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A crowded market
The powerful innovation offered by technology is underpinning ever-more 
unique and engaging installations that people crave: physical experiences 
they can talk to friends about or share on social.

Smart agencies have cottoned on to the trend and made experiential a key 
part of their marketing mix. The problem for brands is, in an increasingly 
busy landscape where everyone thinks they’re an expert, where should they 
turn to get the best results?

On the following pages, we take a look at some of the trends driving brands’ 
enthusiasm for experiential; what’s stopping them doing it better; and what 
they want agencies to bring to the party. 

Giant Christmas trees at mainline train stations. Copycat Love Island villas, 
better than the real thing. Pop-ups popping up all over the place.

Experiential marketing is big business. But do brands know how to do it 
well? And where can they find the agency help, they need to stand out 
from the crowd?

This Ingenuity Trends report puts experiential under the spotlight. The 
insight you’ll read here draws from conversations we had with marketers at 
Ingenuity’s recent experiential new business event.

The event paired brands and agencies in a quick pitch environment. Brands 
brought experiential briefs. Agencies were keen to show off their experience.

Boom-time for experiential 
The opportunity for agencies is clear. Economic and political instability are 
taking their toll on UK advertising spend. According to the Q3 2019 IPA 
Bellwether Report, marketing outlay fell for the first time in seven years.

But experiential budgets are holding firm. This is driven by consumer 
demand, particularly from Millennials and Gen Z consumers, who research 
has shown care as much about memories and experiences as they do about 
owning more “stuff”.

According to Eventbrite,            of Millennials took part in or attended at least 
one live brand-related experience in 2018. And nearly  
                           said they’d rather spend on experiences than products or 
services.

82%  
three-quarters of

them (72%)



What experiential 
means for brands
Modern experiential marketing can be described as something akin to 
smashing together traditional sampling (remember field marketing?) and 
PR stunts (let’s float a huge brand representation down the Thames). The 
former offers the ultimate physical experience of a brand - actually being 
able to try it, generally gratis - and the latter brings a memorable element of 
surprise and delight.

As a channel, its rapid rise can be linked to the growing culture of ad 
avoidance - even ad blocking - and consumers’ desire for something a bit 
different to the norm. It’s this quirkiness, memorability and ability to build an 
emotional connection that brands want to buy into.

Experiential - or to take you a bit further 
back, the PR stunt - is all about raising 
awareness and building a bit of excitement… 
reaching audiences that traditional TV and 
radio can't always touch. We don't offer a 
physical product or retail, so, for us, 
experience is something that forms a far 
greater emotional connection with people 
than some traditional channels.” 

“

Lets get physical 

Marketers understand that, despite the rise of AR, 
VR, MR and all the wonderful digital experiences that 
technology can bring, physical and emotional 
connections still go hand in hand. Ultimately, this 
can be a powerful sales driver.

We encourage people to migrate from online 
and come in person to look and touch and 
feel. We talk about bums on saddles… we can 
talk about the bikes all day long, but we want 
you to ride them, that will govern your 
decision.

Even among the brands we spoke to that are yet to 
splash out on experiential, there’s a clamour and a 
commercial imperative to try it out.

” 
“



We don't really do experiential. 
We do something in-store and 
events - that’s not amazing. 
We are a tiny brand with strong 
values, that's something we need 
to push. We need to do things 
differently, work with strong 
[experiential] experience. 
Customers are not really having 
a full experience, just a sample, 
and we need to make sure they 
get to try all our products and 
the brand, too.

New routes to market 
Experiential is altering and opening 
up new routes to market. As 
audiences fragment, signalling a 
mass move away from above-the-line 
consumption, this is a chance to try 
something different to fire consumers’ 
imaginations.

” 

“

” 

“Millennials in particular are shifting away from 
going to ordinary venues and focusing more on 
experiences, which means the route to 
consumers is also changing. So how do you get 
people to try your products? Typically, 10 to 15 
years ago you’d just go to pubs, but now it’s 
festivals. Experiences can be a way to capture 
that shift.

That not all brands - even those who attended our event 
- have jumped in with both feet suggests there are still 
some barriers to adoption. 

 
 

 

  



It’s no surprise that budget - or lack of it - causes the most teeth gnashing 
anxiety among brands keen to give experiential a go. The same goes for 
resource, as most organisations lack dedicated experiential roles, despite the 
channel’s obvious benefits.

It’s difficult to compete with brands that have a massive budget, 
because we are tiny. We do better products, but we can’t tell the 
consumer at the moment. It should be easy for us because we 
have the product, we have the values. It’s not just budget - I don’t 
have time to actually stop and say, ‘How can we make sure people 
try and buy our product with an amazing experience?’ That’s why I 
need help. 

But this is dependent on size, bigger players find it easier to prioritise. 

If we have already budgeted elsewhere and the idea is right, we will still 
find the money.

” 

“

” 
“

 
 



Everybody’s doing it

Another problem is everybody is doing experiential, and many brands are 
doing it well. Experiences will quickly become normalised in the eyes of the 
consumer, meaning their expectations of something truly unique will soon 
be off the scale.

That’s why marketers are searching for the ability to provide edgy 
experiences that push the envelope, while being able to tie them directly 
back to the brand, its values and objectives.

It's a very crowded market so 
you need to do something to 
stand out.

Having a consistent and 
unifying experience for 
customers as we grow our 
customer base is vital. We 
sell to a huge range of age 
range: between 29 and 55 is 
our target market. How do 
you maintain consistency 
in your campaigns and the 
customer experience?

” 
“

” 

“
[Sustainability] is hard to talk 
about because we are booking 
travel, which obviously has a 
carbon footprint. As soon as you 
talk about an initiative you put 
yourself in the firing line, too.” 

“
” 

“

Keen to be green 

Sustainability is another concern. Marketers are conscious that their efforts to 
produce eye-catching, often large-scale installations means being green can 
be left to one side. And that’s not a good look - particularly when the woke 
generation is a huge target market.

There’s plenty for brands and agencies to ponder not just in terms of even 
greater adoption of experiential, but also proving its worth. 

But what are brands’ 
motivations for 
getting involved?

Everyone has to think about 
sustainability. With events 
you need to consider, what 
is the impact going to be? 
Particularly in big venues 
like festivals.



1.

3.

2.

Fame - boosting brand perception through a stronger emotional 
bond.

                          “Brand fame and brand perception are 
important: getting out there and aligning us with 
positive associations.”

Efficiency - most don’t have huge budgets so low-cost 
effectiveness is key.

                   “We want experiences that are low cost, 
scalable but effective.”

Growth - experiential is growing but not yet mature. Pointing to a 
rising bottom line is crucial.

                “Keep growing. That’s a priority. Figure out which 
types of experiential are most effective and do more of 
them.”

It’s not rocket science. Now experiential is here to stay, brands want proven 
bang for their buck. For them, that comes in three forms:

So, what do 
brands think 
are good 
examples of 
experiential 
campaigns?

 
 

 



Here’s a selection:

               “Captain Morgan, Lost Lagoon. A lake in a car park. 
Adventure, fun.”

                “Samsung and Currys PC World - the giant washing 
machine pop-up where you could experience what it was like to be 
inside one.”

                  “Dallas Cowboys. At games, you can go into a photo booth, 
select the players you want a picture with and you'll be in a team 
photo with your favourite players.”

                  “Lidl Deluxe and Black Arts. They put Lidl food into a 
restaurant and didn’t tell anyone. They answered the brief about 
quality because everyone went away thinking “this is amazing 
food”. It was very effective.” 

                  

Brands are generally aware of what works and know what they want - but 
most can’t do experiential alone. It takes a huge amount of expertise and 
resource to deliver something extraordinary.

Yet with the agency market so crowded who do they choose? We asked the 
marketers for their top priorities when planning a campaign and picking an 
agency. Here are some of the headlines.

Getting the gig 
Winning briefs in the first place is no mean feat. A growing number of 
agencies - from transformed veteran ad teams to funky new kids on the 
block - are flooding the market.

That’s why it’s more important than ever to understand how marketers like 
to discover agencies - or be found by them.

If you are going to approach on 
email, make it very tailored and 
ensure you’ve done your 
research. Maybe relate it to some 
events that you already know 
we’ve done and say, ‘Have you 
thought about these potential 
improvements?

A supplier came with 
executions of what they 
thought could be nice for 
our brand, not only a 
presentation of what they 
are currently doing.

” 

“

” 
“

 



It's often quite bombarding - LinkedIn, 
speculative emails, people guessing what 
our emails might be, sometimes it's calls 
through our reception. The key thing for 
us is, are they really touching the luxury 
consumer and what research has been 
done?

Understand that I'm seeing things from 
my audience’s point of view. I want to 
really engage them, make them think 
twice in their day-to-day role. Show how 
you can help them.

” 

“

” 
“

Size matters

Rocking up as the biggest agency in town isn’t 
necessarily going to mean an agency wins every 
brief. With limited budgets, a more cautious 
approach can see agencies come out on top. Mostly, 
though, brands will choose the size of agency that 
best fits the bill.

It depends on the project. I prefer a small 
team just because I feel like there is more 
passion and more commitment to what I'm 
doing. They just really need to understand 
what I'm trying to achieve and what type of 
project that it is.

[We aim for] A relatively small agency with 
a good strategic record and structure. 

 

” 

“

” 
“



Prove Your Worth
Size and experience are important considerations. But the agencies that 
most impress brands are those that can deliver an impactful initiative - and 
prove ROI.

We really want to partner with people who can do something that 
elevates what we can do - otherwise we would just do it 
ourselves. If you are paying an agency a fair amount of money, 
you'd expect quite a lot of in-depth analysis.

We’re really going to need to prove ourselves internally. I think we 
definitely need a bit of guidance from an agency to help prove 
what we've done has a long-term benefit as well.

I think it's becoming increasingly important to measure ROI. We'd 
love it if it was a natural part of every activation.

Most agencies like to stay in their areas of speciality. Sometimes 
that can actually have a negative effect on the work. So, for us, it’s 
the right agency for the right task.

If someone was going to be very specialist, they’d have to be 
extremely cheap or drive unbelievable results. Given that those two 
things are extremely rare, it’s probably more important that they 
understand the business problem and help us muddle through 
that together.

You get the most out of an agency if they are specialist, but they 
need to be either open to integrating with a wider creative idea or 
be proactive and say: ‘You know what? We’ve got this great idea 
and we’d love to help other agencies translate it.

” 
“

” 
“

” 
“

” 
“

” 
“

” “

Generally special 
Believe it or not, being a specialist doesn’t always cut the mustard either. 
Agencies must be agile, adapting to the specific task at hand, to catch the 
eye.



Brands are understandably focussed on the here and now. But that doesn’t 
mean agencies should ignore the trends and innovations they unearth and 
create themselves.

Marketers tell us they are always keen to hear the latest thinking, with a view 
to trying something out ahead of the competition. At the moment, these 
things seem front of mind:
 
Making the most of 5G

                 “If we can figure out how to use it effectively, you can have 
it in on-trade, in off-trade or it could work in a third space. That’d 
drive a complete journey, so understanding it is very 
important to us.”

AR, VR and AI

                      “I would like to use Artificial Intelligence more. That’s 
what we looked at here with agencies, what they envision and how 
we can use it. We don’t know how we will be able to 
communicate in the future in-store, so we need to change very 
quickly to adapt and be the first to implement things, be the first 
noticed by the consumer.”

              “VR - I’d be interested in exploring a cool stunt.”

                “AI is really interesting for us, but we just need to stay away 
from anything gimmicky. You don’t want to do a big techie 
installation and find out that it’s basically an artificial simulation, a 
bit naff. Key for us is always remaining true to our roots, true to the 
luxury experience and really giving the consumer the best 
experience we can with our brands.”

Conclusion
It’s an exciting time for experiential. Technology is making it one of the 
fastest evolving marketing channels, budget is available and consumers are 
keen.

Brands have a pretty good handle on what they want and need to do to win 
in this growing battleground of engagement.

But there’s also plenty of opportunity for agencies. Those that can 
innovate, create situations that fire new emotions in consumers and, 
ultimately, demonstrate success will ultimately enjoy a rewarding 
experience of their own.
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