sure that you have a clear picture of your brand’s position and identity (also see Chapter 3 in this respect). Which components of your brand’s position and identity would fit in well with the creation of an experience? This is where the creative strength of the marketeer comes into play, as an understanding of the possibilities available to the brand and knowledge about the target group must result in the first creative initiatives towards an experience concept.

Which partners do you need to help you in the development and implementation of the experience?

As this book has indicated right from the start, experience marketing is important for both marketeers and experience suppliers alike. This is why it would seem to be obvious to enter into partnerships with companies from the media entertainment industry when building your concept. Don’t arrange any meetings yet, but use this time to explore and establish who can offer what, and, even more importantly, who can assume which position.

At the end of this phase, you should have a good understanding of your target group and the opportunities that an experience offers for your brand.

Create a Focus in Your Options

The second phase is particularly intended to achieve more focus in the options that you have. You can do this by translating the general brand strategy into an experience strategy. Bear in mind the following essential points:

What are the marketing communication objectives for your brand?

The aim is for the experience to contribute to the achievement of your marketing communication objectives. This is why it is so important that these objectives are formulated clearly before the experience concept is designed. Broadly speaking, there are four different marketing communication objectives that you can have for your brand:

· increase awareness

· stimulate the brand imagery desired

· provoke a trial

· increase loyalty

Ultimately, these objectives must contribute to your business objectives (increasing sales volume, for example).

Decide which message you want to communicate and whether it is relevant for consumers

Use the knowledge collected about the consumer (also referred to as consumer insight) to decide which emotional values you want to communicate via the experience. Given the fact that experience marketing focuses on the creation of a lasting memory based on an experience, the message will often be based on emotional values. A good example of this is the Volkswagen Beatle ‘Think small’ campaign discussed in Chapter 2. This campaign does not emphasise the car’s technical features, but the car’s expressive value.

A major pitfall for experience marketeers is to lose sight of an experience’s relevance for the consumer. Never forget who the experience is intended for! If it does not appeal to the consumer, you can throw the whole campaign budget at it but nothing will happen!

As far as possible, establish objectives before the experience campaign starts. Do this on the basis of the general marketing communication objectives that you have for your brand. 

What must you achieve with your experience concept to be able to meet all of your objectives? Given the strength of experience marketing, it will be able to contribute the most to the stimulation of the brand image desired. However, loyalty and trial are other possible objectives. After all, you will often try to increase your brand familiarity via mass media campaigns, after which experience marketing can be used to achieve brand connotation. 

Try to be as explicit as possible when formulating your campaign objectives. The earlier you know what the purpose of the experience is, the better the end result will be.

Which resources do you need to realise the campaign?

The creation of an experience can be an expensive business. At the start of the project, try to have as much of an insight as possible into the budget that you think you need. You will also require other resources to achieve the development and implementation of your experience, such as pressure on your organisation for implementation and follow-up, content and a lot of time!

Armed with these steps you are yet another step closer to the experience. You have translated all of the marketing communication objectives for your brand into objectives for the experience. You have also established what is relevant for your target group and which message you want to communicate.

Undertake Action to Achieve a Detailed Experience Concept

You have used the last two steps in the process to gain an understanding of the options that exist in terms of building an experience. In this third step, you will design the actual experience concept. In practice, you will often outsource this to specialised agencies, briefing them about your wishes in respect of the concept. In this phase you will also enter into partnerships with the parties that you need in order to realise your concept.

Select the agency that you want to work with

As a marketeer you often do not have the time or expertise needed to personally develop all of the concepts that you want to use in your marketing communication activities. This is why most marketeers outsource this to specialised agencies. These agencies could be advertising agencies, but also companies specialising in a particular area (for example, multi-media organisations, event agencies, media planners or marketing consultancies).

Depending on the direction that you want to take with the experience, your objectives and the qualifications of the agency, you select a number of agencies that you would like to work with. This might be a combination of several agencies, each of which takes responsibility for part of the experience’s development. 

Selecting the right agency (or agencies) is often an enormous task. It is also an important task, as it determines the quality of your ultimate campaign to a great extent. This is why many marketeers choose to invite agencies to present a business pitch. This entails that several agencies are briefed on the assignment and then asked to draw up a proposal. A final choice is made on the basis of the proposals submitted. The pitch is used to assess the quality of the proposals, costs and, last but not least, the personal ‘click’ between the marketeer and individuals from the agency.

Brief the agencies

Once you have selected the agencies that you wish to work with, their commission commences with a detailed briefing of your brand’s characteristics. You also brief the agencies about your wishes and demands in respect of the concept strategy to be developed and the concept itself, of course. Besides this, you point out the project’s objectives and the desired context and message for the concept.

If you already have existing partnerships with other brands, it is naturally best to inform the agencies involved of this.

Select the partners required

Depending on the types of agency that you work with, they can make a major contribution to the conclusion of the right partnership deals. If the agency is big enough and has a good network, it can be useful to look for the partners required together with them. This would then slot in smoothly with the concept and the strategy that they are developing. However, if the agency does not want to or cannot do this, you will have to take this task on board yourself.

As has already become clear from Chapter 2, there are numerous ways in which to create an experience. However, we can say that in most cases specialised input or content is needed from the entertainment, sports or media industries in order to ensure that the experience has the right amount of vitality. This is why you as a brand will have to look for partners that reflect your company’s total vision, your brand identity and your objectives for the experience. Based on these criteria, you select the right partners and try to enter into an advantageous deal. When doing so, do not forget that your partners also have their own objectives, and that a deal with your brand need not only be advantageous in terms of financial return.

In this phase you have made a number of very important steps. You have decided which agencies will be involved in the development of the concept and the strategy to be adopted. You have also entered into a deal with the partners that you need for the further implementation of the experience.

Assess the Concepts Developed by the Agencies

During the assessment phase, you are presented with the concepts and strategies developed for you by the agencies. You must assess these on their quality and against your predetermined criteria. This is certainly no easy task. Once you have authorised a particular concept, it will have to prove itself in practice and very few changes will be possible. Use the following instructions to ensure that you cover every aspect of this phase properly:

Assess the proposals

As already said, all marketeers find it difficult to assess creative concepts properly. There are a number of points to careful attention must be paid:

· is the concept able to achieve the objectives set?

· does the concept also have a strategy explaining how the objectives will be achieved?

· are the partnership deals that you have entered into embedded properly into the concept?

· does the creative concept reflect your brand identity?

· does the concept have a clear message and is it relevant for the consumer?

· is it implementable, technically, legally and from the point of view of the budget available?

· is the planning proposed realistic?

Test the concept on the target group

Where large-scale and expensive projects are concerned, it is sometimes decided to test the concept on the target group prior to its implementation. There are specialised agencies that can do these tests for you.

Decide how you are going to evaluate the project

One of the most important phases in a marketing communication project is the evaluation phase. During this phase, you determine to what extent the project has been a success. In order to ensure that you have the information required during the evaluation phase, you must decide which data you want to collect prior to the implementation of the project. In the last paragraph of this chapter, we will look in more detail at the types of information that you can collect, as well as the different evaluation methods possible.

Make sure that all legal aspects have been covered

The legal assessment of the concept is extremely important. Make sure that everything relating to permits, intellectual property, privacy and other important legal matters has been arranged, so that these aspects cannot pose a problem at a later stage. You must also know your partners in all legal aspects of the concept.

All being well, you now have an experience concept and strategy. You have also made sure that all legal aspects have been covered. If this is the case, you can now commence on the implementation of the experience.

5.4.4 Activate Everyone Involved for the Implementation of the Concept

Now all of the preliminary work has been done, the time has arrived to actually bring the concept to life. During the implementation phase, the marketeer focuses particularly on ensuring that the concept is implemented correctly and that mistakes and bugs are avoided. In the preceding phases, agreements were made with the various parties that play a role in the concept. Now the time has come for the agreements made to be fulfilled, so that the consumer will actually be able to undergo the experience at the end of this phase. For this phase too a number of guidelines have been formulated:

Make sure that the project goes according to plan

In this phase, project management is important. The moment of truth has arrived: at the end of this phase, the consumer will be confronted with the experience. This is why it is extra important that everyone involved (at the agencies and partner organisations, but also internally) knows what they are doing and, in particular, how.

Conduct tests to make sure that the concept is free of errors

Where interactive media forms part of your concept, you must test it for any remaining bugs. You must also carefully check all other parts of the concept for completeness and perfection. Make sure that everyone is kept informed and check whether you are ready for the off!

Now that everyone has finished their work and all of the individual components of the concept have been approved, the experience can be started. The time has come for practice to reveal whether or not the decisions you made during previous phases were the right ones!

Evaluate the Experience

Project evaluation is one of a marketeer’s most important activities. Only by evaluating projects consistently and precisely can you gain an insight into the success of your marketing activities.

There are two points at which an experience can be evaluated: during the process and afterwards. Evaluation during the process provides an insight into whether or not you are on the right track. On the basis of this type of evaluation, the project in question could be adjusted. Evaluation after completion of the project provides an insight into the extent to which the experience has contributed to the marketing communication objectives and helps you to give account of the expenditure made. Finally, it provides you with starting points that you can use to organise and implement follow-up projects – even – better.

The way in which a project is evaluated particularly depends on:

· the objectives of the project and the brand

· the size and importance of the project

· the type of medium used as a carrier for the experience

and a little bit of:

· the target group

Objectives of the project and the brand:

Important starting points when determining the evaluation method(s) to be used are the objectives set for the project and the brand. If one of the project’s objectives was to solicit trials (see also page 4 of this chapter) by sending samples via an experience site? By counting the number of samples sent, you will gain a good insight into the success of the project.

Was another objective, on the other hand, to use the experience to adjust the image of your brand? Where this is the case, you will have to use pre-post test methods, amongst other things, to ascertain how consumers’ perceptions have been changed by the experience.

Size and importance of your project:

Evaluation expenditure must be in proportion to the overall budget for the project. For instance, a large project will be evaluated using more extensive resources than those available for a small project. Particularly the qualitative methods described below are relatively expensive and will not be used for every project.

Type of medium used as a carrier for the experience

Interactive media present new methods of data collection for evaluation studies. For example, it is very easy to see how many people have visited a site, where they come from, what they have seen on the site, etc. (log files). Where traditional media is used, this is usually only possible by word of mouth or in artificial lab settings (eyeball tracking).

Target group:

Just as was the case during concept development, the target group still has some say on the best way to organise an evaluation study. So, you are unlikely to approach an older target group via chat methods. On the other hand, it would probably be very difficult to persuade younger consumers to fill in questionnaires sent by post. So, think carefully about the characteristics of the target group and try to understand their way of thinking and their environment. In this way, you will be able to decide how and via which channels the study should be conducted.

A number of evaluation methods are described below:

1.
Evaluation after the project
Data collection:

· log files: if a website forms part of the experience, you can retrieve a good deal of information from data saved on it automatically. Visitor numbers, visit frequency and visit duration are all examples of this. Log files also make it possible for you to read what route visitors took through your site and where they came from;

· number of registrations and participation: obviously you can deduce much about the success of your experience from data about the number of people that have registered for it (because they were unable to participate in anything without registering, for example). This is a method frequently used by marketeers to obtain participation figures and to gain an insight into the data provided by interested visitors;
· TV and radio ratings: TV and radio ratings can be used to assess the extent to which sponsoring or participation in TV programmes has drawn a sufficient number of consumers. In addition, all sorts of data are available about the reach of print media;
To gather quantitative data:

· questionnaires: questionnaires can be used to find out what the target group thought of the experience. This may occur via traditional media (for example, telephone or ‘snail mail’) or via interactive media (such as e-mail and pop-ups). Although interactive media are quicker and less expensive, the results obtained may be biased if your survey is self-selecting (‘take part’ banners);

To gather qualitative data:

· focus groups / group discussions: As discussion groups are led by trained researchers, this type of discussion makes it possible to improve your ad-hoc response to respondents’ answers. Interesting data are often obtained, but group discussions will only be held where project are large and expensive. Incidentally, discussion groups are currently also held via interactive media (such as chat media);

· single interviews / depth interviews: 1-on-1 interviews between researchers and respondents, referred to as single interviews, are sometimes useful. Interesting data are often obtained from them, but they are also very expensive (as a number of these interviews would have to be held, whether internally or externally);
· Desk research: newsgroups are an ideal way of finding out about how consumers rate certain promotions or campaigns. Newsgroups are places on the Internet where people can come together to discuss a shared interest.
2.
Evaluation during the project

The following methods can be used to keep a finger on the pulse during the project:

Feedback from the consumer – keep a good eye on the feedback you receive from consumers. As described in Chapter 2, interactivity is an important success factor for any experience project. As such, use interaction with consumers to find out how satisfied and enthusiastic they are. If it appears that certain aspects can be improved on, make sure that they are. Ask yourself the same questions that you asked yourself during the exploratory phase – stay up-to-date on developments happening within your target group and in the field of media!

We have reached the end of this chapter, but not the end of the process. You could say that each process is an iterative phenomenon. Once you have completed your evaluation of a project, you are probably already exploring what your next options are.
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� Chinese proverb, from Van der Schans (2001)


� This paragraph is based directly on Jean-Noël Kapferer’s book Strategic Brand Management.


� This term is also subject to criticism. Use of the term ‘multi’ could suggest that channels exist side by side, whereas the ultimate goal is to weave these channels into a network of contact points. Although we agree with this criticism, we have chosen to use this term as it is the term most established.
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