
2018 STATE OF MARKETING

Experiential Marketing



The Experiential Marketing 
whitepaper is part of the 
2018 State of Marketing reporting.

On behalf of the San Diego Chapter of the American Marketing 
Association, Q2 Insights and FreshForm teamed up produce 
a multi-year Qualitative Research study on the state of 
marketing in the U.S. from the San Diego perspective. In 2018 
a total of 40 high-profile corporate marketing and non-profit 
executives from a broad spectrum of 35 small, medium, and 
large Business to Consumer (B2C) and Business to Business 
(B2B) organizations participated in the State of Marketing 
Study. A total of 38 interviews were conducted in 2017. 
In 2018 a small number of the interviews were conducted 
with agencies. The study is designed to describe inspiring 
marketing practices, trends in marketing and the state of 
marketing today.

The full version of the report can be downloaded at 
www.sdama.org/report
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Experiential Marketing
Experiential marketing is a marketing 
strategy that directly engages 
consumers and encourages them 
to participate in various aspects of 
the brand. One-on-one connections 
are used to develop a relationship 
with the brand. Unlike traditional 
and digital advertising that interrupt 
people’s lives, experiential marketing 
creates a situation where people seek 
out the brand. 

Experiential marketing is expressed in 
many ways. Event marketing is a subset of 
experiential marketing. Another expression 
of experiential marketing is ensuring that 
the touchpoints in the customer journey 
are surprising and engaging. Entertainment 
through social media is another example. 

While only some marketers report using 
experiential marketing, those who do are 
achieving excellent return on investment. 

• One example of a highly successful 
experiential activation involves a friendly 
10 foot robot at a South by Southwest 
(SXSW) event. It was created and designed 
for the Innovation Alliance and its Save 
the American Inventor initiative to 
highlight proposed changes in the U.S. 
patent system that would fail to protect 
American inventors and entrepreneurs. 
Daniel Andreani and his team at the time 
created a robot called “INO-V8”. Built 
from products, gadgets, and technologies 
invented and patented in the U.S. over 
the past 200 years, the robot embodied 
the spirit of innovation. It carried a 
simple message: Keep the spirit of 
innovation alive by making sure the US 
patent system stays strong and keeps 
protecting inventors and innovators. 

Every time SXSW conference attendees 
tweeted about the patent issue, the robot 
powered to life. When they stopped 
tweeting, it shut down. With each fist 
bump, hug, and photo opportunity the 
robot connected with conference goers in 
a way that no traditional campaign could 
have done. There was a 174% increase 
in social activity, a 446% increase in the 
#patentsmatter hashtag, a 157% increase 
in Save the American Inventor supporters, 
over 3.5 million social impressions, and 35 
million media impressions.

• To do more than push out a traditional 
mailer, billboard, or video, one academic 
institution has found that experiential 
marketing provides a lot of opportunity 
for creativity, interaction, and engagement. 
To engage potential students, the brand 
uses touch screens to provide information 
about the institution. Working with 
their agency, they also implemented 

“shake boarding” which combines two 
of the big attractions in San Diego, 
surfing and skateboarding, as well as 
research conducted at the university on 
earthquakes. The activation included a 
shake table (which is typically used to 
test seismic durability for buildings), a 
surfboard and skateboard combination, 
and a virtual reality headset to bring 
to life an earthquake experience. The 
activation earned significant media play 
and attention from students. It created 
a memorable event. By utilizing the 
scientific resources at the university, the 
implementation did not require a great 
deal of time or resources. The university 
is now actively looking for similar 
experiential marketing opportunities. 
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Event Marketing 

Under the general category of experiential 
marketing, event marketing is a very 
successful strategy for a number of brands. 

• Event marketing is a big part of the 
marketing mix for one consumer goods 
brand. They take their products and 
staff on the road to attend events and to 
activate brand experience at locations 
that retail their brand and places in which 
their brand is used. This allows consumers 
to experience the brand and their 
products, and get to know team members. 
The brand uses these approaches for 
informal research to understand trends, 
customer needs, and desires. 

• Another consumer goods brand uses 
experiential marketing as part of their 
integrated marketing. Experiential 
marketing includes retail events and 
activations at music festivals. 

• A news and media organization holds 
eleven events throughout the year. Events 
fall under marketing. The organization 
has found that people want unique 
experiences and they are willing to spend 
to have them. The brand ensures that 
every event offers a new experience 
such as décor, entertainment, or a photo 
opportunity, so people will come back 
for more. Primarily known as a magazine 
publisher, the organization’s events allow 
it to interact with its audience across 
several different channels and at  
different times. 

• A business advisory and executive 
coaching organization uses events 
for acquisition and retention. The 
organization offers a variety of  
exclusive events and executive 
summits that provide members, chairs, 
and prospects in local, regional and 
international settings an opportunity 
to experience the brand and obtain 
actionable takeaways that attendees 
can bring back to their business. For 
acquisition, events are not a conversion 
point but are part of the journey. 

• A travel and tourism brand has an 
interesting marketing challenge as they 
have two distinct audiences. One comes 
for the sport offerings and the other  
for events. Those who attend events  
are targeted for conversion to the  
sports offerings.



Conclusion
Traditionally, marketing and advertising has “interrupted” 
people’s lives. Everyone in marketing has seen the 
often mentioned average that consumers are exposed 
to 4,000 to 5,000 advertisements a day. While this 
number is probably overstated in today’s world, it does 
underscore the notion that our lives get interrupted all the 
time. Experiential marketing, on the other hand, creates 
situations where consumers actively seek out a brand. The 
key to successful Experiential Marketing is the creation of 
well executed, surprising, and compelling experiences that 
create an emotional connection with a brand.

A comprehensive version of the 2018 State of Marketing Report 
from the San Diego Chapter of the American Marketing Association 
(AMA) can be downloaded at www.sdama.org/report



The San Diego Chapter of the American Marketing Association 
(AMA) is the organization for high-performing marketers who are 
serious about furthering their careers. AMA San Diego is the only 
education- and networking-focused organization that provides 
information, resources, international presence and valuable 
connections in a fun, approachable environment where its  
members can achieve their personal development goals.
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We create, manage and measure customer and employee experiences. 
We use a people-centered approach to create personal connections 
and value for a wide array of innovative Fortune 500s, world-
renowned universities, and growth-oriented businesses.
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Experts in marketing research, Q2 Insights delivers information vital 
to strategic and tactical brand decisions. We blend cutting-edge 
innovation work with a full-spectrum of research methodologies—
all totally customized to your goals. From insights that help drive 
positioning and branding, brand assessments, advertising studies, 
customer experience studies to statistically driven studies such as 
marketing size and potential, pricing, satisfaction, and segmentation, 
we do it all across a wide range of categories.
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