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THIS WHITEPAPER HAS BEEN WRITTEN BY PROF. THALES TEIXEIRA ON BEHALF OF AND SPONSORED 
BY NVE EXPERIENCE AGENCY. IT REPRESENTS THE SOLE VIEW OF THE AUTHOR. IT IS PROPERTY OF 
THE SPONSOR. ANY DERIVATIONS OF THIS DOCUMENT, SHOULD REFERENCE THE ORIGINAL VERSION.

The purpose of this whitepaper is to apply The Economics of Attention framework 
to measure the full value of an experiential marketing event. The sponsor of 
this whitepaper is NVE Experience Agency, an experience marketing agency and 
event production company that creates distinct and data-driven experiences 
rooted in cultural context. NVE delivers creative brand solutions for some of the 
world’s most iconic brands, including Adidas, Amazon, Diageo, MHUSA, Uber, 
Twitter, and Apple. NVE creates experiential marketing programs that convert 
consumer attention into action, sales, and brand loyalty. Yet, the novel frame-
work presented here can be applied to virtually any type of event and be used to 
reduce wasteful spending, and increase effectiveness in marketing decisions. 
The ultimate goal is to have a more predictive, reliable and generalizable meth-
od to measure the total impact of events for marketers.

EXECUTIVE SUMMARY

Measuring the Value of 
an Experience
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In the past decade, attention has become increasingly scarce and expensive. The 
explosion of new media has led to a huge competition for attention among mar-
keters. Consumers are constantly overstimulated by ads and, as a result, their 
effectiveness as an attention capturing tool has greatly diminished.

One increasingly effective route for advertisers to capture consumer attention is 
through experiential marketing. By allowing consumers to engage with brands 
and products through the multiple senses, consumers tend to dedicate consid-
erable more time and attention to branded messages. However, as experiential 
marketing grows as an alternative medium for attention capture, marketers are 
challenged to measure and understand the full value of this medium. New tech-
nologies have certainly helped in this endeavor. While certain technologies have 
started to facilitate richer data capture, the data still remains fragmented and 
have yet to show meaningful insights to evaluate campaign success and inform 
long-term strategies.

This whitepaper sets out to identify a new approach to experiential event mea-
surement. Here, I attempt to assess the total value of the attention garnered in a
prototypical event, not just the direct attention captured from visitors. I fur-
ther provide a rigorous method that allows both experiential marketing event 
organizers and their client marketers to measure the most important sources of 
monetary value from events, thereby being able to compare it with other sources 
of consumer attention. This will allow for the better design and execution of 
events as well as more effective allocation of marketing dollars across multiple 
consumer touchpoints.

In sum, this whitepaper is an independent initiative led by the NVE Experience 
Agency to build a proprietary approach that quantifies the value of experiential 
events. In this collaboration, NVE has provided the data of past events and I 
bring to bear my Economics of Attention theory.
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Any media, such as television, print 
or the Internet, is fundamentally a 
channel to capture a portion of the 
attention that consumers allocate to 
stimuli. Unfortunately, the price to 
show a 30-second ad to 1,000 people 
(the CPM) in traditional media has 
been rising fast in the last two de-
cades, faster than inflation. In the case 
of TV advertising in the US, during 
primetime and during the finals of the 
football championship (Super Bowl), 
the cost started to rise faster than in-
flation around 1995. And, at the same 
time, the quality of the attention pur-
chase by advertisers, as measured by 
the percentage of viewers not skipping 
TV ads, has fallen consistently over the 
years. Collectively, this translates into 
a sevenfold rise in the effective cost 
of attention in the past two and a half 
decades, ending in 2018 [1]. The field 
of the Economics of Attention tries to 
explain this phenomenon, and identify 
media channels that are both cheaper 
and can capture more high quality 
attention.

Advertisers fundamentally care about 
identifying channels that enable them 
to “purchase attention” from their 
target customers at low cost and high 
quality. While, for some advertisers, 
television may still satisfy these 

criteria, the reality in the last two 
decades is that the cost of attention on 
TV is rising and its quality is eroding 
fast. Consequently, many advertisers 
have moved to purchasing attention 
elsewhere [2]. This trend has in part 
given rise to digital marketing with 
marketers investing significant por-
tions of their budgets in banner and 
display ads, search engine ads, social 
media ads, mobile ads, online videos, 
among other forms of paid advertising 
on the Internet. Many of these new 
media have been shown to be more 
cost-effective than traditional forms of 
media, but that is not always the case. 
One important factor at play is that the 
rise in online ad clutter has quickly 
contributed to the reducing effective-
ness at which online ads can capture, 
let alone retain, consumer attention 
[3]. Where online ads lack, experiential 
events abound. Experiential events has 
been one of these growing “markets” 
for acquiring high quality attention. 
But exactly how valuable is it?

In order to assess the value of an 
experiential marketing event to adver-
tisers, I built a conceptual framework 
based on fundamental principles of 
The Economics of Attention. Attention 
value can be measured in terms of 
quantity of attention (e.g., number of 

people x duration of their attention) 
as well as in terms of quality. Since 
measuring directly the quality of 
attention in any media is difficult, if 
not impossible. I resort to assessing it 
indirectly in the form of how attention 
changes consumer’s attitudes, behav-
iors and drive eventual purchases. The 
monetary value of this collection of 
outcomes is found by estimating their 
financial impact to the advertiser. This 
is the guiding principle that will be 
used next.

02



Thales S. Teixeira | Harvard Business School  A New Framework to Measure the Full Value of Experiential Marketing 6

As per general experiential marketing claims, brand-centric events aim to 
engage audiences, convert this into action, sales, and brand loyalty, and amplify 
their experience to larger audiences. In other words, branded events have a 
direct impact on those attending and an indirect impact on consumers that did 
not attend the event. The purpose of this whitepaper is to build a generalizable 
framework to capture these different forms of consumer impact and quantify 
them in order to measure the full value of an experiential marketing event for 
brands. As such, seven factors collectively aim to capture the most important 
and measurable elements of an experiential marketing event.

In order to capture all the direct effects of the event on the customer funnel (or 
decision journey) of the attendees of the event, I use the following four factors:

1 ATTENTION → 2 ATTITUDE (CHANGES) → 3 INTEREST → 4 CONVERSION

These factors were chosen because they allow for experiential events to impact 
all major stages of the customer’s journey (or funnel). Specifically, these four 
factors collectively capture most of the direct impact of an experiential market-
ing event by capturing an attendee’s attention, changing their attitudes towards 
the product or brand in a positive manner, for the most part, causing some of the 
attendees to be interested in acquiring the product(s) of the brand sponsoring 
the event, which subsequently leads to sales or other types of conversions (e.g., 
sign-ups, downloads).

The last claim of experiential events is that it causes attendees to propagate the 
brand’s message to others (amplification) who did not visit the event. This can be 
measured via:

5 TRADITIONAL MEDIA CHANNELS 
6 SOCIAL MEDIA
7 HYPERLOCAL VISUALS (OOH)

Due to the uniqueness and highly elaborated nature of these events, they rou-
tinely attract the attention of reporters of traditional media channels that write 
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stories about the brand sponsor and the event. This indirectly attracts atten-
tion from other consumers in the form of PR value. Further, attendees often 
engage in word-of-mouth via social media or personal conversations with their 
networks and this creates social media value for the brand. As we will see in the 
next section, this factor alone is responsible for two very desirable components 
of an experiential marketing event. First, it amplifies the message from visitors 
to their acquaintances. Second, where present, it allows for large-scale ampli-
fication through influencers with a large following. Lastly, the size and visual 
impact of the venue of an event also creates attention for passers-by that most 
closely resembles the attention to public billboards (OOH). Collectively, these 
three factors aim to measure the indirect impact of the event on non-attendees. 
In sum, these are the direct and indirect factors that an event creates of market-
ing value for its sponsors:

A proprietary set of formulas govern how these seven factors are precisely mea-
sured. However, going into such methodological details is not the main purpose 
of this whitepaper. It suffices to say that multiple sources of data are required to 
measure these factors at events, among them, RFID, consumer surveys, media 
tracking and social listening. Ultimately, what is critical is that brand marketers 
intent on measuring and optimizing the total value of their experiential events 
should plan upfront to collect these data. Only then will it be possible to use the 
framework here described. In order to provide a glimpse of the output of this 
framework, next I provide a stylized example.

NOTE: MULTIPLE SOURCES OF DATA CAN BE UTILIZED TO MEASURE THESE FACTORS AT EVENTS, 
AMONG THEM, RFID, CONSUMER SURVEYS, MEDIA TRACKING AND SOCIAL LISTENING.
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Lastly, I show the general application of this framework to a prototypical event. 
Events tend not to reach as many consumers directly as compared to mass me-
dia such as television and online ads. As such, the direct and purely attentional 
value of any branded event tends to be small. For instance, let’s assume that an 
event that attracts 3,500 visitors who stay an average of 60 minutes has a direct 
attentional value of x (see component 1 in Figure 1). Other components can now 
be measured as multiples (in dollar value) of x.

FIGURE 1

As previously discussed, live events tend to generate a significantly larger 
indirect attention value in that the participants are highly engaged with the 
product or brand and engage in word-of-mouth to reach acquaintances that did 
not participate in the event. This component of a well-executed event can have 
a monetary value to the brand of as much as 10x the direct attention garnered¹, 
which would amount to up to 11x in combined direct and indirect attention value 
in this example (Figure 1).

Events are also known for their ability to have a significant attitudinal and be-
havioral impact on those consumers that attended it. Visitors are likely to leave 
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the event with a higher brand favorability and be more likely to buy the sponsor’s 
products. Using the framework, an additional value of 2x to 4x the direct atten-
tion value can be accounted for (see component 3, Figure 1).² Finally, we can add 
to that the indirect attitudinal and behavioral impact, i.e., the changes in brand 
favorability and purchase intent of the people that did not attended the event 
but were influenced by it through indirect means (component 4, Figure 1). For 
instance, this factor alone could represent an additional value of 2x on top of the 
previous factors. To sum it up, an experiential marketing event could provide the 
client brand in this case up to seventeen times more value than just the direct 
attentional value it has gardened.

Of course, the actual number will vary dramatically based on the brand, target 
audience, product promoted, and other event executional aspects such as size 
and content. What is important to note is that, as a consumer marketing tool, an 
event generates a combination of factors, directly and indirectly, that collectively 
have the potential to create a significantly higher value for the brand than tra-
ditional and digital advertising. If done well, an experiential event can be highly 
impactful and cost-effective relative to other media. The framework in this 
whitepaper is novel and unique. Coupled with a rigorous method for measur-
ing each factor, it can be used as an attention quotient to determine the various 
sources of impact of an experiential event as well as to aid in the design and 
planning of future events.

¹ Assuming the previously mentioned amplification effects.
² Accounting for the attitudinal, behavioral and conversion effects.
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