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  Not everything that counts can be counted, and not everything that can be counted counts.


-- Albert Einstein
Foreword

The world has several great metropolises that a lot of people visit for a short period of time. I always believed that to get the true experience, is to have lived there. This is what made this internship the perfect opportunity for me to move to London and experience what it is like to live and work in one of the greatest cities in the world.

In my search for an internship I came in contact with Method Two who offered me the opportunity to do my graduation internship in London, something I am very grateful for.

I would like to take this opportunity to thank Paula McGuinness, my company supervisor, for all her support and giving me the opportunity to do my internship at Method Two. Next to this I would like to thank everyone at Method Two and m2Staff for all their support, great stories, IPod Fridays, and unforgettable wine o’clocks.

-- Wesley Westerveld

Executive Summary

Nowadays customers are living in a time-poor and cash-rich environment, which causes barriers for traditional marketing. Experiential marketing goes beyond these barriers and establishes a relationship with customers that are potential advocates of the brand.

Method Two is an experiential marketing agency that creates live brand experiences for companies. At the moment there is no commonly accepted model to measure the effectiveness of an experiential campaign. For this reason, Method Two wants to know how to evaluate or to improve their evaluation of experiential campaigns. In order to get a better understanding of how the evaluation process works, a case study on the evaluation of experiential marketing was used to create a better understanding and give advice on what they can do to evaluate or improve their current form of evaluation. 

Several additions were found for evaluating an experiential campaign. Organizing objectives pre-campaign and making estimates is one option. Next to this it is advised to implement customer relationship management in the process to get a better understanding of the customer and the campaign in the long run.

In order to evaluate a campaign, clear objectives need to be set pre-campaign. Using these objectives, clear goals between the client and agency can be made, which in the end can be used as a measurement tool. Next to functioning as a measurement tool, these objectives can help to create a deeper understanding in the relationship between the results. Lastly, these objectives also help to gauge the campaign which allows acting upon situations in order to bring the campaign to a successful ending.

With experiential marketing being customer oriented, the lifetime value of them is extremely important to the client and agency. Collecting customer relationship management data allows the client and agency to gauge the loyalty of the customers. Doing so, the client can build a long lasting relationship with the customer and see the true results that the campaign had.
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1 
Introduction
Nowadays customers are living in a time-poor and cash-rich environment, which causes barriers for traditional marketing. Experiential marketing goes beyond these barriers and establishes a relationship with customers that are potential advocates of the brand. Shaz (2007) explains that traditional marketing channels are losing their effectiveness because of the use of one-way communication. Generation Y, also called the IPod generation makes use of different types of communication channels such as Twitter and Facebook, which demonstrate the power of word-of-mouth and the two-way communication. 

1.1 Research statement

Because of the increasing demand for companies to show return on investment of an experiential campaign
, a better understanding on how to evaluate is needed. This report will analyse how Method Two evaluates their campaigns, and what they can do to make improvements in order to show a return on investment. 

1.2 Research objectives

This report is written for Method Two and focuses on the evaluation of experiential marketing campaigns. The results of this report will be that Method Two gets a better understanding of how experiential campaigns should be evaluated, and what improvements they can make.
1.3 Outline of this report
The next two chapters of this graduation report start with an extensive literature review in order to create a better understanding of the subject and to form sub- research questions that will help answering the main research question. After this the methodology describes the approach of the research and what tools will be used. In chapter 5 the empirical findings will be explained, which then will be discussed in chapter 6. The final chapter of this report will give a recommendation based on the findings and discussions of this report.
2 Theoretical Framework 
This chapter will establish a theoretical outline of the available literature. The literature in chapter is focused on experiential marketing and the evaluation of it. Next to this, related literature and studies to the measurement of experiential marketing are described. In order to answer the main research questions, I will use the literature in this chapter to establish sub-research questions in order to come to a solution. 

2.1 Measurement of experiential marketing.

Marconi (2000) says that the main objective of experiential marketing is still seen as the number of sales. According to Morton (2009) experiential marketing is becoming a more popular approach to establish a relation with customers. With this, budgets increase and so does the demand for accountability. Showing results for this accountability is a controversial topic in the marketing scene. The main challenge with showing results for any campaign is that there is no commonly accepted measurement system. In a survey with experiential marketers, Morton (2009) shows that 79% of the marketers said that return on investment is a key obstacle when deploying an experiential campaign for their brand. 

The return on investment is an accounting term that shows the percentage of profit gained from any activity that mainly occurs right after a campaign. Lenderman (2008) says that the return on investment is mainly short-term based and that is something totally different when you talk about measuring an experience. With this he addresses the term return on experience which is more based on the long-term effect of a campaign. He gives an example of a person that takes a test drive for a new car, but you cannot say if that person will buy the car right after the test drive or a couple of months later after he orientated himself a bit more.  

The perception of what should be measured during an experiential campaign differs. Marketers agree that experiential marketing is measureable, but it takes talent and creativity to measure it. Schmitt (2008) says that the softer measurement of a campaign is the recall of brand perception and purchasing behaviour. The harder measurement is looking at statistical data and examining sales pre, during and post campaign. He also says that customer lifetime value is the key measurement of experiential success.

2.2 Experiential objectives (pre-campaign)

Experiential marketing has the opportunity to create extraordinary experiences for consumers with the use of developing a relation with the consumer, link brands to good causes and build a brand image through linking it to the campaigns activity. For this reason experiential objectives can be intergraded in a wide variety of communication tools (wood, 2008). 

Wood (2008) explains that experiential objectives can differ from taking a test drive with a new car, the CEO talking to the target audience, building brand awareness among the attendants or other objectives. The question that arises from this is how you are going to measure these objectives and what action needs to be taken. 

Smilansky (2009) adds that setting objectives pre-campaign is something that will allow you to keep track of your campaign’s performance and act when necessary. A measurement system is used to analyse results during and after campaign. It is crucial to decide pre-campaign what your measurement metrics for each key objective are. If you do not do this, it will be hard to show the total effectiveness after a campaign (Smilansky, 2009). 

2.2.1 The use of SETM

SETM (set message) is described by Smilansky (2009) as a system that is used for detailed planning, which ensures that all experiential objectives are ready for evaluation. SETM includes all objectives that need to be decided before an experiential campaign, so evaluation after a campaign is possible. With the use of the SETM model it can be assured that certain parts of your campaign do not get neglected. 
Situation and background gives an idea of what has been done in the past and what part of this information can be used for the campaign that is being developed. It gives you an overview of what the competition might have done and how this can be used in this campaign. Next to this it will tell you what went right and wrong and what of the objectives might need more attention. 

Experiential objectives are chosen in this step of the SETM. Detail is key when choosing objectives and it should describe what target audience, location, age-group, messages will be used.  By making use of experiential objectives, it can be said that all the aspects of a campaign are in the right place and will add value to the brand. When setting experiential objects, it is important these are measurable. 

Target audience is important to the campaign since it will tell us who we need to sell our product our service to. By selecting the right target audience it becomes possible to tailor the campaign to them. Target audience is important because reaching as much people with the selected brand message will make sure that they influence others. By influencing others, larger amounts of people will be reached through word-of-mouth. 

Messages will make sure that the targeted audience interprets the experience as meant. If people hear or see the message that is coming across they will be able to identify with the brand. Selecting the right message will make sure participants can identify with the brand, but also that people who are reached through word-of-mouth are able to identify with it. By showing that the brand cares about them will make sure that the selected message will be stored deep inside their memory. Appendix 3 will describe the communication process.

Experiential strategy describes the strategy that will be used to achieve the set objectives. The selected strategies should bring the selected objectives alive and transfer an emotional connection with the participants. By selecting a strategy it is important that at least one of them will drive word-of-mouth to your targeted audience.

Selected location, depending on the campaign, selecting the right location lets you target the right demographic, the number of people you want to reach or customers with the right mind-set. The location should be matched to the brand message you want to get across. In some locations people do not have the time to sit down and answer to your survey questions. 

Systems and mechanisms for measurement will be used to select what is going to be measured. The selected key point indicators will allow you to see how effective the campaign is and possibly steer it in the right direction. 

Gauging is planned when something during the campaign does not go as planned. Making use of gauging will make sure that everything will run smoothly and optimized results are achieved.

After the selection of the previous discussed objectives it is essential to make estimates. All of these estimates should be realistic and based on where the campaign takes place. With the use of a score-card it becomes possible to show if targets were met and will give you a broader idea of what happened during the campaign (Smilansky, 2009). 

2.3 Data collection (during campaign)

For the evaluation of a campaign it is important to collect data during the campaign in a qualitative and quantitative way. During any campaign brand ambassador collect data from participants through survey questions (Smilansky, 2009).
2.3.1 Qualitative and quantitative data

Both quantitative and qualitative data can be gathered by brand ambassadors. Quantitative data can either be the amount of people participating to an event or the collection of questions through a survey with relevant participants. Quantitative data will give you hard numbers and are very useful for after campaign evaluation, this because they are easy comparable (Schmitt, 2003). 

Qualitative data can also be collected by brand ambassadors and interacting with participants. This data helps you answering why you got the answers you did. It is important to collect a combination of both quantitative and qualitative data and see how they correlate with each other (Smilansky, 2009). Appendix 1 shows an example of objectives that can be set to gather qualitative and quantitative data. 

2.3.2 Net Promoter Score and word-of-mouth
Morton (2006) and Wood (2008) both describe the importance of the word-of-mouth value of a customer and how their potential outcomes need to be evaluated. A 2006 study by Morton shows that 85% of the participants in an experiential campaign would tell about their experience to their friends or family. 

Both Reichheld (2006) and Morton (2008) suggest measuring the reach of word-of-mouth. One way of measuring this is contacting the friends of the experiential campaign’s participants, which requires an in-depth approach. The main challenge they show is the possibility to contact those friends. 

According to a survey by Morton (2009) a common system of collecting customer’s perception and experience is the Net Promoter Score. Reichheld (2006) on the other hand says that the net promoter score is a measurement tool that gives an indication of the customer behaviour. These behaviours are strong indicators of how the growth of the brand develops. 

The main objective of the Net Promoter Score is to create more promoters and fewer detractors for your brand. On a 0 - 10 scale, customers are asked one simple question: “How likely is it that you would recommend this company to a friend or colleague?” Based on the outcomes, consumers are divided in three different categories: (9-10) promoters, (7-8) passives and (0-6) detractors. The promoters are satisfied customers that keep buying the product or service and will refer the product in a positive way to friends or family. Passives are customers that are satisfied with the product or service, but not satisfied enough to promote it to their friends or family. Detractors are customer that are not satisfied with your product or services and will not likely refer your product, and if they will, they will refer your product/service in a negative way. 

With this Reichheld (2006) says a clear indication is created of who the promoters and detractors of your brand are. Lenderman (2007) agrees that identifying the brand advocates (promoters) is of vital essence. By identifying the brand advocates, you have the opportunity to turn them into brand evangelists, who are your loyal customers that promote your brand in a positive way through word-of-mouth. 

[image: image1.png]Net Promoter® is a measure of brand and relationship

How likely would you be to recommend your credit union to a friend or colleague?

Not at all g
ey Neutral Extremely likely
| ] | | | | |
T T T T T T 1
0 | 2 3 4 5 6 7 8 9 10
Detractors Promoters
It's easy to calculate the score. % of Promoters —

% of Detractors

= Net Promoter %





Figure 2.1 scaling NPS question (Source: The ultimate question)

2.4 Evaluation of an experiential campaign

Richey (2008) says that an experiential campaign is far more measureable than believed. The ultimate goal of measurement is to see how many new customers you have attracted, brand exposure, brand awareness/recall, propensity to recommend and what the purchase behaviour of the customers is. 

Wood (2008) shows that one way of measuring the effects of a campaign is with the use of econometrics, but this takes careful planning. With the use econometrics it becomes important to know what variable you are going to measure and that you will do this consistently and accurately over several campaigns, so a database with historical data can be built for comparison (Wood, 2008).

Cook (2004) suggests the following points as necessary in order to evaluate a campaign in an econometrical way:

· “Archive all data (external, internal)

· Seek to improve the accuracy and coverage of data sources

· Specify clearly what the expected outcomes are

· Use wider research data, tracking studies and more

· Categorise factors in to those that must be measured and those it would be nice to measure”(Wood 2008).
With the use of econometrics analysis statistical models can be drawn on the changes in results (e.g. the sales after a campaign). On the other hand, the use of econometrics is useless when measuring the softer measures of a campaign, such as: awareness, willingness to repurchase or propensity to recommend etc. Measuring the softer aspects of a campaign will take a non-numerical approach. Interviews, focus groups, surveys will give a better understanding of these results (Wood, 2008). 

2.4.1 Evaluation objectives

To measure the effectiveness of a campaign, companies should know what they want to measure (Milansky, 2009).  Evaluation objectives need to be set pre-campaign, but are evaluated after the campaign. From the set objectives data can be extracted for during and after campaign evaluation.

Brand awareness/recall is important to companies to see if the customer knows what the product is, where it is available and what it can mean to them. A good example is if they still know the exact product instead of the brand itself. 

Attitudes are important to a company because it shows if the campaign was able to influence them. It must be said that changes in attitude take a long time, which is why the measurement of this needs to happen in a later stadium. 

Propensity to recommend is one of the most important objectives for a company. By letting the customer experience something at first hand and making this experience positive, the chance of positive word-of-mouth increases tremendously. This positive word-of-mouth will eventually result into new customers for the company. 

Behaviour is important to companies because it shows if changes happened in the purchasing behaviour of customers during and after the campaign. With this companies get more insight in why the customer changed their behaviour and if they will keep doing this.

Loyal customers are important to companies because in general they spent more on your products or services and desire less attention. Next to this it is also cheaper to maintain a customer than obtaining a new one. 

The above discussed objectives should be evaluated after each campaign and compared to past campaigns. Comparing these results determines what future action needs to be taken in other marketing campaigns. Applying this process will give the opportunity to learn, develop, improve and justify budgets for future campaigns (Wood, 2008).

The data that is gathered through surveys, interviews, focus groups can be described with the use of stochastic system. With the use of a stochastic system the relationships between different variables can be explained, and shows that there is never one-on-one relationships. Wood (2008) suggests that when evaluating such data, different questions need to be asked:

· “How well are the target audiences being reached and involved?

· What message are consumers receiving about the brand?

· What are consumers doing?

· What would they prefer to do?

· Why would they prefer to do that?

· What is hindering or helping them?” (Wood, 2008)
2.4.2 The use of a score-card

One way of evaluating direct campaign results is with the use of scorecards, it is an effective method of measuring the effectiveness of your entire campaign. Setting up a scorecard should include quantitative estimates of all the objectives that were selected during the pre-campaign planning. With the collected quantitative data during a campaign, it becomes possible to make continues adjustments for guiding the campaign in the right direction. The use of scorecards differs from campaign, the goals and set objectives will decide where the emphasis of measuring will be. 

With the use of a scorecard results become tangible and can justify the spending on the marketing campaign. Lenderman (2007) argues the use of a scorecard to show results. He says that only the short-term results of a campaign are shown, while the power of experiential marketing is in the long-term effects. 
2.4.3 Follow-up conversation (opt-in)

With the available technology nowadays building a consumer database for future contact is easier than ever.  Encouraging customers to participate in a one-on-one follow-up, will give you the opportunity to demonstrate if the experiential campaign really was successful when it comes to brand recognition, brand recall, loyalty, word-of-mouth and sales. Brand owners expect these kinds of results to analyse future campaigns and show its effectiveness. With this in mind brand owners are able to build a better relationship with their customers, which eventually will result into a living and breathing marketing resource (Daldry, 2009). A follow-up conversation can be done in several ways: telephone, e-mail, personal in home survey, or online surveys.

Schmitt (2003) argues the use of just one follow-up method. He says that a lot of times participants will be influenced by the researcher who is asking the question because they want to give the best answers. To get more reliable results, he suggests a combination of methods such as phone interview, focus group, survey and other methods of evaluation. 
2.5 Values and benefits of Customer Relationship Management

Payne and Frow (2006) say that because of global emerging marketing customer relationship management has become more important. The aim of customer relationship marketing is focusing on the relations with current customers instead of focusing on new ones. Retaining loyal customers is key to companies because it will costs five times more to obtain a new customer than maintaining one (Payne & Frow, 2006).

The term CRM is more than just a relationship with your customers that is why SCN Education (2001) has divided CRM into six parts.

· Customer needs

· Partnership

· Profitability 

· Loyalty

· Value

· Satisfaction

2.5.1 Customer lifetime and referral value

Each customer in the lifetime value process accounts for a certain customer referral value. These are people who would not have become a customer if they had not been referred by somebody else. Since good customer lifetime value does not necessarily mean high referral value, customer can be segmented into different groups (Kumar et al, 2007). Bull (2003) says that dividing customers into groups helps you decide what customers are loyal and you want to retain.  With this it becomes clearer what the aim for each customer should be. Kumar (2007) describes three different groups (see table 2.1), that show how a customer can be evaluated and what action can be taken 
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Table 2.1: Categorizing customer (source: HBR, the one number you need to know)
3 Problem Definition

The aim of this chapter is to outline the research question. Based on the theoretical framework, sub-research questions will be created in order to enable the collection of data that will be used in the data analysis. 

3.1 Research question

The main research question of this thesis is: “How can Method Two demonstrate the effectiveness of experiential marketing campaigns?” 

Based on this question, a recommendation will be given on what Method Two can do to show or improve the effectiveness of experiential campaigns.

In order to answer the main research questions, three sub-questions have been drawn up. These questions will be used in order to come to a recommendation.

Sub-questions 1: What tasks or activities should be used in order to make a campaign measureable? 
Sub-questions 2: What needs to be measured in order to evaluate the effectiveness of an experiential campaign?

Sub-question 3: How are long-term aspects of a campaign measured? 

4 Methodology

The previous chapter described the literature of experiential marketing. In this chapter I will explain the approach for the research and how I will compare the theories with a real life case study.  
4.1 Sampling

When selecting your target population you are most likely confronted with the large size of it. In most cases that target population is too large and you most likely do not have the time and resources to conduct a survey, questionnaire or interview from all of them (Bryman & Bell, 2003). Sampling is for this reason a great way to limit your target population. There are two sampling techniques available, each having their different techniques: Probability and non-probability sampling.   

With Probability sampling each unit in the selected population has an equal amount of chance to be included in the sample, which leaves room for statistical inferences. Probability is often used in combination with survey and experimental research strategies. Non-probably sampling does not make use of random sampling and uses a personal judgement somewhere in the process. This does not necessarily mean that non-probability sampling is not representative of the entire population (Bryman & Bell, 2003).

For this research non-probability sampling was used. A personal judgement was used for making a selection of experts that will be interviewed and surveyed. 

4.2 Research design

4.2.1 Research strategies

A research strategy outlines the basic direction for carrying out your research. The strategy depends in which way your research question is asked. From this we can divide the research strategy in three categories: exploratory, descriptive and explanatory (Saunders et al, 2009).
Exploratory research is often used when the subject of a study is relatively new. This type of strategy is very flexible because it allows the researcher to modify or adjust its study when new insights or data is gained. A number of techniques are available when conducting an exploratory research: interviews, literature review, case studies and focus groups (Saunders et al, 2009).
Descriptive research is used to show not the cause of the problem, but rather to show a description of the situation. Just like exploratory research, descriptive research is often used when the researcher is trying to gain more insights into the current problem. (Saunders et al, 2009)

Explanatory research is often used to explain the relation between variables (Saunders et al. 2009). Explanatory research tries to build a theory in order to explain the phenomenon that is going on. 
This research is both exploratory and descriptive. It is an exploratory research because it tries to gain new insights with the use of interviews and case-studies. It is descriptive because we review the literature in order to come to a conclusion.
4.3 Data collection

According to Bryman and Bell (2003) there are two types of data collecting methods, qualitative and quantitative. By collecting data in a quantitative way, numerical data is generated. A qualitative approach will generate data in a non-numerical way. (Bryman & Bell, 2003) 

This thesis has an explorative approach of research and uses both qualitative and quantitative methods of data collection. In order to answer the research questions, data was needed, that is hard to analyse in a quantitative approach. Examples of this are opinions, behaviour and attitudes. With the use of qualitative research I was able to get more insights into experiential marketing, something that would not have been possible with the use of a quantitative approach. Even though the use of qualitative research shows both subjective and objective results, I believe that this approach is the right choice for my research. 

4.3.1 Data sources

There are two different types of data information that can be collected, primary and secondary data. According to Bryman and Bell (2003), primary data is collected by making use of first hand sources and has a particular focus on the study. Secondary data is data that is collected by others as primary data for their study. 

4.3.2 Secondary data

Secondary data can be collected through the use of summaries, raw data, published material, data bases and more. To ensure the quality and validity of this data, a systematic system has been used. Firstly, the origin of the used data was checked. Secondly the acceptance of the author has been researched. For this research the following resources were used to gather secondary data: books, academic research, data bases and white papers. 

4.3.3 Primary data

Besides secondary data, also primary data was collected during this research. To obtain primary data, interviews and surveys with experts were conducted.
4.3.4 Case study

If the phenomenon that is being investigated is complex or deeply embedded in the company, a case study can be chosen as a suitable strategy (Yin, 2009). The natural question is if you should focus on single case or multiple cases. Yin (2009) says that choosing for a single case study is an option when the phenomenon is unique or an extreme case, but is not a wrong choice. 

This research makes use of a single case study in order to create a better understanding of Method Two’s current approach of evaluation.  
4.3.5 Interviews and Surveys

After reading the literature on experiential marketing, it became clear that the measurement of it is a controversial topic and that there is not a consistent model at the moment. Because of this I decided to conduct quantitative and qualitative research on the measurement of experiential marketing. Several people at experiential marketing agencies where contacted as well as some of authors from the used literature. 

	Name
	Company

	1. Bernd Schmitt (BS)
	Columbia Business School New York

	2. Cleopatra Fitzgerald (CF)
	City University New York

	3. Ian Whiteling (IW)
	Three Sixty Marketing

	4. Spero Patricios (SP)
	Ornico Group

	5. Mike Visser (MV)
	Hogeschool Amsterdam

	6. Sebastiaan Muller (SM2)
	Hogeschool Amsterdam

	7. Sarah Mcmanus (SM)
	Method Two

	8. Paula McGuinness (PM)
	Method Two


4.4 Data analysis

For this research both quantitative and qualitative data was used. Most data that was collected comes from written documents, interviews and questionnaires. Data that was used is most likely impossible to be analysed in a quantitative way, for this reason qualitative analysis was used. Data from case studies and surveys were analysed and the results of this can be found in the “Empirical findings” of this research

4.5 Limitations

The first limitation to this research is the small number of available experts in the field of experiential marketing. There are a limited number of agencies available that are truly experiential and have the in house knowledge to measure it. 

The second limitation of this research was that a large amount of experiential companies were not willing to participate in interviews, surveys or willing to give the opportunity to a case study. The main reason that most companies did not want to participate is that Method Two is a direct competitor.

The final limitation is the small amount of literature that is available. Experiential marketing is a relative new form of marketing that is slowly gaining popularity, which means that the literature on this topic is not as widely available.  
5 Empirical data

In this chapter I will present the empirical data that was collected from a case study interview with Sarah McManus (SM). This chapter will show the most important data that is relevant to the evaluation of experiential marketing. 

5.1 Campaign approach
The whole process of a campaign starts with the client briefing. SM says that working towards a campaign proposal is a long process that needs a lot of research and attention to detail. It is not just important to come up with the right objectives, but also being able to justify them. 
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Figure 5.1: Proposal process (source: Method Two)


Client briefing: Planning objectives pre-campaign has several reasons. The first reason Method Two plans objectives pre-campaign is to pitch an idea to the client in order to get selected for the campaign. SM says that a lot of times clients give them a brief with a certain objectives, but these objectives are not always experiential. For this reason it is very important to break down the objectives in different pieces so it eventually can become experiential.

Objectives: Selecting objectives is derived from the research that is done based on the client briefing. In this stage an in-depth research is done on the objectives given by the client. In this research they look at the history, market of the product, target audience, possible locations and other objectives that are relevant to the product or service. It has to be noted that this process differs from campaign. The company also uses objectives as a tool of measurement. 

SM discusses the importance of certain objectives. She says that awareness is important because the consumer will link this to the product or service, and this is what they will remember. Targeting is important because it is useless to sample or bring an experience somewhere where the target audience cannot be found. Word-of-mouth on the other hand is something different, although they also use this in the process of measurement, she believes that these numbers are just rough estimates because measuring and proving them is really hard. 
5.1.1 Agency scorecard (pre-campaign)

If the developed campaign proposal is approved by the client, an agency communication process is setup that will serve as a contract that highlights the objectives and the expected results. SM says that the purpose of such a contract is that it becomes for both Method Two and the client possible to set certain targets that will later be used as tools of measurement. The goal of the campaign differs per client, but estimates are made based on locations and target audience, samples and other set objectives.     

Next to the measurement of the objectives that are set by the client, Method Two also measures own separate effects to get a better understanding of the progress and show relations in the results. These relations will give them a better understanding and show them why participants reacted in such a way.
5.2 After campaign measurement
The measurement of an experiential campaign is a very complex process. Even though the measurement is done by Method Two, it is not uncommon to commission an external agency to ensure reliability of the results and to give an objective view on the campaign’s performance. 

Method Two measures the effectiveness of a campaign in several different ways to gain a comprehensive understanding of its performance. To show the effects of a campaign, customers who took part in the experiential campaign are contacted through a follow-up conversation by phone to get a better understanding of their behaviour and actions after the campaign.

SM says that with the measurement of a campaign it is very important that it demonstrates the effectiveness and the return on investment for a client. However, it can be difficult to show direct effects depending on the products you promote. This campaign is based on fast moving consumer product and will show results in a short period of time while the effects of other products may take longer to show results. 

5.2.1 Agency scorecard (post-campaign)

During and after the campaign results are reported to the client. These results will then be compared with the set targets. Based on the performance, if the results are met, they are rated on a five point scale (excellent to poor). Method Two believes that a good relation and open communication with the client is important. Regular campaign updates allows the client to see that the campaign is being adapted in order to gain superior results. 
5.2.2 Follow-up

Method Two uses the customer data that was collected during the campaign for a follow-up interview to measure the effectiveness of the campaign. SM stresses that the time between the sample and the follow-up interview is important. By contacting the customer the day after, you cannot demonstrate a realistic overview of the effectiveness of the campaign. Customer might not have had the time to try the product or use word-of-mouth to tell others. SM believes that four weeks after a campaign is a better period of time for a follow-up interview, this will give a more realistic idea of the impact of the experience, time to try the product or the use of word-of-mouth. 
SM shows that a relation between certain obtained data from the customer, a deeper understanding can be established in order to understand why the customer acted in the way they did. By doing this, barriers will become visible and can be overcome in future campaigns.
What is measured during the interview depends on experiential campaign. It may be the brand recall, if the sample was used, what you did with the sample, the willingness to repurchase, opinion on the product, word-of-mouth reach, how their opinion on the brand changed, location and demographical data.

5.2.3 Results in sales

SM explains that that measuring the amount of products sold during and after the experiential activity period will give an indication of the performance. The amount of sold products in the targeted supermarkets and areas are measured every week at the same day during the campaign period. The first bar in Figure 5.2 shows the week before the initial campaign and their sales, these are the sales before the campaign. The second bar shows the activity day, the day that the campaign starts. SM describes this as the short-term effects because an immediate rise in sales can be seen, but she points out that this will decline as time passes after the campaign. The last two bars show a fall in sales, what most likely happens because of people used their coupon or are not willing to repurchase the product. After two weeks it becomes visible what the long-term effects are, based on initial sales and the number of sales during the weeks after the period. Here we can see the loyalty and the willingness to repurchase, which are the long-term effects of the campaign.   
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Figure 5.2: Number of sales during and after the activity period (source: Method Two)
6 Data analysis and discussion
In the previous chapter the empirical data for this thesis was presented. This chapter will make use of a pattern matching technique in order to compare the data found in the empirical findings with the findings of the theoretical framework. All sub- questions will be analysed and conclusions will be drawn from it.

6.1 Campaign approach
According to Smilansky (2009), the first step in the theory is the planning stage of an experiential campaign. By planning the campaign in several stages, the possibility to gauge it along the way becomes possible. Next to this, it sets out the objectives that you are trying to reach during the campaign that later can be used as tools of measurement. 

	Theory
	Method Two
	Compliments theory

	Situation and background are researched to get better insight on the situation.
	Method Two does an in-depth research on both company and industry to get a better understanding.
	Yes

	Choosing objectives is used to assure that all steps used in the campaign are brand relevant.
	Method Two plans objectives pre-campaign, but also breaks them down into more detailed objectives that become experiential.
	Yes

	Target audience tells us who we need to sell the product to and tailor the campaign around.
	Method two target the audience and does an in-depth research on them to get a better understanding.
	Yes

	Messages are used so your target audience can identify with the brand and uses word-of-mouth to reach a greater audience.
	Method two sets a message to ensure the relation with the product. However, word-of-mouth is not always used as a tool of measurement.
	Partly

	Locations are selected to ensure the selected target audience can be found and customers with the right mind-set are targeted.
	Method two selects locations to reach the right target audience, and to ensure that the right people get the experience.
	Yes

	Measuring the right key performance indicators allows you to keep track of the performance of the campaign.
	Method Two selects the KPI during the objective stage and sets certain targets for later measurement.
	Yes

	Gauging is to guide the campaign in the right direction and to keep an overview if targets are met.
	Method Two uses mystery shop interviews and weekly reports to keep track of the campaigns performance.
	Yes


The data collected in the empirical findings compliments the theory of Smilansky (2009), is shows that the evaluation of a campaign only can be done when a planning system is used and clear objectives for measurement are set. Figure 5.1: “Process working to a proposal” clearly describes the entire process on what action is taken and when. 

It must be said that each campaign differs, and that some objectives sometimes are not always relevant to the campaign that is being planned. In the empirical findings, SM says that proving word-of-mouth is really hard. 
Wood (2008) and Morton (2009) show in the literature chapter that word-of-mouth is one of the main reasons why experiential marketing is so effective. They agree that it is hard to measure, but is possible with the use of customer relationship management tools. From this it can be said that including the measurement of word-of-mouth as an objective becomes measurable when the long-term aspects are included. 
6.2 After campaign measurement
According to Smilanksy (2009), the second theory shows the measurement of after campaign results. Measuring after the campaign will give insight in the performance of the campaign, and what the long-term effects are. 

	Theory
	Method Two
	Compliments theory

	Scorecards are used to set certain estimates for the objectives that were decided pre-campaign. These estimates are then used to evaluate the campaign performance
	Method Two sets in collaboration with the client certain objectives as a goal that should be reached. All of this is noted in a contract that will be evaluated after the campaign. Next to this, they also measure additional findings. 
	Partly

	Follow-up interviews are used to collect qualitative and quantitative data from customers to get better insights on if the set objectives were met.
	Method Two uses follow-up interviews after each campaign to collect data and show the effects of the campaign. Data collected is based on the objectives that were set pre-campaign and differ per campaign.
	yes

	Comparing the variables of different objectives to each other and draw conclusions from it.
	Method Two takes the measured objectives and tries to create a better understanding between the variables
	Yes

	Compare campaign data to that of previous campaigns.
	At the moment Method Two does not compare any data to that of previous years.
	No


The data collected in the empirical findings compliments the theory of Smilansky (2009) and Wood (2008) partly. The theory suggests measuring the objectives that derive from the pre-campaign and setting estimates. Method Two on the other hand, also measures objectives that were not set by the client. This way the client gets a better understanding of what else happened during the campaign. 
Data from the evaluation shows that Method Two takes different variables and compares them with each other. During the Cheerios campaign, data from existing cereal users showed that targeting this group is easier than new customers who never used any cereal. The results show where barriers are and what might need special attention in the future. 
During the interview SM did not mention the importance of comparing previous campaign data with that of the current one. A reason for this might be that campaigns and objectives differ each year. Even though this might be one reason, a comparison still can be drawn as both Nestle’s cereals are fast moving consumer products. Doing this might create a better understanding for the client why a bigger budget is needed for a specific campaign or why it might be necessary to measure certain objectives.
6.2.1 After campaign sales

In the theory, Lenderman (2006) argues the measurement after campaigns. He says that right after a campaign, results are mostly short-term focused. Theory and data agree that both short and long-term effects of a campaign need to be measured. However, the data collected in the empirical findings contradicts with what can be perceived as long-term effects, and shows a period of two weeks in the data (figure 6.1), and a period of 4 weeks for follow-up interview with customers. 
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Figure 6.1: Short and Long-term effects (source: Method Two)

The theory suggests that looking at the long-term effects of a campaign, which in this case will be longer than two to four weeks. Several questions need to be asked to get a better understanding: how are you going to measure these long term effects if it is not implemented in the campaign. It is highly probable that customers will keep buying the product if they received a positive experience, but for how long? How do we know which customers are loyal and will recommend the product or service? It needs to be said that the approach that Method Two uses differs from campaign.
7 Recommendation

The previous chapter presented a pattern matching technique to show similarities to the theory and the empirical data. In order to answer the research question: How can Method Two evaluate their experiential campaigns, a recommendation will be given based on these findings and surveys/interviews. All sub-research questions will be answered separately in this chapter. 

With experiential marketing we sail into new and unknown waters, while there is no standard measurement tool to show the effectiveness of a campaign. At the moment Method Two uses evaluation methods to show effectiveness of their campaigns. The current methods that Method Two uses were compared to the theory, and shows great similarities in measurement. However, based on the data analysis, it can be said certain additions can be made.

7.1 Planning of campaigns
The most important messages that came across from comparing the literature to the data of the case study interview with Method Two were the needs to set objectives. Even though the literature shows that using objectives as key performance indicators, it will not always mean that these objectives are experiential. Like Schmitt (2003) Method Two shows that sometimes objectives need to be broken down to become experiential. 

The first recommendation is for Method Two to keep using their current planning for new campaigns. Each of the discussed objectives and strategy seamless go together with the theory. However, it is recommended to use data from previous campaigns and compare them with current. By doing this Method Two gets the opportunity to show the effectiveness of certain objectives compared to that of last year and give the client better understanding of the results. Next to this, it needs to be said that use of word-of-mouth is important to measure, even though it might seem hard sometimes. The next paragraph will explain how this can be overcome.
7.2 Long-term benefits (CRM)
The most important messages that came across with the second and third sub-research questions were the necessity to measure the lifetime value of a customer and to create a connection with them. At the moment the evaluation methods from the literature shows a resemblance with the way Method Two evaluates their campaigns. However, the theory shows that the way of measuring derived from the case study is short-term focused and does not include the long-term aspects of experiential marketing. 

The second recommendation is to measure the long-term effects of a campaign and the customer lifetime value. Schmitt (2003), Lenderman (2007) both agree that the power of experiential marketing can be found in the long-term effects and that the way of measuring is closely related to customer relationship management. 

Measuring these effects will take a long time, and will exceed the length of most campaigns. Based on this it can be said that the collected data during a campaign will not show direct results for Method Two, but will be of great value to the client on the long-run. With the use of collecting data that is aimed on relationship management, it will become possible to gain deeper understandings of the customers who took part in the experiential campaign and see what the true return on investment is.

Both Reichheld (2006) and Kumar (2003) suggest collecting customer data that categorizes customers into different groups. This data can be of great value to the client because it gives them a better idea of what customers are loyal and a long lasting relationship should be built with. Even though both theories suggest the same approach of collecting data, Morton (2009) suggests the use of the net promoter score, of which its theory is shown in the literature.

The third recommendation is including clients in the customer relationship management process. By doing this results for both parties become visible immediately and clients can see the added value that this will give to their company. Next to direct results, clients can also give their feedback and input on information that can be important in the data gathering process from customers during the campaign.  

Based on the above it can be said that implementing customer relation management focused questions in the surveys that are taken during the campaign will give a better understanding of the relationship with the customer and can be of great value to the client.  

7.3 Future research

This study researched how the evaluation of experiential marketing can be done. From this research benefits from integrating customer relationship management in the measurement of a campaign have been highlighted.

However, customer relationship management is a larger topic than described in this research. Like the measurement of experiential marketing, customer relationship management within an experiential campaign is a relative new area that needs further research.

Customer relationship topics that can be studied:

· The benefits for Method Two next to the client with the use of CRM (future  use of collected data);
· CRM and social media;
· The different aims of CRM within experiential marketing.
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8 Appendices
8.1 Appendix 1: Experiential objectives for measurement
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8.2 Appendix 2: Experiential objectives for measurement con’td
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2. Number ofsales

promotion vouchers codes
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K Increase footfallinto store  Compare activity with footfll into
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8.3 Appendix 3: Two way interaction – message and word-of-mouth
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8.4 Appendix 4: Survey E-mail
Dear X,

My name is Wesley Westerveld and I am presently a student at the University of Applied Sciences in Utrecht (Netherlands). Currently I am completing my Bachelors Degree in Business Administration and conducting research for my thesis on the measurement/evaluation of experiential marketing.

After strong analysis, I have identified you as an expert in the field of experiential marketing. To gain more knowledge on this topic I have decided to gather qualitative data to help me with my research. 

By clicking on the link below, you can find a survey that will take 5-10 minutes to complete. I would like to ask you to give some of your thoughts to each question and your point of view on this subject. You may leave any field empty if you do not have any opinions on that specific question.

Survey: http://www.surveymonkey.com/s/NB6W6M8
I would really appreciate if you could find the time to complete this survey and help me with my thesis.

I do not have much to offer, but for the people who leave their e-mail address, one person will receive a £15 ITunes gift card, because in the end we all love music. 

Kind regards,


Wesley Westerveld

8.5 Appendix 5: Survey Questions 

http://www.surveymonkey.com/s/NB6W6M8
1. Name, Title, E-mail

2. How would you define experiential marketing?

3. What are your thoughts on measuring and evaluating experiential marketing

4. Is it always possible to show a return on investment from an experiential campaigns?

5. What are the most important key performance indicators when measuring an experiential campaign

6. What do you think that the key benefits of experiential marketing are compared to traditional marketing?

7. What do you consider important when planning an experiential marketing campaign?

8. Do you believe that experiential marketing can be used across all sectors?

9. How would you compare live brand experiences to other marketing channels?

10. Any other comments on the measurement of experiential marketing?

8.6 Scorecards Method Two
	Objective 
	Achievement

	-ENCOURAGE PURCHASE: Distribute 50p off money off coupons
-Distribute 5,200 vouchers per day
-Estimated redemption rate of 4%
	·  Morrisons 1,128% sales uplift on FF 235%
sales uplift on HN
·  JS saw an incremental sales uplift of 14% against a control group of stores 
·  7.7% sales uplift against a control group in Tesco 
·  100% compliance 
· Awaiting results – to be updated


Client briefing and Q&A





Activation Idea 





The 


brand





Engaging the audience





Developing initial territories





Refining ideas





Developed campaign proposal











R & D


Planning team Workshop











Tissue sessions











Pitch meet





Audience: 


progress





Brands market
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