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Since 2010 PortMA has been focused on solving this problem for marketing agencies and 

brands.  The goal being one singular focus, how to measure the value of experiential 

marketing?

By applying simple marketing research principles, we cracked the code and have an 

approach that has worked for over 130 brands over the past 7 years. We’re going to show 

you exactly how we do it!

Better Insights!

Better Events!

Better ROI!
Experiential marketing is a revenue generating tool 
for the brands we serve. The problem is proving it. 
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And this is because measuring experiential 

marketing is about answering three key 

questions:

1. How efficiently am I reaching the right 

consumers?

2. Am I creating intent where it didn’t 

previously exist?

3. Am I doing this in a way that is 

generating a return--on-investment 

that is stronger than the brand’s other 

marketing options?

When you can measure, track, and react to 

your performance against these three 

questions you are working in a value-centric 

manner and are thus true stewards of the 

brands you serve.

Three Core Questions

When you’re finished with these materials you’ll realize that the 
answer has everything to do with understanding “Reach,” 

“Impact,” and “Value” or Return-on-Investment.

3



The Experiential Marketing Measurement Blueprint

The Blueprint to Measuring Your Next Experiential Campaign for Actionable Marketing Insights

How Event

Marketing

Drives

Purchase

Behavior

4



The Experiential Marketing Measurement Blueprint

The Blueprint to Measuring Your Next Experiential Campaign for Actionable Marketing Insights

Let’s start by taking a brief step back and talk first about the job of marketing in general.

Every brand has a consumer in mind when developing itself.  This may be Moms with 

young children in the household.  It could be twenty something, outdoorsy men.   It 

might be young professionals working in human resources.

In marketing research, we call these groups demographic or psychographic profiles and 

they are the root of any consumer segmentation and at the core of the “identify” a brand 

works to create.

Regardless of who you’re trying to reach with your marketing, there is a reason why 

100% of this target consumer group is not buying the brand.  And that reason is always 

because the consumer is stuck at some stage in the purchase process.  

Why they are stuck is often called the “Marketing Challenge.”  Good marketing “un-

sticks” them.  

So, what is this purchase process?

When any of us decide to do anything, we must work through a four-stage process.  

Buying a product or service is no exception.

It’s starts with “need”.  We must have 

the problem the brand solves.  For the 

brand to even be in our consideration 

set we need to identify with the solution.  

And that happens once we’ve identified 

with the problem or have the need.

Next, we must to be aware that the 

brand is associated with the solution.

Furthermore, we must know of and 

believe in the creditability of the 

“Brand Promise.”

What You’ll Learn

• Develop a measurement frame of mind

• Deploy simple data collection 

techniques (or make better use of 

existing ones)

• Learn what to do with the data you 

collect

• Develop reporting techniques that will 

drive real-time improvements and 

demonstrate return-on-investment.

Purchase Cycles and Event Marketing
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This is the suggestion that if we were to engage the brand that we’d have a solution to 

our problem.

Third, we need to get a “taste”, sometimes quite literally, of what the solution will feel 

like.  Call it a trial run.  But we or the Consumer must know that the solution is right.  

Before we give up our hard-earned dollars or valuable time and effort, the brand needs 

to show us that we’re not being conned.

Finally, we need to experience the solution and indeed realize that solution.  All the 

work done to set our expectations needs to align with our experience so that we 

become not only a buyer of the product or service but a loyal customer.

The indicator that your marketing is working and that it’s moving consumers through the 

purchase cycle is evident when you can measure changes in consumer attitude or 

behavior across this cycle.

Good marketing will change attitude among consumers who are stuck in the “Need” and 

“Awareness” stage.  Likewise, good marketing will change the behavior among 

consumers who are stuck in the “Trial” or “Purchase” stage.  

When you know where the consumers you engage are in the purchase cycle and how 

you’ve influenced attitude or behavior, you can start to get a clear picture of your 

marketing program's value to the Brand.

Purchase Cycles and Event Marketing (cont.)
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Measuring experiential marketing is about applying these ideas 

to your activations. It’s about knowing who you reached, how you 

impacted them, and how these two come together to deliver a 

dollar value greater than what was spent to create the 

engagement in the first place.

Your marketing “reach” is the number and type of people you 

“touched.”  It’s the experiential equivalent of “GRP” or “Gross 

Rating Points” and it is defined by both the impressions, 

interactions, and sample counts as well as the demographic and 

psychographic profile of your event patrons.

Impact is a measure of the change the marketing created.  It is 

measured in the context of changes in attitude and behavior.  

Where direct behavioral changes are not possible, future intent 

can be measured and modelled to accurately reflect actual 

behavior. 

Value comes from the merging of reach and impact to derive a 

monetary value.  When this monetary outcome is modelled 

against program spend, the resulting measure is the “Return-on-

Investment” or ROI.

How to Generate Consumer

Insights with your Event

Marketing Data

Defining Consumer Insights
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So… let’s look at an example of how ROI is 

figured.

During your marketing programs, you engage 

potential customers.  You actually engage a lot of 

potential customers.

Let’s Say You Engage 400 People.  And you learn 

half don’t currently buy the product.  (How you 

learn this will be covered soon.)  Through your 

onsite research you learn that 70% of these “non-

customers” leave the event saying they’ll buy in 

the future.

There are a lot of ways to estimate actual versus 

reported behavior.  We have research that 

indicates it’s around 60%. That’s 84 estimated new 

customers based on the experience you delivered.

And these new customers generate a dollar value.  

It’s done with simple math.

Let’s start by estimating a value per customer.  For 

purposes of example here, let’s assume a $45 

annual value.  There are a lot of ways to figure this 

but here, let’s just say that the average customer 

buys 3 SKUs per year at $15 each.  3 x 15 = 45.

Multiply those together and you have roughly 

$3,800 in incremental value.  If that day of activity 

cost $1,500 to pull off you’re looking at an ROI of 

around 252%.

The Basic Model:

Return-on-Investment (ROI)

84

Customers

$45 

Annualized

Customer 

Value

$3,780 

Incremental 

Revenue 

Delivered

$1,500 

Program 

Cost

252%

Return-on-

Investment
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To make it actionable, you need to segment it and compare it to benchmarks.  Here are 

some examples of what we mean by “Segments.”

In this hypothetical example, because of how the data was collected, the account team 

can see that they are delivering more than twice the return for the brand when they are at 

“Venue A” then when they are at “Venue C”.  This is common.  We see big differences in 

ROI by venue type with most of the programs we work on.  Likewise, you can see that 

there are differences by market (also common), staffing configuration, or even type of 

sample.

When you segment your ROI, you make the ROI actionable and provide yourself with 

unprecedented levels of expertise on what drives experiential marketing impact.

How to Translate ROI

Into Insights

Let me let you in on a secret that most of the industry doesn’t yet 
understand.  As soon as you get to the point where you have this number.  
This 252% ROI… you’ll realize it doesn’t mean anything.  Sure, you’ll wipe 

the sweat from your brow that it’s positive, but in of itself, it’s 
meaningless.   It’s not actionable.
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430%

175%

220%

450%

240%

300%

680%

280%

200%

450%

89%

500%

Venue Type Market Staff Onsite Sample Variety

How to Translate ROI into Insights (cont.)
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For example, let’s say for “Venue Type” above, The orange bar was “Fairs and Festivals,” 

the gray bar was “NASCAR,” and yellow bar was “Street Intercepts.”  The data clearly 

indicates that while the overall ROI was 252%, putting more focus on Fairs and Festivals 

(orange) and less on NASCAR (gray) or Street Intercepts (yellow) could double your 

return-on-investment.

This is how you not only look like an expert but become a true expert on what delivers 

return for the brand.

And to get there, you need just three things:

1. The Number of People You Reached

2. The Percent Who Represent Non-Customers

3. The Percent Who Want to Buy In The Future

You’ll get the number of people you reached from your field staff recap reports.  The 

percent non-customers and percent who want to buy comes from a simple Exit Survey.

Those are the basics and it’s truly that easy.

252%

Overall

ROI
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How do you convince consumers to spend significant money on something that exists only as an experience? This 

was the challenge of a tourist destination with a dusty reputation. The client needed to get consumers to rethink 

what they thought they knew about the destination and open their eyes to a whole new set of experiential 

possibilities. What better marketing to meet this challenge than an experiential marketing campaign?

The campaign team brought the destination to the consumer. With a number of haulers the team transplanted their 
large footprint to state fairs, local festivals, and other major events across the country to share the vacation 
experience first hand. With interactive games, virtual reality rides, immersive multi-walled video displays, and 
multiple branded take-aways the agency set out to dismiss past stereotypes, stop consumers in their tracks, and get 
them to reconsider their next vacation destination. And it worked. Really well. Consistently.

Insights for this campaign couldn’t focus just on the immediate impact on consumer travel intention; we needed to 
have a plan that would clearly demonstrate if consumers actually visited. But how do you do this when a family may 
wait as long as 6 months before they actually book a trip? We asked them.

• Exit Surveys. As patrons exited the event, we surveyed them on their past experience, past points of view, and 
new view of the tourist destination.

• Post-Event Survey. Any patron to the event registered with the tour team and provided his email address. We 
used these email addresses to follow-up three weeks later to ask what they remember, what actions they’d 
taken, and what actions they planned to take.

• Follow-Up Survey. Using the same email addresses, we reached back out to patrons after six months and 
asked again what they remember, what they’ve done, and what they plan to do.

PortMA delivered a white-labeled report after each event to the agency. The agency forwarded these on to their 
client. The data from the exit survey showed that for most event locations, the impact was strong, with as much as 
25% of event patrons experiencing a significant shift in their attitudes about the destination as a great vacation 
option. 

The post-event surveys showed that this positive shift continued with the majority (90%) of patrons three weeks and 
six months later. After three weeks, 10 to 15% of patrons reported they had planned a trip and 20 to 30% said they 
intended to take a trip. Six months after the experience 11% (consistently across events) reported that they had 
booked a trip to the destination for vacation.

With an average spend of $1,100 or more per visit, it was easy to see the ROI. The typical event engaged 3,934 
consumers over a week with the full immersive experience. With 11% visiting the destination at a value of $1,100 
each (a client provided figure), each stop was generating upwards of $476,000 in incremental value. With PortMA’s 
methodology and support, it was easy for everyone involved to see the value and importance of the program.

The Brand Challenge

The Campaign

The Measurement Strategy

Results
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Marketing: Mobile Tour
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EVENT ROI REPORTING CASE STUDY
Industry: Adult Beverage, Wine and Spirits

Marketing: Multi-Venue Intercept Sampling

How do you prove that a low price doesn’t mean low quality?  This was and is the ongoing challenge of a, not too 

new, adult beverage brand.  The brand is building shelf space off-premise, making inroads on premise, but still 

hasn’t seen the growth rates expected from what is truly a superior liquid in the category.

Liquid-to-lips.  The marketing agency identified 22 markets within which to conduct over 1,000 tastings.  From retail 

to sports bar, grocery to neighborhood chain restaurant, music festivals, and sporting events, the activation teams 

spread out across the country on a multi-wave, 7 month wet sampling campaign to demonstrate the superior quality 

of the brand.

PortMA was invited to design and execute a measurement strategy for the activating agency.  A data collection 

process was developed that captured the program reach (people sampled, premiums distributed, type of account, 

etc.), the impact (purchase intent, recommend intent, etc.), and value (return-on-investment).

Measuring Program Reach

Brand Ambassadors entered data into a secure, online portal PortMA developed and hosted.  This data was 

collected after each day of activation and clearly identified where consumers were engaged, how many were 

sampled, and what was given away to enhance the experience.

Understand Consumer Impact

A short exit survey was designed: it included only four closed-ended questions and averaged 35 seconds to 

complete.  The activation team used this survey (optimized for iPad based data collection) to gather 10 to 15 

consumer surveys per day of activity.  Across all markets, event types, and events this “database of impact” 

quickly grew into thousands of consumer survey responses.

Define the Monetary Value

The reach data informed how many people the marketing reached and how this reach varied by venue and 

market.  The impact survey revealed changes in consumer attitude and purchase intent.  These measures 

were brought together to calculate the return-on-investment (ROI) overall and, more importantly, how this ROI 

varied by market and account type.  By identifying those markets and account types with the greatest ROI, 

the team was able to target the higher performing accounts thus increasing the overall return for the brand.

The overall program ROI was measured at 126.2% in the first year, climbing to 372.3% in year three.  PortMA’s 

findings were approved by the brand’s in-house Consumer Insights Department for general dissemination 

throughout the brand’s organization.  

The agency has been able to use these findings to develop C-level relationships within the parent company and 

explore where they can provide sampling and analytic assistance on other brands within the portfolio.  Over time, 

this led to a greatly expanded relationship and millions in incremental business.

The Brand Challenge

The Campaign

The Measurement Strategy

Results
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EVENT ROI REPORTING CASE STUDY
Industry: CPG Ready-to-Serve

Marketing: Retail Sampling

A ready-to-serve consumer brand was experiencing slower retail growth even though they had recently extended 

the brand with new lines and additional flavor varieties. If they could get consumers to try the product, loyalty was 

strong but an ever increasing number of competitive SKUs had caught up to the brand. With more options came 

less first time buyers.

The brand engaged a PortMA agency partner to execute over 900 retail sampling events in seven markets. 

Sampling was to take place at different times of day, in five different grocery chains. The program needed to hit the 

sampling targets but onsite sales and return-on-investment (ROI) were to be monitored closely as the brand was in 

flux on how much each marketing channel would be funded. If the program couldn’t prove it’s value than it would be 

cut and funds moved to the marketing channels that could demonstrate the necessary impact.

PortMA was asked to define a measurement and reporting strategy that allowed the agency account team to 

monitor performance across all 900 events, 7 markets, and 5 retail chains. A program ROI model was needed to 

monitor and report on performance but the account team didn’t want to be surprised. If the overall return was going 

to be negative, they wanted to know well in advance of the recap so they could take corrective action before it was 

too late. 

After meeting with the account team and sitting in on initial Client launch calls, PortMA developed a data collection 

strategy that used the current field staff data collection system but adjusted the metrics being tracked. In addition, a 

simple onsite survey was implemented to collect consumer feedback on just a few variables:

• Past experience with the brand 

• Future purchase intent (both immediately and down the road)

Existing program field staff were trained by PortMA in these data collection techniques and the needed technology 

programmed and deployed. PortMA managed all aspects of this deployment and delivered continuous analysis and 

reporting to the agency account team all under the agency’s branding so they could share with their client as 

needed.

While sampling rates were average for retail (roughly 17 consumers per hour), initial consumer targeting was off.  

After PortMA completed an analysis of program reach and impact by time of day, adjustments were made to reach a 

higher percentage of the target consumer.  

This along with other real-time program adjustments based on PortMA’s analysis and reporting led to an overall 

program return-on-investment (ROI) of 160.9%.  At the market level, ROI ranged from 136.6% to 684.9%.  PortMA’s 

approach identified and reported on best practices at the market level to identify what was delivering the greatest 

return.

The ability to clearly measure and report on the program’s success led to expansion: the original 7 markets grew to 

18 total markets plus a mobile tour team. The original four month program extended to multiple years.  PortMA’s 

findings (delivered under the Agency’s brand) built confidence with the brand team that led directly to the program 

expansion.  The analysis and reporting provided by PortMA was credited as a key driver of this ongoing business 

for the agency and success for the brand.

The Brand Challenge

The Campaign

The Measurement Strategy

Results
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