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EMF Overview

It is with a tremendous amount of pride that we present you with the 2011 Experiential Marketing Forum's Global Research 

study conducted with our partner IMI. This is the first inaugural, global study, but rest assured that based on all of the e-

mails and phone calls that I've received -we will certainly be doing this much more frequently. The EMF will always be here 

to help you with those often hard-to-find answers.

While there are certainly many things that make me proud to be the founder of the Experiential Marketing Forum, the 

proudest is that we've been steadily growing for seven years, and over that time we have surpassed the 10,000 active 

members number. It's been my pleasure to be able to provide this precious resource to everyone on this international scale.

As we collectively make our way towards reading the first global research report -we'd have loved to be able to answer all 

the questions in one study. We chose to zero in, instead, on what we believe made an impactful, global statement. We felt 

that we struck the delicate balance of hard facts and certain intangibles that both agency people and brand people really 

want to know by providing everyone vital information regarding the experiential methodology, and we will certainly expand 

that narrative as the research reports grow and our feedback increases.

Soon, we will be testing various forms of paid memberships that will afford members all kinds of cool stuff -but it's too soon 

to go into specifics.

We are certainly going to have the first ever EXPERIENTIAL MARKETING FORUM LIVE EVENT. We are sourcing the 

proper partners throughout the community that will enable us to have an EMF conference that will bring amazing value to all 

who attend. We plan on working with the strongest list of speakers that any experiential conference has ever had. And, in 

the interim, if you can't wait just sign your group up for an experiential session.

I want to thank the faithful that never thought we'd fail -even way back in 2004 when nobody knew what a social media 

experience was -don't forget there was a time when having a "group" online was unheard of. Barbara and Max and the rest 

of you -Thanks.

And Mom...I do this all with your vision and in your honor. You were, and will continue to be, my best teacher ever.

Erik Hauser
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IMI International Overview

Marketing Consulting via Consumer-Validated Insights to Maximize ROI

1. Proprietary Database 

Consulting from main offices in USA, Canada, Australia, UK

Å 10,000+ research studies; 80 categories; 15 countries

Targets on key metrics linked with in-market success

Å Deep across all brand activation tactics

2. Our Science ïROI Metrics and Dashboard

A proven methodology that links pre óstatedô responses to 

post óactualô in-market performance

3. Commitment to R&D

R&D to track trends and in-market evolution

Å Proprietary tracking, case studies and learning modules

Å Keynote speakers, best practice training seminars, input 

on industry standards
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Study Overview and 

Participant Demographics
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ÅThis research was conducted globally by EMF and IMI 

International, among Marketing Industry 

Professionals.

ÅIt was completed online, between November 9th to 

December 30th, 2010

ÅConducted among EMF community members, and 

spread virally through EMF, LinkedIn and 

Facebook. 

ÅStudy Respondents

ÅN= 558 respondents across the globe

Methodology and Sample
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Study Respondents:

Profession & Position

Q.1 To get started, how would you best describe the company that you work for?
Q.2 Position?

Senior
/Exec
Level
56%

Junior
/Mid 
Level
44%

Senior
/Exec
Level
68%

Junior
/Mid 
Level
32%

Agency Client
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Study Respondents:

Country Breakdown

Canada

8%

USA

45%

Europe

23%

Mexico/L. America

South America

3%

Africa

6%

Asia

8%

Oceania

7%

vΦо ¢ƘŜ ŀǊŜŀ ǿƘŜǊŜ ȅƻǳ ŀǊŜ ǇŜǊǎƻƴŀƭƭȅ ƭƻŎŀǘŜŘ ŀƴŘ ǿƻǊƪ ƛǎ ƛƴΧ
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External Trends:

Economy, Budgetary Factors, ROI 

Needs
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External Trends

Summary

ÅWhile there is large variation in how some feel their 

countryôs economy will do in the next two years, almost 

all are optimistic about their companyôs performance. 
Å There is little connection between the expected performance of 

their company and that of their economy.

ÅFinancial concerns (ROI, budgets, the economy) are 

the predominant theme.
Å It is expected to be the largest challenge for both agencies and 

client companies, over the next 2 years.

Future Outlook

Future Challenges
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Small Global Business

Large Global Business

USA

Canada

Europe

Mexico/LatinAmerica

Oceania/Asia

Africa

Total

Agency

Client

Senior/Executive

Junior/Mid-level

New Businesses

Established Businesses

Small/Medium Businesses

Large  Businesses

Future Outlook for 

Your Economy and Company

Q.10 Over the next 24 months, do you believe the economy in your country will be...?

Q.11 Over the next 24 months, do you believe the financial performance of your company will be...?

Economy Company Economy Company
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Challenges Agencies and 

Clients face over the next 2 years

Q.5 What do you personally believe will be the largest challenge facing MARKETERS (clients) in the next two years?

Q.6 Please explain why you believe this is the largest challenge for marketers.

Budgets

Proving 

ROI

Innovation / 

Remaining 

Relevant

Budgets

The 

Economy

Proving 

ROI

A

G

E

N

C

Y

C

L

I

E

N

T
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óThe Economyô 

Q.5 What do you personally believe will be the largest challenge facing MARKETERS (clients) in the next two years?

Q.6 Please explain why you believe this is the largest challenge for marketers.

Why Agencies face these 

Challenges over the next 2 years

Agency Perspective Client Perspective

óPeople don't have 

discretionary 

income.ô

óMarketers have been trained to 

function in a constantly growing 

economy. ó

óWith less discretionary 

marketing expenditures new 

ideas and innovation will 

suffer.ô

óBudget 

Cuts.ô

óConsumer spending is down, 

client budgets are tight.  It 

écauses change in how business 

is approached.  Change can be 

challenging.ô

óNo matter how well a product or 

campaign performs, when money is tight, 

results will be muted for all.ô



©
 E

x
p
e
ri
e

n
ti
a

l 
M

a
rk

e
ti
n

g
 F

o
ru

m
 &

 I
M

I 
In

te
rn

a
ti
o

n
a
l 
2
0
1
1

14

óBudgetsô 

Q.5 What do you personally believe will be the largest challenge facing MARKETERS (clients) in the next two years?

Q.6 Please explain why you believe this is the largest challenge for marketers.

Agency Perspective Client Perspective

óThe state of the 

economy.ô
óWith clients' budgets reduced, they will 

expect to get the same services, for less 

cost.ô

óMarketing professionals é are 

seen as optional for many 

companies é  [and not]  an 

important part of the value chain.ô

óMarketers will have 

to come up with 

innovative ways to 

get maximum 

exposure with limited 

budgets.ô

óBetween recovering economy 

and  é re-examination of what 

is essential,  it é will continue 

to take money away from the 

marketing side.ô

óCompanies are starting to get out of 

the recession, but are being a lot more 

careful with money they spend now.ô

Why Agencies face these 

Challenges over the next 2 years
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óProving ROIô 

Q.5 What do you personally believe will be the largest challenge facing MARKETERS (clients) in the next two years?

Q.6 Please explain why you believe this is the largest challenge for marketers.

Agency Perspective Client Perspective

Why Agencies face these 

Challenges over the next 2 years

óSenior  executives will be very anxious 

to see positive ROI relative to é 

traditional advertising. The challenge is 

..accurately measur[ing] the 

effectiveness of these new marketing 

tactics.ô

óClients want bottom line returns.ô

óIf you can't show the value 

for every dollar spent, the 

client will likely use that 

money for other purposes.ô

óMarketers are more aware of budgeting 

and spending éwe have to show them 

that we are the best value for their dollar.ô

óIn a complicated tactical world it is difficult 

to determine what is working and to what 

financial purpose.ô
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Q.7 What do you personally believe will be the largest challenge facing AGENCIES in the next two years?

Q.8 Please explain why you believe this is the largest challenge for agencies.

óBudgetsô 

Agency Perspective Client Perspective

Why Clients face these 

Challenges over the next 2 years

óEveryone has been 

cutting back, and 

usually marketing is 

the first place.ô

óExperiential marketing costs money and 

with smaller budgets and increasing 

supplier prices, there is a disconnect that is 

very difficult to overcome.ô

óClients are being so 

conservative in 

spending.ô 

óAn elongation of payment terms 

to beyond 30 days will mean 

higher risk for agencies and a 

forced adoption of more risk 

adverse policies.ô

óWith less budget either all costs must fall 

or the budget must be used more 

creatively.ô
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óProving ROIô 

Q.7 What do you personally believe will be the largest challenge facing AGENCIES in the next two years?

Q.8 Please explain why you believe this is the largest challenge for agencies.

Agency Perspective Client Perspective

óJustification of budget.ô

óProviding ROI on 

engagement is more 

difficult that counting 

impressions or 

readership numbers.ô 

óAs pressure to determine ROI for brand 

marketers increases, agencies must 

create cool programs that also deliver on 

objectives.ô

óBecause marketing is being heavily 

scrutinized by upper management, 

agency will be also.ô

Why Clients face these 

Challenges over the next 2 years
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Q.7 What do you personally believe will be the largest challenge facing AGENCIES in the next two years?

Q.8 Please explain why you believe this is the largest challenge for agencies.

óInnovationô

Agency Perspective Client Perspective

Why Clients face these 

Challenges over the next 2 years

óMedia agencies have demonstrated 

a significant inability to change... they 

have not [understood] how 

consumers are changing for the 

future.ô

óIn étechnology nothing stays the sameé2 yrs 

ago Facebook was not a way to reach customers.ô

óRemaining Relevantô

óWe need to unlock the potential of 

existing assets and progress them to the 

next level.ô

óMany operate traditionally basing on past 

success activations and templates.ô

óInnovation, in terms of 

maximizing outreach will be 

the key.ô

óCompanies are forming their own 

social media staffs and have 

misguided notions about traditional 

media being unnecessary.ô
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Marketing Industry Trends:

Perspectives, Tactics to Use
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Å Agencies and clients both agree that experiential marketing agencies are creative, 

innovative and exciting:  This audience feels that they serve as a replacement to 

the outdated traditional advertising agency model.

Å With this comes higher demands from ExM Agencies:  New client expectations 

revolve strongly around ROI ïa fit with broader trends.

Å ExM learning areas:
Å Agencies are interested in learning methods that will prove their services and 

extend the brand experience 

Å Clients want to learn how to improve their return and provide accountability.

Å Planned Usage of a tactic is not necessarily linked to itôs perceived effectiveness.
Å All are optimistic about experiential marketing and sampling as effective tactics, 

and plan on using the tactics much more in the future

Å Traditional methods (TV ads, print, direct mail) are considered ineffective, and 

planned usage is lower in the next two years.

Å While social media (Facebook and Twitter) are considered ineffective, they are 

expected to be used much more in next two years.

Perspectives

Tactics Effectiveness and Usage

Industry Trends

Summary
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Words Describing

óTraditional Advertising Agenciesô 

Q.12 Please provide two words that explain your feelings about the following terms
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C

L

I

E

N

T

Q.12 Please provide two words that explain your feelings about the following terms

Outdated

Boring

Traditional

Expensive

Lazy

Safe

Outdated

Boring

Big

Dinosaur

Slow

Evolving

A

G

E

N

C

Y

Words Describing

óTraditional Advertising Agenciesô 
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Q.12 Please provide two words that explain your feelings about the following terms

óExperiential/Event Agenciesô 

Words Describing
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C

L

I

E

N

T

óExperiential/Event Agenciesô 

Q.12 Please provide two words that explain your feelings about the following terms

Creative

Innovative

Exciting

Engaging

Growing

Future

Innovative

Creative

Engaging

Necessary

Emerging

Progressive

Words Describing

A

G

E

N

C

Y
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New Client Expectations, 

for ExM Agencies

Q.18 In your opinion, what are marketers/clients expecting from experiential and 

event agencies today that are new and different from 2 years ago?

C

L

I

E

N

T

Better ROI 

Measurements

More 

Demonstrable ROI

More 

Accountability

Integrating Social 

Media

ROI 

Integration

More Breaking 

Through

Innovation

A

G

E

N

C

Y
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Topics Most Interested In:  

Experiential Marketing

Q.27 What topics are you most interested in learning more about, specifically in the field of experiential marketing?  

What is the 2ndmost interested topic youôd like to see more on? 

C

L

I

E

N

T

Measuring and 

Proving ROI

Social Media

New 

Technology

Best Practices

ROI

Best and Worst 

Case Studies

Measurement 

and Metrics

Experiential 

Marketing

A

G

E

N

C

Y


