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Experiential Design
Experiential design blends art and science to shape the
customer experience. The objective is to reveal new or
unknown value to our stakeholders through an experience
(be it digital or in-person).

CORE CONCEPTS

1.

Emapthy is the foundation.

2.

As a tool, try creating
empathetic parallels to
better understand your
stakeholders.

3.

Target the Senses Beyond
the Physical Senses.
The five physical senses are
only a means to an end. Target
the abundant human senses
beyond.

Context Matters.
Try thinking in terms of context and
be careful not to focus solely on
content.

Experiential
Design Process
The easiest way to design an effective experience is to start
by articulating the desired outcome.
Outcomes, as it relates to experiences, are intangible. Describing them will require
deliberate attention to how and what the stakeholder feels, senses, or wants.
Also, remember that your 'stakeholders' include anyone that interacts with your
organization, including sponsors, members, board of directors, employees/staff,
government bodies, and even the general public.
Experiential design can be considered for all stakeholders.

Experiential
Design Process
Next, consider the senses you need to target in order to
achieve the outcomes you want?
If we want an outcome of aspiration, then we may need the stakeholder feeling a sense
of inspiration combined with a sense of community, belonging and a heavy dose of
purpose.
We've created a list of senses (beyond the physical senses) that you may consider.
It is by no means an exhaustive list.

SENSE of...
Adventure
Duty
Danger
Curiosity
Pride
Dignity
Security
Achievement
Direction
Humor
Obligation
Guilt
Responsibility
Purpose
Independence
Rhythm

Self
Belonging
Relief
Panic
Fear
Appreciation
Justice
Right and Wrong
Urgency
Loss
Identity
Satisfaction
Timing
Awareness
Abundance
Triumph

Community
Freedom
Longing
Peace
Wellbeing
Calm

Experiential
Design Process
The final piece is designing the context for the experience.
How will it be delivered, experienced, approached, perceived,
revealed, or engaged with by targeted stakeholders?
To design the context and actual experience, you must be creative and highly
empathetic. Use empathetic parallels to test whether your design theory leads to the
senses you’ve identified. In the context of your design (not the content), does that
sense, or mix of senses, lead to the outcome you’re looking for?
These experiences could come in various forms, from digital to in-person.
If you need help with ideation, schedule a call with us or drop us a line.
Ask us about a fun and productive Experiential Design Workshop!
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