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Key findings

Experiential marketing drives
purchase. Respondents rank it the #1
medium most likely to result in purchase

Experiential marketing is most
engaging. 82% agree that participating
in experiential marketing is more engaging
than other forms of communication

Experiential marketing inspires
action. Over 50% fried a sample, fold
others via WOM, went online or contacted
the company after participating in o
brand experience

Experiences lead to understanding.
80% agree that experiential marketing is
maore likely fo give them information than
other forms of communication

Experiences generate word of
mouth. 85% agree they would tell
others about participating in a live event

Experiences enhance marketing
ROL. 81%: agree that experiential markefing
would moke them more receptive o other
marketing from the product/brand

Employees want to be engaged.
Only 33% of employees are satisfied with
how their companies communicate; 92%
want insights fo put fo use on the job

LEY1'S® FIT EXPERIEMCE TOUR

2006 Experiential
Marketing Study

A Survey of Global Response

Experiential marketing—broadly defined as live events where audiences interact with
a product or brand face to face—continues to grow. Many factors fuel this trend, like
the new realities of media consumption and avoidance, and the resulting need to
find new ways to reach audiences directly, when and where they are most receptive,
aven welcoming.

Ancther reason for experiential marketing’s growth is marketers’ recognition that
when it comes fo impressions, quality matters as much as, if not more than, quantity.
Quality of impressions is increasingly expressed as engagement, implying relevance,
interactivity and a dialogue that extends over time and across fouch points.

Because experiential marketing is one of the most literally engoging media
available, it's no surprise that marketers are increasingly convinced of its value. The
question is no longer whether but how to deploy experiential marketing as part of an
integrated marketing plan.

To provide insight, Jack Morten Worldwide conducted a survey of response to
experiential marketing in the US, UK, Australia and China.' This marks Jack Morton’s
third study. In 2004, we sought broad feedback from US consumers on experiential
marketing impact. In 2005, the research dug deeper to provide views relating to
age, ethnicity and product categaries. This year, in additien to a more glabal
view, we look at experiential impact not only on consumer marketing but alse on
employee engagement.

Preference vs. influence

Consumers do not prefer experiential marketing to other media. (It ranks third, after
TV and the Internet.] But they do report that it is more influential. And for marketers,
influence—because it conveys action generated by marketing—is clearly a very
meaningful indicator of experiential markefing's value.

Across demographics and geographies, experiential marketing is cited as the
“most engaging” means of interacting with a brand, with 82% of respondents agreeing
that participating in a live event is more engaging than other forms of communication.
Influence was rated according to three core goals of all marketing, experiential or
otherwise: creating understanding, generating action and inspiring advocacy.

# Create understanding
B0% of respondents agreed that participating in experiential marketing would
give them more information than other media—thereby creating understanding
and echoing the now millennia-old saying of Confucius, “I hear and | forget.
| see and | remember. | do and | understand.”

©® Generate action
80% agreed they would be more likely to purchase after attending a live
marketing event. Of those who had participated in experiential marketing in the



past, over 50% reported that they did take action—such as frying a sample (62%),
Experiential marketing: visiting the brand's Web site [52%) or requesting more information from the
leading influencer of insight, company (48%).

action, advocacy ® Inspire advocacy

Word of mouth is o valuable effect of experiential marketing, and one with
special resonance and authenticity given its peerio-peer manner of delivery.
o 85% agreed that participating in a brand experience is something they'd tell others
i raeia about; 54% who affended a past event confirmed that they did tell others about it.

marketing
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likely to... CHOICE Keys to integration

Deeper examination of experiential marketing's influence provides insights inte how
experiential engagement should be combined with other media. To this end, respondents
were asked what they waont brands to communicate, and how.

® Experiential + Internet — relay information
[ 88% of respondents overall say that they want brands to “give them information”

f“‘?*:;‘""““r about their products and brands; this number rose to 94% of respondents in the
insig

US and Australia, 93% in the UK and 73% in China. Additionally, 76% want
marketers to “explain what the brand/product stands for.” 44% cited the Internet
mhpraet and 39% cited experiential as the best means to accomplish this goal. When asked
consideration about most effective media to give them information, 41% cited experiential
marketing, followed by 38% who cited the Internet.

Increase

Cause ® Experiential + WOM —> relate to audience

e Similarly, 78% of respondents want brands to “relate to me through my interests and
concerns.” 8% said it is important for marketers to “engage me on a personal
level.” Respondents cited experiential markefing and hearing from somecne they
know as the most effective media to achieve this goal. 39% cited experiential and
33% cited the Internet as mast effective ot engaging on a personal level.
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@ Direct engagement —> spur purchase
When asked about what media are most likely to lead to actual purchase, experiential
marketing (38%) and hearing from someone they know (26%) were cited as
most influential across geographies, followed by the Infernet (14%). Interestingly,
these most engaging of media were directly linked to actual sales relative to more
passively absorbed media such as TV, print, mail and radio.

Regional differences

Across regions, respondents consistently demonsirate experiential marketing's strong
influence. But distinct insights into each of the surveyed regions suggest variables that
may be leveraged for better implementation and integration:

® China: As the leading growth market worldwide, response to experiential marketing
in China—the highest compared to other geographies—is a key indicator of its
enormous potential, Here, events tock the #1 position over all media tested,
regardless of the goal: 38% (the most of any region) agreed that live marketing
events have the most impact on behavior, and 42% (the most of any region) agreed
that events drive purchase consideration.

® UK: While experiential marketing is cited as the most influential across all
performance metrics, marketers should note a high level of receptivity to information
delivered via the Internet. 48% of UK respondents agreed the Internet is the best
medium for new product information, the highest of any region.

o Australia: Compared to other regions, respondents in Australia place experiential
marketing highest in terms of preferred means of brand message delivery (33%),
nearly on par with TV (34%).

@ US: Brands in the US are increasingly engaging audiences with experiential
marketing. Compared to 2005 results, which showed that 27% of respondents had

Preference for experiential marketing by product category

SNAPSHOTS BY AGE

> 18+40-23-yearclds, “lifestyle-driven
influencers,” want brands to
communicate through their interests/
concerns [81%] and are most likely to
say they'd tell friends and family about
participating in a live event

> 2440-37yearolds demonsirate a strong
affinity for experiential marketing in

the workplace, with 89% (the most of any
age group) agreeing that live events are
more engaging than other communication
at work

> 38+0-4%-year-olds want brands to
communicate their value, with 82%
agreeing they want brands to communicate
what they stand for; 43% (the highest of
any group) agree that experiential
marketing is the most effective medium

to cause purchase

> 5040-65yearolds are ready to spend
wedlth and lzisure time at events, with
37% (the most of any age group) choosing
experiential marketing as best for teaching
information and 41% agreeing that events
are mast likely fo cause actual purchase

CATEGORY OVE:AI.I. Austfnun CH_I_NA

c D
Banking and financial services 10 108 4 108 16 aBc
Cars 25 27 25 28p 22
Cell phones/wireless products and services 19 18 15 218 23 aB
Clothing 30 26 3 32a 32a
Computers, software and equipment 17 20ep 15 19 15
Electronic games and equipment 19 18 18 21 18
Food and beverages 31 28 33 32 N
Healthcare products and services 18 15 17 17 22 aBC
Household products 22 20 19 23 258
Music, entertainment (e.g., CDs, DVDs) 12 12 9 148 148
Personal/beauty products 26 23 25 26 31 ae
Shoes 32 27 34a 344 33a

AJB/C/D-Significantly higher af the 9% confidanca leval.






