EXPERIENTIAL MARKETING DEFINITIION
Experiential marketing is a marketing technique that creates experiences between brands and consumers. Experiential campaigns use an activation (for example product sampling, immersive experiences, stunts, events, etc.) to bring brands to life and interact directly with the target audience.
What Is Experiential Marketing?
Technology and social media has made it easier for companies to market to their consumer in some ways. However, these marketing tactics lack the connection and interaction that makes a lasting impression on a consumer.
Think about how many advertisements you see when surfing the Internet, billboards when you are driving, and commercials when you are watching television. How many of those advertisements could you recall right now? Chances are you probably cannot recall very many due to the amount of advertisements and lack of interaction.
Experiential marketing is marketing strategy that engages the consumer and creates real-life experience that will be remembered. This type of marketing focuses on getting the consumer to experience the brand.
Importance of Experiential Marketing
There are so many products and services out there that companies need to market in a way that will grab consumers' attention and stick in their minds. Experiential marketing provides a personal connection that allows consumers to remember the product or service. Experiential marketing is more than a billboard or advertisement. It appeals to the emotional side of the consumer.
Also, experiential marketing is typically a real-life event that the consumer can participate in.
FREE PUBLICITY This experience led marketing is not just about a positive experience. If done right, your experience marketing activity can fetch free publicity in newspapers, on radio, television, blogs, etc.

BUILDS RELATIONSHIPS AND BRAND LOYALTY People who are greeted by positive and memorable experiences with a brand are more likely to prefer buying its products and remain lifelong customers.

 CREATES WORD OF MOUTH If done properly, experience marketing can create marketing buzz that can generate trust among peers.  When an experiential campaign moves a targeted customer, she is more likely to share her feelings with her friends, family, and relatives.
EXPERIENCES ARE SHAREABLE
There is one terrific attribute of experiential marketing that other forms of marketing don’t have- shareability. When you deliver an out of the world experience to your customer, he is more likely to yell at his colleagues and tell them about that. In the modern world, he will share that positive feeling or emotion with his friends.
If your customer is on social media, he will share that feeling on Instagram, Twitter, Snapchat, etc and that sets the ball rolling. When his friends see his message on their social feed, they share it onward and this is how buzz is created. The more the buzz, the more are the chances of sales.



Seeing a few of the best examples of experiential marketing should inspire you to strive for experiential excellence for your own brand. To make experiential marketing work for you, keep these principles in mind:
· Be memorable
· Stay on message
· Have fun
· Try something new or remarkable
· Create ways for people to experience your brand
Keep these big picture ideas in mind to make your next experiential marketing effort a success.
Unlock the 007 in you | Skyfall | Coca Cola Commercial
https://youtu.be/LMLSMxi99xk
Nike 
https://youtu.be/ulQkM6eXSdA
one to one marketing
One-to-one marketing (also sometimes written as 1:1 marketing) is a strategy that relies on getting to know the individual choices made by a customer, and then tailoring marketing outreach to each customer differently based on those choices. It’s an approach that is not used to get the customer’s attention, but to keep their attention and their business.
There are two basic types of 1:1 marketing:
· Personalization - the company learns the personal preferences and tastes of each consumer and customizes its marketing plan to them. Amazon.com is known for perhaps the most successful 1:1 personalization strategy, recommending products based on past purchases and interests.
· Customization - the company doesn’t learn the preferences of each customer, but instead gives the individual customer the ability to customize the product to their own tastes. A good example of this strategy is a computer retailer that offers a basic platform of a laptop and then gives the customer the ability to tailor many of the laptop’s features (processor, memory storage, loaded programs) to their own tastes and needs. Many online news websites use the same strategy by allowing visitors to pick and choose the types of news stories (international, political, financial, etc.) they want shown most prominently on the site.


As Internet shopping has become more and more prevalent, so has one-to-one marketing. Customers returning to the sites of online retailers where they’ve previously made a purchase will many times find a “Suggestions for You” message waiting for them. In addition, they may receive a follow-up email with those suggestions for additional purchases.
Amazon, Netflix, eBay, iTunes, and many other online retailers have developed sophisticated 1:1 marketing systems that follow and track each customer’s every click, recording and categorizing every purchase to develop a personalized customer profile based on those click patterns and purchases. (See also Personalized Marketing)
With that data, the companies then develop marketing plans that are different and specially written for each customer. It’s essentially a computer-database barista welcoming you every time you the visit the site with a personalized suggestion for what you might like to purchase.
One-to-one marketing – two types
In 1:1 marketing, there are basically two types; personalization and customization.
Customization
The seller gives customers the opportunity to customize the product to their specific tastes. In this case, the company does not, however, focus on learning what each customer’s preferences are.
For example, a car manufacturer offers the basic car. The customer then can add features themselves, such as color, engine size, types of seats, etc.
Additionally, customers can specify what type of wheels they want and whether they want an automatic or manual vehicle.
Personalization
The seller finds out what customers’ tastes and personal preferences are. The seller does this on an individual basis.
Then, the company customizes its marketing plan according to each individual’s taste and preferences
What Is Permission Marketing?
Permission marketing refers to a form of advertising where the intended audience is given the choice of opting in to receive promotional messages. T
Advantages of Permission Marketing
Permission marketing is a low-cost and effective way to create a relationship with a potential customer. The use of digital platforms with direct access to consumers, such as email or social media, removes many of the overhead costs that traditional channels such as mass mailing and print ads must assume.
In addition, the main benefit of permission marketing is that because users self-select into receiving marketing messages, they are likely to be higher quality leads for marketers. The opt-in from the potential customer makes it more likely that they will read the content and absorb the marketing messages because they already have a demonstrated interest. While other forms of advertising may reach a bigger audience, permission marketing allows for more valuable relationships and interactions with potential future customers.
Subscription email updates are a good example of permission marketing. Users can opt-in to receive periodic emails with updates and offers based on the interests they expressed when they registered on a website or other consumer touchpoint. Subscribing, in this case, is the act of giving permission and allowing themselves to be marketed to.
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