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Experiential marketing is taking the business world by storm. 

Today’s leading marketing minds are harnessing creative 

locations, ideas and trends. Rather than turning to traditional 

means of media, they’re creating lasting relationships with 

new, exciting events. 

As a modern-day business operator, it’s your job to create 

events with lasting power. You have a lot to work with, and 

you also have a lot of creative resources available. If you’re 

ready to impact the world, continue through this guide. We’re 

talking about planning, producing and maintaining 

experiential events. From the ground up, we’ll help you create 

one of your industry’s most engaging moments. 
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First, you’ll need to build your experiential marketing 

event’s frame. Its frame will determine how consumers 

are reached, where they’re reached and for how long 

they’re reached. The basics of launching an 

experiential event aren’t difficult to pin down. That said, 

they’re deserving of attention. 

Building the 

Frame 
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Money should be your first concern. Understand your 

project’s size, scope and needed manpower. By 

strategizing your budget, you can plan for efficiency 

and effectiveness. The budget planning process may 

take some time, but it’s worth it. When planning via a 

budget-based approach, consider the following: 

Location Costs: Will you use a venue? Are you 

creating an experiential event outside? If the event 

requires a lot of space, you’ll need to dish out the funds 

to cover it. 

Human Labor Costs: Every event needs employees. 

Your experiential event might be a mobile tour. Or, it 

could be a riverside cocktail party. Eventually, you’ll 

need to figure out who to hire. Then, you’ll need to pay 

them. 

Engagement Costs: How crazy do you want to get? 

Between lights, music, transportation, giveaway items 

and social media marketing costs, you’ll need to put 

some money down. As a rule of thumb, you should 

cover your external marketing costs last. We’ll touch 

upon this later. 

Budget
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Once you’ve determined your relative budget, you’ll 

need to find out how to use it. Once your campaign is 

in action, it’ll be difficult to rearrange cost allocation. 

Your experiential marketing event needs to have a 

sturdy chain of command, and this chain of command 

needs to govern day-to-day operations to keep your 

event’s creation on track. As for the event’s operations, 

themselves, we recommend diving into the world’s 

recent experiential marketing advancements. 

Operations
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Man marketing experts point to the World’s Columbian 

Exposition of 1893 as the business world’s prime 

example of successful experiential marketing. That’s 

right: 1893. The Columbian Exposition is renowned for 

its long-lasting effects on architecture, the arts, 

Chicago’s commerce and America’s industrial 

development. The convention was responsible for the 

launch of Cream of Wheat, the Ferris wheel, Juicy Fruit 

gum and Pabst Blue Ribbon—among other products. 

It also served as a modern, quintessential example of 

experiential marketing. While your experiential 

marketing event won’t have the grand purpose, 

resources nor the steep budget of the World’s Fair, it 

should still nod to it as a successful framework. All 

experiential events have several key attributes, listed 

below: 

Making Event 

History Excitement 

and Grandeur
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A Compelling Mission

Your experiential event should have a mission, even if 

it’s a loose one. The Sundance Institute’s mission, for 

example, is to “support, discover and inspire 

independent film artists.” Your experiential event’s 

mission will determine its staying power. It’ll also help 

you formulate its mechanical aspects. 
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Universal Themes 

As you’re crafting an experiential event, ask yourself 

this: What do the people want? Do they want to sing? 

Do they want to dance? Everyone likes a party, but 

everyone also likes outdoor activities, excitement, 

engagement and giveaways. Your event should use 

universal themes to attract and retain consumers. It 

should also play upon universal wants, like accepted 

imagination, a positive approach to world hunger or 

acceptance. 
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An Authentic Experience 

Finally, your event should be authentic. Take South by 

Southwest, for example. It kicked off with a crowd of 

700 people back in 1987. Now, it reaches over 16,000 

people per year. It’s expanded for consumer diversity, 

accommodating for different music genres, technology 

needs and film types. 

You’re going for atmosphere, here, and you’re aiming 

to land a unique connection. Whether you’re relying on 

compelling characters, authentic celebratory events or 

universal themes, you should still be as authentic as 

possible. Engage consumers emotionally, and craft a 

meaningful, memorable identity. 
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Promotion 

As you’re making your event’s frame, you should 

consider how to promote it. Fortunately, our modern 

word is powered by smartphone apps, social media, 

real-time alerts and e-commerce buying platforms. 

When in doubt: Rely on the Internet. As part of your 

promotion framework, include the following platforms: 

11

2017 Soho  Studios 

http://www.sundance.org/


Facebook: Use Facebook to send event invites, set reminders and 

entice fan feedback. Facebook is your most important social media 

construct, and you should use it to connect with your audience at 

all times. 

Instagram: Connected to Facebook, Instagram will be your second 

go-to social media resource. Use it to capture pictures, post 

Instagram stories and create a hashtag campaign. You can launch 

an intuitive social media marketing campaign via Instagram along 

—though you’ll lack cross-channel connectivity if you don’t hook it 

into a Facebook promotion campaign. 

Twitter: Use Twitter to send out Tweets, give live updates and 

keep your fans informed. Twitter isn’t as important as Facebook 

and Instagram, but it’s still conducive to a cohesive social media 

marketing strategy. Plus, it can be used to measure event 

engagement metrics. 

Snapchat: The lesser-known but widely-used Snapchat is our 

“special spice” platform. Use Snapchat to send live video feeds, 

and connect with your users instantly. Snapchat is used by 

celebrities and modern-minded businesses, and it’s useful to 

assure your brand’s overall trendiness.
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Event Creation and 

Immersion 

People go to experiential events to experience 

something. To stand apart from the many other events, 

you’ll need to change the way customers interact with 

products, services and promotions. Rather than having 

a one-dimensional event, you’ll need to combine 

several elements to grasp every attendee’s attention. 
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Create an Main Attraction

Even if your experiential event is a party, a dinner or a 

cross-town walk, it should feature a main attraction. 

Your event’s main attraction will get consumers in the 

door, keep them enticed and encourage them to stick 

around. Your main attraction can be several things, but 

we feel the following offer great staying power: 

A Special Performance: Hire a band. Or, hire 

professionals to spark a cool spectacle. Between the 

arts, science and entertainment, you have a lot to

choose from. Promote your brand with a stage 

performance, or engage your audience with live 

demonstrations. 

A Guest Speaker: Who are your industry’s leading 

minds? Can you hire a small-time celebrity? 

Experiential events are powered by engagement, and 

a high-profile speaker can boost your event’s 

engagement tenfold.   

A Grand Prize Drawing: If your event is more about the 

location, the amenities or exploration, you can still use 

a grand prize drawing as a main attraction. Get 

eventgoers involved, and make it an auction! Or, use a 

raffle to entice consumers. 
14
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Create Ongoing Action 

Once you’ve settled on your event’s centerfold, you 

should look back to its frame. Use your budget, 

operational considerations and promotion tools to 

create ongoing action. What are your area’s coolest 

attractions? Are you near a city-famous shopping 

strip? Are there breweries nearby? What about parks, 

beaches, theaters and hiking trails? 

At Soho Studios, we believe the best events combine 

centerfold attractions and atmosphere. Before 

establishing your atmosphere’s silver lining, however, 

you need to figure out its basics. Make the location 

conducive to social engagement, and make it 

accessible. 
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Create Events Within the 

Event 

Get to know consumers one-on-one. If you can 

engage them directly, you can teach them about your 

product. Even if your overarching event is fast-paced, 

engaging and inspiring, you can still pull consumers 

aside for discussion. More importantly: You can find 

out their motivations for attending. The following 

events pair well with most overarching events, so don’t 

pass them up: 
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A VIP Shuttle: If you’re sticking with an outside

location, consider creating a VIP transportation

service. Put a video in the shuttles, and engage

customers on the way to your destination.

A VR Booth: Create separate booths, and engage

consumers with virtual reality! Give them a chance to

interact with the digital world, or use the headset to

promote your products.

Meet-and-Greets: If you can’t land a hired hand as a

main attraction, consider hosting a meet-and-great

campaign inside your event. Photo booths, signings

and discussion zones, here, are your friend.

GPS Services: Remember, your consumers have

smartphones. Employ the power of GPS, real-time

communications and automatic updates. Connect with

nearby events, and pass along cool reminders. Or,

have consumers participate in digital games powered

by your location’s GPS hotspots.

Host a Social Media Prize Campaign: If you can

make exclusive Facebook, Twitter and Instagram

content—great. Have event-goers engage your social

media marketing campaign, and give them prizes for

their efforts. Make it fun, and make sure their

excitement comes first. 17
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So, you’ve crafted a cool event. Your brand 

ambassadors are ready to rumble, your Facebook 

promotion campaign is ready and your event’s location 

is being funded. Now, you’ll need to prepare for the 

long-haul game. 

Once your event has finished, you’ll need to follow up 

with a feedback campaign. Reach out to any contacts 

via email, SMS or social media. Ask for feedback, and 

don’t fear brutal honesty. Hire external experts to 

gauge this feedback, and use the information to create 

increasingly potent campaigns. 

In the world of experiential marketing, there is one 

universal truth: If you build excitement, they will come. 

. 

Feedback and the Long-Haul 
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2136 NORTHWEST 1ST AVENUE, MIAMI, 

FL, 33127 

(305) 600-4785

www.sohostudiosmiami.com

Miami's largest private venue, Soho Studios is the perfect 

place to host experiential events.  A venue that provides 

dynamic event space to create unique rooms. From taste 

making events, automotive riding experiences, surprise 

music artists, and much more.  With over 70,000 square 

feet of indoor space and two outdoor areas, Experiential 

marketing agencies can create many experiences through 

on-ground, live, or participation marketing events to promote 

brands and their campaigns. 

 


