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I was back and forth across the 
country twice in the past week, 
which meant, among other things, a 
lot of time to think. Of course it also 
meant a couple of over aggressive 
Manhattan cab drivers, a lousy hotel 
wireless signal, $20 eggs, an 
endless wait to eat noodles in the 

East Village, long security lines, a very grumpy flight 
attendant, two lost power cords, twice subjected to 
Cheaper by the Dozen 2 as the in flight 
‘entertainment’ and sitting next to a guy on a plane I 
swear was the Video Professor. You have to love 
business travel. 

Anyway, on my way back from Chicago last night, I 
was drifting out of consciousness but hovering above 
sleep, thinking about, of all things, retail sales 
channels. Now I’m not sure what that says about me, 
(nor do I really want to know) other than the fact that 
I live my work. But truth be told, I’ve always done my 
best thinking half awake, which was not an easy sell 
to some of my teachers growing up. 

As we bounced our way across the Rockies, I was 
thinking about retailers, and wondering why the retail 
channel continues to be so static for so many major 
brands. Over the past few years there have been 
some “A list” brands that have begun to effectively 
engage the consumer at the retail level. But only a 
few. Apple is clearly an innovator in this field, and the 
first brand that comes to mind when I think of a great 
retail experience. Compare the “big box” stores to 
Apple. It’s like cold and dreary Candlestick Park 
(make that 3Com Park, no scratch that, its Monster 
Park, as in Monster Cable, not Monster.com) versus 
downtown San Francisco’s quaint and charming Pac 
Bell Park. (I mean SBC Park, no wait, I mean AT&T 
Park). There is just no comparison. 

There are a myriad of factors as to why, but the 
elephant in the room is that the big box retailers have 
endless amounts of brands that they should be 
leveraging to create a more effective in-store 
experience. Apple only has Apple, which can be 
seen as an advantage or a disadvantage depending 
on which side of the aisle that you sit on. Big box 
retailers can either see the amount of brands they have as an attribute or a headache. Guess what? It’s time to 
take an aspirin and get to work. Too much money is being lost because big box retailers are 2006’s version of 
the “dead zone”. 
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BrandAnimation: Leveraging Experiential Retail 

Lets start with two simple hypotheses:

●     Executing an effective experiential strategy at the closest point to purchase makes perfect sense.
●     Retail venues provide “the” perfect platform for experiential methodologies to be activated.

Now lets take a look at the EX scale put together by author and fellow IXMA board member Bernd Schmitt. To 
summarize, the EX scale correlates customer experience with customer behavior. The last column of the scale 
indicates that TV ads create a 59% purchase intent, websites create a 76% intent to purchase and in-store 
creates an astounding 86% purchase intent.

There are several very obvious reasons as to why the scale tips the way it does. But one often-overlooked 
aspect is the consumers’ control and/or ability to customize the medium in which they shop. Sitting in a Lazy 
Boy recliner watching a commercial is not likely to cause anyone to throw on the slippers and head to Target. TV 
is a medium that disables freedom of choice for the consumer. On-line, a consumer can, to a certain extent, 
define and control his own experience. I would call this a semi-empowered consumer. One can determine where 
he wants to go on the website and choose which colors and styles to view. 

As I have said, television commercials can be very experiential. Yet even the best experiential commercial has a 
fraction of the impact on purchase intent when compared to the actual retail store’s environment. At the store, 
consumers can browse, try on what they like, spend as much time as they need, and eventually make their way 
to the register. With television, marketers have very little control over the context in which consumers see their 
ads. You’re sitting at home, your kids are fighting, your husband is on the phone, your dog is barking at a 
squirrel in the back yard, all while Procter & Gamble is trying to sell you Tide. However, at the retail store, 
marketers have a vast amount of control of the context in which people shop. They can control the sensory 
experience, and until people can hook up their state-of-the-art fragrance transmitters and holographic, virtual 
rooms to their PCs, (and this is coming folks, so just you wait and see) the in-store experience will always be the 
most important sales channel. 

I look at the retail platform and see endless amounts of opportunity. Most POS structures are just that. Retailers 
seem to have a huge blind spot for the most important factor in consumer purchase intent. 

But things are changing. Take a recent display created by Adidas. When a shopper removes a soccer ball from 
the station, the unit emits a small scent of leather and fresh cut grass. If a shopper takes off a soccer shoe, then 
the unit’s TV screen begins to show goals that were scored while wearing that particular shoe. The list goes on, 
but take my word for it – it was simply awesome.

In the near term I hope to see better utilization of the retail platform. If you have any great examples please send 
them my way so that I may feature them.

Erik Hauser is creative director/founder of San Francisco-based marketing firm Swivel Media and founder of 
IXMA, the International Experiential Marketing Association. He also moderates the Experiential Marketing Forum 
and pens the biweekly BrandAnimation column for CHIEF MARKETER. 

RSS Newsfeeds from Chief Marketer 
 

              

Ads by Google 

Marketing Strategy 
Cutting-edge marketing strategy From famed marketing chiefs 
www.strategy-business.com

Retail Marketing Strategy 
Give your research greater impact. MarketTools. Know More. 
www.MarketTools.com

Strategy, Vehicles, Staff 
everything you need for mobile, PR & Retail-tainment events 
www.mobilemarketing.com

 

 
Want to use this article? Click here for options! 

© 2007 Penton Media, Inc. 
 

http://chiefmarketer.com/brandanimation_leveraging_experiential_retail_04182006/ (2 of 3)10/22/2007 7:45:35 AM

http://ixma.org/
http://swivelmedia.com/
http://ixma.org/
http://

www.experientialforum.com/
http://feeds.feedburner.com/ChiefMarketerNews
http://feeds.feedburner.com/ChiefMarketerNews
http://add.my.yahoo.com/rss?url=http://feeds.feedburner.com/ChiefMarketerNews
http://www.newsgator.com/ngs/subscriber/subext.aspx?url=http://feeds.feedburner.com/ChiefMarketerNews
http://www.bloglines.com/sub/http://feeds.feedburner.com/ChiefMarketerNews
http://pagead2.googlesyndication.com/pagead/iclk?sa=l&ai=BkjP1d5scR7OIH4P44gLN2qTjA_ei7CmryPaKBMCNtwHw_TkQARgEIMuO_AUoAzgAUIfopP0EYMnuy4j4o6QToAHNhqb9A6oBD2ZpeGVkLWJvdHRvbS1qc7IBEWNoaWVmbWFya2V0ZXIuY29tyAEB2gFQaHR0cDovL2NoaWVmbWFya2V0ZXIuY29tL2JyYW5kYW5pbWF0aW9uX2xldmVyYWdpbmdfZXhwZXJpZW50aWFsX3JldGFpbF8wNDE4MjAwNi-AAgGoAwHoA1PoA9IF9QMCAAAA&num=4&adurl=http://www.strategy-business.com/cmoreader&client=ca-prism_html
http://pagead2.googlesyndication.com/pagead/iclk?sa=l&ai=BWUY1d5scR7OIH4P44gLN2qTjA_TM5iWQnp2CBcCNtwGQ7UkQAhgFIMuO_AUoAzgAUImEpYwEYMnuy4j4o6QTqgEPZml4ZWQtYm90dG9tLWpzsgERY2hpZWZtYXJrZXRlci5jb23IAQHaAVBodHRwOi8vY2hpZWZtYXJrZXRlci5jb20vYnJhbmRhbmltYXRpb25fbGV2ZXJhZ2luZ19leHBlcmllbnRpYWxfcmV0YWlsXzA0MTgyMDA2L6gDAegDU-gD0gX1AwIAAAA&num=5&adurl=http://www.markettools.com/%3Fsendroicid%3Dbd4f87cc-70ad-4568-973e-7871320b150f%26sendroiad%3D1258865556%26sendroikwd%3DTotal%2B-%2Bcontent%2Btargeting&client=ca-prism_html
http://pagead2.googlesyndication.com/pagead/iclk?sa=l&ai=BtgBod5scR7OIH4P44gLN2qTjA_uJnAjFz8SbAcCNtwHw9mUQAxgGIMuO_AUoAzgAUNfwiqz-_____wFgye7LiPijpBOqAQ9maXhlZC1ib3R0b20tanOyARFjaGllZm1hcmtldGVyLmNvbcgBAdoBUGh0dHA6Ly9jaGllZm1hcmtldGVyLmNvbS9icmFuZGFuaW1hdGlvbl9sZXZlcmFnaW5nX2V4cGVyaWVudGlhbF9yZXRhaWxfMDQxODIwMDYvgAIBqAMB6ANT6APSBfUDAgAAAA&num=6&adurl=http://www.mobilemarketing.com/event_marketing/&client=ca-prism_html
http://license.icopyright.net/3.7218?icx_id=chiefmarketer.com/brandanimation_leveraging_experiential_retail_04182006/index.html
http://license.icopyright.net/3.7218?icx_id=chiefmarketer.com/brandanimation_leveraging_experiential_retail_04182006/index.html


BrandAnimation: Leveraging Experiential Retail 

  
Back to Top 
 

©2007 Penton Media, Inc. All Rights Reserved. Penton Media | For Advertisers | Search Partners | Privacy Policy

http://chiefmarketer.com/brandanimation_leveraging_experiential_retail_04182006/ (3 of 3)10/22/2007 7:45:35 AM

http://www.penton.com/
http://chiefmarketer.com/advertisers
http://spiderbites.industryclick.com/chiefmarketer.com.html
http://www.penton.com/Pages/PrivacyStatement.aspx

	chiefmarketer.com
	BrandAnimation: Leveraging Experiential Retail 


	HEOPIKCNMHHGDLGIPHPLDBAPOIGJCGCA: 
	form1: 
	x: 
	f1: 

	f2: 




