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Brief Explanation/Outline of Project 

 
i.e. Immersive and Experiential Design: creating illusions and making memories.   
 
An investigation into how these two principles can shape design and engage people with a 
product or event, to create memories and brand loyalty.   
 
Immersive design focuses upon the environment, how various stimuli, such as scent, sound 
and lighting, can be utilised to create a ‘knowledge-centric’ experience (Chertoff et al, 2008).  
The experiential element works together within the immersive environment to create the 
narrative and provide the experience or story (Munro, 2015).      
 
Through my research I will investigate immersive and experiential design techniques in more 
detail and aim to develop tangible products and/or events, which combine these elements to 
deliver informative, engaging brand narratives. 
 

Context / Rationale 

 
Despite an increasingly digitally enabled world, consumers still have a desire to engage with 
products and events in the ‘real-world’, sharing their experiences via social media and 
becoming brand advocates.  Adams (in Perrett, 2016) suggests that this is partly due to the 
growth of millennial consumers, who want to be involved with a tangible experience, then 
share their enjoyment of the experience via social media.  Experiential design develops 
these compelling and memorable experiences (Chertoff et al, 2008), which can then be 
shared online by the newly created ‘brand ambassadors’.  This is supported by research 
from Pearlfinders (Gyton, 2016), which predicts a 40% growth in experiential event demand 
by UK brands in 2016 and a 10% increase in focus on ‘youth’ audiences. 
 
Immersive experiences consider the broader techniques used to create the environment, in 
which someone engages with a product or participates in an event.  This may involve the 
utilisation of digital technologies, such as Augmented Reality (AR) or holographic 
installations, or an interactive element on a smaller, more personal level (Munro, 2015).  
Koepfler and Evans (2016), suggest that there is currently a shift away from the fully 
immersive virtual environments and a move towards ‘shallow interaction’ design, which 
focuses more on human-to-human interactions, with a peripheral digital element.  
 
The overwhelming choice provided by the internet has created a demand for the familiar, 
where people seek out what they know and reminisce about the familiarity of the past.  
Whilst this has previously only affected older generations, close to retirement, a new 
phenomenon of ‘early-onset nostalgia’ has been observed in Millennials. (McGinley, 2016). 
 
Through my research I hope to be able to show how design can be used to develop tangible,  
immersive and experiential experiences, which impart knowledge.   
Can old products be deconstructed and re-imagined to produce a new item, that is not only 



practical, but is also engaging, communicates a narrative and creates new memories? 
 

Key Area of Research 

 
Zoels and Gabrielli (2003), in Berridge (2007), developed The Experience Matrix, which 
provides a large number of key areas of research to investigate further, namely:  
 

Experience Matrix 

Sensory 

Tactile responsive, flowing 

Visual pleasing, current colours, lush 

Photographs 

Auditory, mystical, enticing hip 

Intellectual 

Emotional adventurous, intimate, authentic 

Functional resources, geographic 

Information, product information 

(Cultural) self-actualizing 

‘Core’, non-pretentious, aspirational, personal image 

 
Of particular interest is the sensory element, identifying how sounds, smells, images, tactile 
surfaces etc; can be used to create different perceptions of products, connect with existing 
personal beliefs and therefore create an immersive environment and how psychology may 
play a part in understanding the effects of sensory change? 
 
There is also further investigation to be done into why consumers are turning towards, 
products that have a meaning, a history or a story to tell?  What factors are directing this 
trend?  What role does political, environmental or educational awareness play? There is also 
a requirement to identify the key target audiences. As already discussed Millennials have 
increasingly moved towards engagement focussed brand events, but WGSN’s (2013) report 
into the luxury market suggests that this sector is also moving away from ‘mega-brands’ to 
individual, heritage based ideologies. 
 
In addition to this, I will need to research how different physical materials can produce 
different sensual stimuli, to create engaging experiences. Whilst technology is a key 
technique listed by Munro (2015), can more traditional materials produce equally engaging 
events, as demonstrated by London’s pop-up Wool B&B (Thomas Bailey, 2016)?  Is it 
possible to recondition existing products to become autonomous new experiences, for 
example, industrial waste being turned into musical instruments? I will also need to 
investigate and understand the history of these materials, which could be incorporated into 
their aesthetics to create tangible narratives and meaningful ‘experiences’ for the consumer.   
 
Depending upon the final product, there may be issues to consider relating to weight and 
transportation, which need to be explored, likewise production costs are likely to be a key 
consideration, as well as return on investment. 
 

Intended Outcomes of Project 

 
To produce engaging and informative interior products using historical materials.  Creating 
an immersive space in which to display the products to produce informative brand 
experiences.  
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