
The lights dim, the curtains part, 
and magic takes the stage. When 
the performance concludes and a 
beguiled audience saunters from 
their seats, a question looms —   
one that defines the success of 
the experience:

THE
MARKETER’S 
GUIDE TO 
JOY

Insights from Group Delphi



Every experience should strive to create 
this ineffable but essential emotion. Joy is 
a universal emotion that can create lasting 
affinities that will reward your efforts for 
years. Moreover, it can be dependably and 
authentically sparked with a modicum of 
magic and a top hat full of technique. But 
how do we as experiential marketers spark, 
as Shakespeare wrote, that “The treasury of 
everlasting joy?”

Theater achieves this effect through is 
presentation of narrative, drama, and 
effects. Marketers share some these same 
tools but too often ignore their cumulative 
effect. The results are often noisy 
campaigns that confuse their messages by 
evoking too many simultaneous feelings. 
When properly evoked, however, joy will 
prove a potent and lasting means of 
reaching your audience that continues well 
beyond the show floor.

So, step right up and witness, firsthand, 
the practical magic of joy and how it can 
be brought into the spotlight of your next 
experiential marketing campaign!

DID THEY
FEEL JOY?
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WELCOME
BACKSTAGE

What is joy? Is it an emotion, a feeling, a 
concept, a construct? Every industry has its 
jargon. Experiential marketing companies 
have their fair share but for every “metric” 
there is magic to be had, and beyond 
“drayage” there are dreams to be made. 
What holds everything together is joy — the 
joy in our work and the joy it produces. 
Remember the question: “Is your product a 
painkiller or a vitamin?” What if it’s neither? 
What if the question is “What color is your 
M&M?”

There’s the kind of joy that comes from 
having a well-organized family room, per 
organizing phenom Marie Kondo, and then 
there’s having an experience that feels 
good at the moment. This differs from 
“happiness,” which is generally defined as 
feeling good over time.

Joy can be the doorway to transcendence, 
which tops psychologist Abraham Maslow’s 
“hierarchy of needs” as proposed in his 
landmark paper “A Theory of Human 
Motivation.” At the base of the pyramid of 
physiological needs — like food, clothing, 
and shelter. Next up is safety followed 

closely by love and a sense of belonging. 
Ego, status, and other esteem-based needs 
are the next level up, followed by cognitive 
and aesthetic needs, which lead to self-
actualization. However, the uppermost 
point — transcendence — is where the 
magic happens and where marketers 
can be of the greatest service to their 
audiences.

“Transcendence refers to the very highest 
and most inclusive or holistic levels of 
human consciousness, behaving and 
relating, as ends rather than means, to 
oneself, to significant others, to human 
beings in general, to other species, to 
nature, and to the cosmos,” Maslow wrote 
in Farther Reaches of Human Nature.

Recent studies of joy indicate how its 
invocation affects and influences decision 
making. This is a boon for marketers who 
need to create lasting affinities with their 
brands. Let’s explore the concept of what 
joy in a marketing context can be, why it’s 
relevant now, and who some of the thinkers 
and players are in this space (i.e., Joyful 
author and TED Talk alum Ingrid Fetell Lee).01



What holds everything together is joy —
the joy in our work and the joy it produces. 
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THE JOY 
FACTOR: 
SCIENCE

The makers of canned whipped cream 
dessert product Reddi-Wip, hired a human 
happiness researcher to conduct a survey 
exploring the concept of joy. Dr. Sonja 
Lyubomirsky, Professor and Vice Chair, 
University of California, Riverside found 
that that 93 percent want to find more ways 
to experience joy every day. According to 
a release about the findings, “the survey 
shows that most people (83 percent) would 
rather experience a small amount of joy 
every day instead of a large amount once in 
a while...

“When we have joy in our lives, we are 
more connected to others, more creative, 
and physically healthier,” says Dr. Sonja 
Lyubomirsky, Professor and Vice Chair, 
University of California, Riverside. “If you 
make another person feel joyful, you not 
only feel more joyful yourself but foster 
greater connection and generosity in your 
community.”
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“Um, great — but what does this mean for marketers?” 
you ask. These simple concepts have direct corollaries 
within effective experiential campaigns: 

LYUBOMIRSKY’S 
4 NOBLE TRUTHS

Relish Ordinary 
Experiences

1

Provide a Joyful 
Experience

Be 
Memorable

Inspire 
Connection

Be 
Shareable

Positive 
Reminiscence

2
Nurture Your 
Relationships

3
Celebrate Good 

News

4



If only it were that easy, right? Since joy 
is inherently greater than the sum of its 
parts, it doesn’t result from a mere recipe. 
Moreover, there are often obstacles that 
preclude joy from arising no matter how 
expertly the above four concepts are 
implemented. 

There are two major tendencies that  
intrude upon our ability to both experience 
and share joy — an innate “negativity 
bias,” wherein we perceive greater gravity 
in negative experiences, and habituation, 
which is essentially growing used to 
positive experiences such that they no 
longer have the same effect.

Yet, a rubric in marketing holds that we 
regularly share consistent messages. The 
old chestnut that it takes seven exposures 
to a message before it begins to register 
could prove utterly joyless to those 
experiencing it. The fix?

As one of our alumni put it: “Set the  
stage and steal the show…”

When we have joy in our lives, we 
are  more connected to others, more 
creative, and physically healthier.
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JOY IN ACTION: PROCESS

What follows is a process for the 
implementation of joy throughout the 
life-cycle of a campaign or customer 
experience.

In order for joy to develop naturally, 
marketers have to create an experience that 
is invested with real emotional value. This 
is where our theater background serves us 
well: You need to create a customer journey 
— a story — that provides a cathartic 
experience for your customer. 

On the stage, page, and screen, this 
is most often achieved by creating a 
relatable heroine or hero who serves as an 
audience’s narrative proxy. A compelling 
story can enrapture its audience and create 
an emotionally resonant bond with the 
material. Consider the viral YouTube video 
(nearly 23 million views at last count) in 
which a three-year-old explains the plot 
of Star Wars — she was so drawn into the 
story that when she gleefully recounts the 
destruction of the Death Star, she claims 
“We blowed it up together.” Indeed, the 
Force was with her and she too helped 07



rid the galaxy of evil. The joy of her 
recollection is lightning (or lightsaber) in a 
bottle. 

Your experience need not be as grandiose 
(unless that’s your brand’s jam) but the 
moment is worth reflecting upon — how 
do we, as marketers, create a succinct, 
directed, customer narrative that is not only 
memorable but sharable? How do we make 
the customer the hero of the story, take 
center stage, and leave whistling the tune 
with joy in their hearts?

The first consideration is Novelty. You 
established the pattern and now you can 
disrupt it. Use the element of surprise (it’s 
not just for war anymore!). This is why pop-
ups often turn up in successful experiential 
marketing efforts. As the Atlantic recently 

reported, “Google pops up donut shops 
to promote its new internet-connected 
speakers; Bvlgari invites models to a 
popcorn-themed fashion pop-up in Paris.” 
Donuts and popcorn are not elements 
typically associated with consumer 
electronics or fashion brands and yet, the 
biggest among them are embracing whimsy 
over staid reiterations of their respective 
value propositions.

Find the sweet spot between the new and 
the known or as cultural critic Kirby Fergus 
Apr 22 Dining chairs/set of 8 $750 

 
$190
Apr 22 European contemporary style dining 
set $190 (fremont / union city / newark) 
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SERENDIPITY
Setting the stage for joy means creating 
a space for a sense of serendipity — the 
faculty of making fortunate discoveries 
(seemingly by accident). For marketers, 
this means providing a context in which our 
audience can enjoy a personal, emotionally-
resonant Eureka moment within your 
experience. Even when it’s expected…

In his book, Wabi-Sabi for Artists, 
Designers, Poets and Philosophers, 
Leonard Koren observes “Every spring 
the cherry trees bloom for about a week 
at most. But a sudden rain or wind can 
cause the delicate pale pink flowers to 
fall away at any moment. During this brief 
window of opportunity, large and small 
groups of people spread mats and blanket 
under cherry trees throughout Japan. 
Instantaneously a place...and an event are 
created.” And the result of this experiential 
moment is joy incarnate.
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Leaning into what Ingrid Fetell Lee calls 
the Aesthetics of Joy — using graphical 
elements that are round, pops of bright 
color, symmetrical shapes, creating a 
sense of abundance and multiplicity, 
lightness and elevation. Lee’s work 
spawned the hashtag #joyspotting, which 
can be integrated into one’s social media 
campaigns for added street cred.

Consider color tastemakers Pantone who 
have long excelled at fomenting joy through 
its auspicious selections (if not outright 
invention) of colors. For 2019, their “color 
of the year,” Living Coral, is the embodiment 
of joy. With its hues of peach sorbet and a 
faint blush of magenta it’s almost familiar 
— yet completely new. 

AESTHETICS
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Literary critic Roland Barthes explored 
the notion jouissance (a French idiom 
combining “enjoyment” with a kind of 
transcendent, perhaps even transgressive, 
sense of pleasure), which he applied to 
stories that incite bliss and transcend 
their own text with the feeling they invoke. 
Marketing, with joy in mind, can achieve the 
same. You need only hear the opening bars 
of Coca-Cola’s tuneful I’d Like To Teach The 
World To Sing (In Perfect Harmony) and 
your heart begins to soar a bit.

Likewise, when Virgin Galactic wanted 
to introduce the universe to the world’s 
first commercial manned spacecraft, 
Group Delphi seized the opportunity to 
explore transcendence on a whole new 
level — literally, transcending the bonds 
of the earth itself. How do you make an 
800-person event in the middle of the 
Mojave Desert defy gravity? We created an 
experience that was as awe-inspiring and 
visually-arresting as notion of space travel 
itself.

To create this kind of experience, we 
lean on our past in theater to create live 
experiences that elicit joy. The results 
are not only spectacular but produce 
real emotional effects. The University 
of Arkansas Department of Education 

AESTHETICS

TRANSCENDENCE
conducted a study that explored the 
effect of live performances on students. 
Among the advantages was a measurable 
increase in students’ capacity for empathy, 
whereas a control group that only read 
the play or viewed a cinematic adaptation 
did not have the same benefit. This isn’t 
a recommendation that your experiential 
marketing becomes a Broadway hit (though, 
why not?) but rather to embrace the wonder 
that and joy that creating a theatrically-
inspired experience can generate.



THE JOY OF MARKETING 
WITH DELPHI

For us, joy is not a panacea, it’s a practice.  
Throughout the life-cycle of our projects, we 
cultivate joy as part of our creative process 
and how we work with our clients. This 
was particularly evident with Pixar, whose 
computer-animated films of are synonymous 
with joy. A 15-minute drive from Group 
Delphi’s San Francisco Bay Area location, 
the Oscar-winning entertainment juggernaut 
was promoting its signature visual effects 
software at Siggraph, an annual trade show. 
Instead of framing the demonstration in 
a didactic show-and-tell, we recreated 
a classroom from Pixar’s film Monsters 
University that reflected the ebullient design 
of the film while creating the wonder and joy 
of being a student in a favorite story world.

This is what we believe: Joy creates better 
results. If you love what you do it’s baked into 
the work and it’s transmissible — others will 
feel it.

Our story begins in the theater and the spirit 
of the stage infuses everything we do. We’re 
show-people and creativity is our calling card. 
At our core, we are artists who practice the 
art of experience. For us, the joy in creating 11



Life is short, enjoy the show.

remarkable experiences comes from working 
with like-minded partners who see the spirit of 
experiential marketing as more than merely the 
amount of footprints left on the show floor. 

What we create is about something deeper and 
special. Our work provides a real opportunity 
to connect your message meaningfully with 
your customer in a manner intended to be joyful 
and transcendent.  Whether your organization 
is a start-up or long-established, we know how 
to express your mission in a manner that is 
distinguished and on-brand.

To that end, we’re seeking partnerships — we 
want to share our inspirations and together craft 
an experience that is as creatively fulfilling for 
you as it is exceptional for those who encounter 
it firsthand. When you work with Group Delphi, 
you’re creating with creative professionals 
and artisans whose trade and training reach 
back millennia, to the very roots of theater. 
This is more than booth-making, together we’re 
creating living art and therein lies the fount of 
joy. As our co-founder Tony Erpelding aptly put 
it, “Life is short, enjoy the show.”
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