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Over the past few years, we have seen an interesting trend emerging, and it is  having a spiral effect on the economy.

Instead of acquiring goods, consumers are increasingly choosing to invest in experiences. Trips to exotic
destinations, brag-worthy dining experiences at five-star restaurants, and pricey boutique fitness classes are as
sought-after as the latest designer handbag.

No things

The luxury experiences economy has become so popular that it has grown to $1.3 trillion, and there are no signs of it
stopping.

In fact, according to market research firm Euromonitor, the global experience economy should reach $8.2 trillion by
2028.

Center for Generational Kinetics researchers found that 74 percent of Americans prioritize experiences over things.
What is more, this trend is prevalent across all generations.

Baby boomers are entering a stage where less is more, and more than half of millennials say they value experiences
over objects.

While researchers speculate over the reason for the shift, Milton Pedraza, CEO of the Luxury Institute, believes it is  a
direct response to the proliferation of screens and a desire among consumers for authentic human connections.

As a result, brands are investing more of their marketing dollars in experiential marketing strategies that bring their
heritage to life and create opportunities for storytelling, all while building relevancy and community around the
brand.

This sets up opportunities for engagement with the brand and with other consumers that create lasting connections
and brand love.
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People now recognize the brand experience as one of the drivers of luxury.

Opportunities abound for brands to create immersive, multisensory environments that fully embody the brand and
entice like-minded consumers to experience it.

There are endless ways luxury brands can do this from ephemeral pop-up shops that create a once-in-a-lifetime
experience to multi-city mobile tours that can generate buzz and introduce the brand to new markets.

Put your brand ahead of the curve
While many companies are adopting experiential strategies, there are a few key elements brands should keep in
mind:

1. Build anticipation.Use social to announce your event, and invite consumers to participate. There needs to be an
equal balance of exclusivity and inclusivity to keep consumers engaged.

Fashion designer Alexander Wang did it with his new pop-up StraightOuttaChinatown. By announcing it on
Instagram, he invited everyone to participate in some way, even though the event itself attracted celebrities and other
fashion influencers.

2. Make it relevant.Create experiential strategies that appeal to your target consumer's mindset, and then create
tactics that are tailored to those strategies.

Chanel created Coco Game Club, a playful pop-up on the rooftop of Paris' Galeries Lafayette. During the four-day
event, the brand created an exclusive arcade-like space to present its new Rouge Coco collection.

The pop-up attracted consumers with virtual games, professional makeovers and a party atmosphere with live music
performances, DJs and bespoke cocktails. In the evenings, the space became an invite-only event for influencers
and other noteworthy guests.

The brand's investment in gamification and other experiential strategies introduced it to a younger audience of
consumers who will continue to grow with the brand.

3. Create community.Consumers want to feel like they are part of something bigger than themselves.

While it is  essential to create an experience that connects them to the brand, connecting them to a bigger community
of like-minded people makes a larger impact and builds long-term brand love.

It is  this type of community engagement that Rebecca Minkoff creates with its RMsuperwomen blog.

The blog, and the brand as a whole, rejoices in the success of women in everything from motherhood to feminism.
It helps consumers connect with the brand while also breaking down the idea that they are alone.

4. Craft learning experiences.Consumers love an opportunity to learn and share information. Make it fun, engaging,
and informative, and they will rush to tell their friends.

To celebrate its 80th anniversary, Herms created a pop-up space, the Hermsmatic, that traveled to key cities in Asia,
Europe and the United States and allowed consumers to wash and dye their iconic silk scarves free of charge. The
bright, fun aesthetic intrigued consumers and invited them to experience the brand in a fresh, youthful way.

AS CONSUMERS INCREASINGLY seek connection and meaning in the things they do and the products they buy, the
luxury experiences trend is likely to intensify.

Creating immersive environments that show consumers what your brand is about and build emotional connections
with them will establish it in consumers' minds and hearts.

Kim Lawton is founder/CEO of Enthuse Marketing Group, a New York-based experiential marketing agency. Reach
her at klawton@enthuse-marketing.com.
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