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(Brand Promotion and Experience Marketing)
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Abstract

Nowadays, consumers are prudential in their expenditures because of
an inflation and high living cost .They consider before paying and try to save the
money. Therefore, marketing managers try to control costs of doing business.
They search for a new effective method to promote brand. As a fact that marketer
should not use only advertising to promote brand. Using mere advertising,
it makes a result of decreased profit and a risk of losses. Hence, experience
marketing is going to be an answer for the prospering situation.

Experience marketing is a way to take consumer to try product or service.
All sensations that consumers perceived even in product functions and attributes,
will build experience in term of understanding and sophistications toward the
product and service. Cause of trial in product, it gives a chance for buying in the
future. Furthermore, experience marketing's cost is lower than advertising .It is

more effective in term of cost and emotion.
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