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Members of Imagination’s global team of 
Creative Strategists preview what  you’ll 
be seeing in 2019 - and what you can do 
about it



CHANGING

This year we are seeing an evolution in the experiential marketing space, both 
for consumers and for clients.  Typically experiences drive net purchase intent 
at 85% with positive brand perception at an average of 91% after 
experiences*. And with consumers rating experiences second only to websites 
for finding out information about products and brands, it’s no surprise that 
experiential budgets are growing up to 5% annually.

However, with the increases in investment comes an increase in both client 
and customer expectation regarding sophistication and unique outcomes.

Similarly, consumers are ever more sophisticated in their expectations of 
experiential - both in the activities available and in the messaging offered. A 
free cap and selfie station are not enough to impress any more. But there is a 
recognition that for something really special there might be a need to pay.

Three behavioral trends are influencing these changing expectations for both 
consumers and clients.

As experimental marketing becomes 
more prevalent how are expectations 
evolving, and why?
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Experience Magic

During the last financial year, Australians spent

Consumers now expect brands to do much more than just sell 
products. At the same time they are overwhelmed by brand 
and work communications. Brands can go beyond the physical 
(their product) and emotionally engage with consumers to 
bring some playfulness into the customer journey and value 
beyond it.

Brands’ focus on speed, price and convenience doesn’t build 
loyalty or love. Purchase decisions aren’t just on need and 
logic, they are also based on emotional identification and 
experiences can offer a true sense of the brand by immersing 
users in bespoke environments. Brands can bring additional 
value by providing playful moments of fun that offer relief an 
overwhelming media environment. 

on leisure and entertainment, up $10 billion year on-year 

Source: 
Roy Morgan Research 2016
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$137bn



M E G A - T R E N D  2

My Simple 

Without wanting to lose choices, consumers 
are seeking tools to simplify their life and get 
‘the best for me’ to ‘have it my way’. 
People’s lives are more hectic than ever - 
becoming increasingly time confined. As a 
result brands are expected to provide 
solutions for a time sensitive world. 
Personalization and simplification are now 
the norm in applications, media consumption 
and experiential alike.

Perfect Life

of Chinese consumers are interested in 
more local delivery services from 
convenience stores 
Source: 
Mintel Shina 2017
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78%



AUGMENTATION
TECH 

Technology is integrating at ever deeper 
levels in our lives and providing ever 
greater value. As it becomes less intrusive 
it becomes more valuable, something we 
can’t do without, that empowers and 
augments our existing capabilities. Brands 
can create lasting relationships by creating 
new ways to make life better through 
their products and services. 

As it  becomes embedded in our lives, 
homes and even clothes we are exploring 
new ways for technology to enhance all 
our experiences. The counter-trend is to 
switch off, but we even use our tech to 
manage that.

Source: 
*Harris Group
†EventBrite

When asked about the next big 
marketing trend, survey respondents 
identified consumer personalization 
(29%), AI (26%), and voice search 
(21.23%).  primary way to express 
themselves.†

Imagination’s strategists have 
identified 4 key trends we see 
influencing  experiential design and 
engagement in the next 12 months. 
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The Real 
Real     

Adrian FIgueroa
Creative Strategist, Detroit

It’s been 10 years since the launch of the Apple app store - 
since then companies and manufacturers have created 
multiple ways to keep us on our screens. Screens have 
become so common in our society that in the U.S. adults 
spend nearly half the day on screens - that’s 10 hours. 10 
years of excessive digital time has led many to desire a 
return to real, the tangible, to feel something, and seek 
experiences that utilize more senses beyond sight. This 
desire is coming primarily from Gen Z, but also Millennials 
- generations that have grown inundated with technology.
Brands are increasingly catering to consumers desire to be
immersed in real world experiences and using it to drive
marketing and sales value.

What to consider...

Experiential spaces offer a unique opportunity to tap into this 
desire for an authentic moment. There are two approaches to 
take: require users to ditch the digital or enable them to use 
digital more efficiently or effectively to maximise their 
analogue life. Think...

• Can you offer something new and exciting or unique in 
exchange for making a personal connection?

• Can you encourage users to prioritize making over filming 
- perhaps by offering unique souvenir, object or 
experience?

• What are the sensory attributes of your brand and could 
you create an experience out of them that elevates both 
brands and sales?

• Do you have a product that you could adapt to 
encourage users to take a more analogue mindset?

Bringing the real to the people 
comes from a deep place of 
authenticity...

Phone companies have recognized their role 
in helping people get a better relationship 
with their phones. Apple has a feature that 
will tell you how much screen time you have 
been spending per week and whether you 
are up or down on the previous week. 

ASMR s a nonclinical term that stands for 
Autonomous Sensory Meridian Response 
with 13.5 million videos on YouTube 
created to trigger this sensation, many of 
them feature videos of people touching or 
sound inducing objects that give viewers a 
sense of ease and provoking a tingling 
sensation that travels from scalp to spine in 
response to specific sights and sounds.

Physical ExperienceScreen to Real
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Ford’s Mustang Bullitt experience in its 2018 
-19 auto show program has provided
abilities to sit in and experience the Mustang
Bullitt and a fun, face-to-face interaction
that later can be re-experienced digitally.

Real to Real

https://www.youtube.com/watch?v=BZYlIo4z_cY


Elevating the 
pop-up
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Kathryn Butterfield
Creative Strategist, London 

This may be in testing out new sales 
strategies. Arjé uses pop ups to create a ‘see 
now, buy now’ mentality. The stock is finite 
and the locations are short, stoking those 
impulse buys.  Whilst Bulletin has set itself up 
on the premise that brands have to apply for 
a spot in one of their pop ups, rethinking 
how stock and buyer relationships are 
formed. 

2018 has been a Babylon of pop ups.

Branded kingdoms peacock with bright, boomerang-
worthy backdrops - as if to help our everyday lives match 
our augmented alter egos - whilst a rogue VR headset can 
be found in the corner across from the free prosecco. 
These big branded experiences seem to all kaleidoscope 
into one. But surely brands realise we are more 
sophisticated than this?

As consumer expectations and familiarity with branded 
experiences increase, pop-ups are having to work harder. 
In the coming years we will see them taken more seriously, 
and working against harder ROIs, as brands realise that 
the real opportunities lie in their role as a testing bed - a 
physical ‘agile’, ‘sandbox’. 

What to consider...

Revel in the beauty of impermanence. Pop-ups allow us to 
evade repetition. Their opportunity to nimbly test and 
reincarnate keeps retail and brands alive. The need now is 
to apply these to more sophisticated strategies. 

• What are the creative territories your brand
can explore with a pop-up?

• Which technologies can you curate better,
differently or more effectively in a pop-up
space to change brand perceptions?

• Where’s the real ROE (Return on Experience)
for you from evolving a more sophisticated
pop-up?

Here’s to a nation of pop-up keepers - please keep us 
on our toes.

Pop ups are also a sandbox for testing out new 
technologies. IKEA last year set up pop ups 
where small VR zones allowed customers to 
dress rooms and, once satisfied, users were 
sent an itemised list of their interior 
masterpieces. It’s a smart way to get customers 
to test out goods without the hassle or outlay 
of stock. Something tried and tested in the car 
showroom too, where brands like Jaguar Land 
Rover regularly unveil new models before they 
have gone to market. 

Not to be forgotten is a pop-up’s ability to push 
what a brand stands for - both in purpose and 
creativity. Since 2015, The House of Peroni has 
brought a taste of Italy to London each summer, 
with classic Negronis and Aperol Spritzs, 
beautifully decorated spaces and entertainment 
from the stylish boot of Europe. It allowed 
Peroni to stretch from being a bottle of beer into 
being a drinking experience.

But this year Peroni pushed that evolution 
further, into a full blown Fashion Studio. 
“Empowering Emerging Style Talent”, the house 
is offering eight creatives a residency in a state-
of-the-art studio, mentorship from industry 
leaders and and the opportunity to present their 
work during London Fashion Week in February 
2019.
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https://www.creativereview.co.uk/culture-meets-commerce-sonos-opens-flagship-store-in-london/


AI gets  
personal

Christophe Castagnera
Head of Connected Experiences, London

The influence of AI has continued to grow in popular 
culture and marketing communications. In terms of 
services, AI and related technologies such as machine 
learning are already prevalent. Screen based digital 
assistants are nothing new, whilst messenger platforms like 
Facebook Messenger can provide machine-learning based 
chat-bot hosts. And while only 33% of consumers think 
they use AI-enabled technology, 77% actually use an AI-
powered service or device. (Source: Pega) 

It is easy to understand the place of AI in digital only spaces 
such as mobile or other online environments.  But what 
about brand experiences? How can they make experiences 
richer and more relatable?

Since brand experiences create the space and time for more 
creative exploration, the use of AI has some fascinating 
applications to look forward to in 2019.

What to consider...

Personalization is fast becoming less of a nice to have and more 
of an essential.  AI offers the chance to crunch your data and 
offer it subtly and appropriately.  

In what ways can AI be used to generate a better brand 
experience for your visitors? Perhaps the opportunity is in using 
AI to uncover audience insights that then allow you to design 
better customer journeys. Perhaps consider ways that AI can 
deliver creative solutions that elevate your experience - a 
soundtrack based on your brand values or the location of your 
customers? 

We expect to see art galleries and museums in major cities 
putting AI to the test to reveal the true limits or the true 
potential of AI vs human creativity. At the very least consider 
using AI to measure your experiences more effectively.
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Live Labs: AI v Humans

Experiences are a stage to create live 
experiments where the creative prowess of 
people is pitted against AI. Here, AI neural 
networks created generative art, using 
human appreciation and response to create 
ever more appealing pieces. 

The pioneers in this field are in music. David 
Cope, a musicology professor at the 
University of California, has created a 
programme which broadcast classical music 
to prominent critics, many of whom were 
fooled by the experiment. 

Digital intuition

Heading to your favourite restaurant? How 
about having a drink ready personalized to your 
preference at the precise moment you walk 
into the bar space, powered by machine 
learning linked to location based technology. 
Perhaps we aren’t there yet but TGI Fridays are 
working with AI tools to analyze data about 
customers pulled from social media, 
interactions and other sources that will drive 
highly personalized marketing offers to regular 
customers. More than that they have created 
an AI mixologist called Flanagan which lives ins 
the TGI app and integrates with gamification 
and social sharing. 

Personalization potential

IBM Watson has been using it's AI platform to 
integrate with social media, to create 
personalised experiences. Guests at a Tech event 
in 2018 provided their Twitter handle in 
exchange for the AI platform ‘scanning’ their 
social profile and matching them up with an 
avatar persona of their personality type. We have 
been experimenting with this approach as part of 
our Labs programme.  Exciting applications to 
look out for in 2019 include a pop-up product 
personalizer for Automotive brands, matching 
you to your ideal car and allowing you to share 
your next set of wheels on social media, 
amplifying the experience.
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Experience as  
a business model 

Katie Streten
Ford Global Insight Director, Detroit

As customers crave new experiences and become ever more 
sophisticated in their expectations there comes a recognition that 
great experiences cost money. Brands who want to provide unique 
moments for customers are also aware that hey have to raise the bar 
on both messaging and engagement. On both sides there is a 
growing acceptance that exceptional experiences may have to be 
paid for by consumers.  In 2019 we see more brands moving 
towards a paid for model. And this new development - experiences 
as a business model - has the potential to cement brand relationships 
more firmly and effectively in people’s minds.

Once you create a paid for experience you set up two behavioral 
heuristics - firstly that there is a perceived value equivalent to, or 
hopefully better than, the cost of the experience and secondly that 
there is a finite resource available - not everyone who passes will be 
able to enter and enjoy the experience. These drive desire to attend 
and set up a classic business model, whether or not the costs paid by 
the public actually generate profit for the client.

What to consider...

The most important thing, as always, is to be clear about your 
audience. Are you creating something to attract new customers or 
to deliver a reward to existing customers? Then you can consider 
whether the experience you are creating actually is a new business 
stream, like Nike’s Marathon or a marketing tool that washes its 
face and creates greater perceived value.

Are you already doing something that customers may enjoy? For 
example, do you have a regular conference you could open to the 
public? Do you create an incredible holiday party that could be 
turned into a paid experience for customers?
What are the messages and experiences you want to give to 
customers that you could not give for free? 

Finally, be clear on the ROE (return on experience) - is it to be over-
subscribed, to contribute to costs or to generate profit?
. 
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Ford GoFaster

Ford of Europe worked with Imagination to 
develop a paid-for, day-long experience that 
allowed participants to do stunts in Ford’s 
performance vehicles and enjoy a ‘film set’ 
experience that create a social-ready ‘film 
trailer’. The intention here was to get people 
who wouldn’t attend a straight test drive to 
experience the fun to drive performance 
vehicles in a personally meaningful way.

Sephoria

Sephora, the North American beauty retailers 
created a beauty festival. 5000 participants padi 
up to $1000 to attend the weekend and hear 
from influencers, brands and purchase a 
mimosa (a key request of customers). In fact the 
ability to purchase beyond the price of a ticket 
was a key part of the experience. While Sephora 
haven’t released their ROI, BeautyCon’s 2017 
revenue was $10million.

Stylist Live

Stylist, the weekly tabloid magazine for urban 
women has created an event, Stylist Live. Over 
three days, attendees pay to receive not only 
fashion and beauty advice but also inspirational 
talks, comedy performances and food. 

There are 250 pop-ups within the experience 
itself extending the branding opportunities and 
revenue for Stylist and contributing to content 
creation and marketing in a way that resonates 
with the target market.

1 2

http://metro.co.uk/2017/03/27/millennials-are-picking-holiday-destinations-based-on-how-instagrammable-they-are-6536172/


Imagination wishes you all the best for 2019. We’re looking forward to 
creating business-changing experiences with our clients, putting  their 
customers’ needs at the center of extraordinary experiences.

If you’d like to explore any of the themes 
we’ve highlighted, click here to contact us

mailto:katie.streten%40imagination.com?subject=Experiential%20Trends



