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Executive summary 
The thesis explores the gap between theory and practise throughout the hospitality industry. 1) It iden-

tifies is a lack between theoretical progression and practical use; 2) it develops a framework to explore 

and explicate this gap; and 3) it presents tangible recommendations to the industry in general, on how 

to improve performance and industrial capabilities, by turning attention to the insights presented in the 

thesis’ framework, analysis and conclusions. 

Key findings 

• A lack of strategic development throughout the industry. 
• The main challenges for industrial success and use of experiences are to understand relevance, 

activity and strategic foundation to increase customer value. 
• The use of strategic experience development is fundamental in the focus of increasing in-

dustrial recognition and competitiveness. 
• Experience design can be controlled and measured by using metrics, measures and objectives, 

presented throughout this thesis. 

Recommendations 

• An emphasis on experience planning and strategy will provide more aligned activities, and 
therefore create more relevant experiences. 

• The industry must recognise and understand the Experience Economy to exploit it. 
• Organisations must consider if their current commercial expenditures are being put to good 

use, or if the money should be reallocated to experience design. 
• Experience development incorporates the entire organisation, making it vital to share goals, 

communicate organisational culture and use staff as a resource. 

Conclusion 

Through the industrial analysis, I have identified only few areas that differ from the presented frame-

work, and the actual experience design. Through interviews, I have determined that some of the indi-

vidual areas of the framework are already being focused upon, however these will not be optimised 

without the use of the remaining areas. Given the fact that organisations may already understand parts 

of the design, only a small amount of resources is needed to diminish the gaps, making the implemen-

tation of the presented experience framework realistic in practice. 

The thesis argues that optimisation of the experience strategy is vital for the industry to 

increase competitiveness, and to step out of the negative trend within the area of hospitality. Individual 

organisations must incorporate the experience framework presented, and HORESTA, the trade asso-

ciation must act as an implementer by training, leading and guiding organisations.  

 

For future research, I identify the need of generalisable data, which can only be extracted after the 

framework has been put to actual use, as this will determine its effectives in creating customer value. 

Also, new research must be made to focus on the pricing and revenue management of experiences, as 

this will become essential to the overall success, and industrial monetary value over time. Further-

more, companies that do implement the framework, and follows the guide, will be able to provide 

detailed evaluations of the degree, to which the experience development creates customer value. 
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Act I – ‘Welcome’ 
 

Since Pine & Gilmore (PG) presented their view of the Experience Economy (EE) in 1999, 

the theory has been ever-present across various industries, and markets. The term has become 

of a populist nature, as governments focuses on regional development, and the service in-

dustry focuses on creating experiences for consumers. Even though the two concepts differ, 

they are highly dependant on each other. A regional focus may become the catalyst for indi-

vidual development, which is vital for the development of a region. Therefore, it requires a 

collaborative development to increase value, through the use of experiences. Additionally, as 

this term has become important in many areas of our environment, the scarcity of research 

made, since its origin a century ago becomes of interest. The service literature seems to have 

wandered off into categories such as tourism, sports and event management, rather than pro-

viding practitioners with elaborate academia, concerning the use and creation of experiences. 

 

PG argued ”Businesses must orchestrate memorable events for their customers, and that 

memory itself becomes the product - the ’experience’”. With this, organisations began focus-

ing intentionally on creating memories, however only few organisations accomplished this 

mission. Therefore the theoretical gap must be challenged, and practitioners must begin 

understanding the concept of EE. To do so, I have sparred with HORESTA (HO), the trade 

association of the hospitality industry, to determine the usage of the EE, with the aim of creat-

ing a guide, which will successfully lead organisations towards a strategic understanding of 

the term. Also, as HO must guide its members in the right direction, it is important to ac-

knowledge their view of the industry, to understand how a framework will be beneficial in the 

future. Furthermore, as pundits have defined the EE as the next large economic influencer, its 

significance for customer value creation, may be of interest to the society as a whole.  

Aim of the report & future usage 

The overall aim of this thesis is to explore the gap in experience academia, by identifying the 

weaknesses of the industry, and the industrial understanding and use of the EE. However, 

rather than simply focusing on errors and mistakes throughout the industry, I will present a 

framework, which can be used in the creation of customer value. This will highlight the cur-

rent issues and common practices within the industry, and offer theoretical and practical ex-



	  	  

6	  

amples with a strategic purpose. Finally, a guiding view of implementation and development 

will be presented. Therefore, the aim is for organisations to acknowledge and appreciate stra-

tegic experience development, thus creating customer value, and through this, increase the 

overall recognition of the industry. 

 

Since HO is key for the approach to become useful, this thesis will be sent to thesis-

supervisor and chairman of the HO board, Jens Zimmer Christensen (JZC), in the hope of 

being able to influence the ideology and aims of HO, as well as the perception from others. It 

may be argued that a guide focusing on increasing the total value of the economy, would be 

more beneficial than looking on the development of individual actors, however these thoughts 

will be touched upon throughout the thesis. Also, I believe that all actors must be a part of the 

transformation, and that it takes individual effort to work towards a shared purpose. 

Background and motivation 
My overall motivation for researching the industry, the EE, as well as believing the industry 

to be inadequate is based on years of work within hospitality. As mentioned, I hope to create a 

new approach of implementation and strategy, as the thought of actually generating new ideas 

towards the industry, is a large motivator. With this, I hope to see a different view towards the 

industry, resulting in respect and admiration. If this report could help the development of the 

industry, by organising and strategising organisations, it would have been worth spending my 

time and focus on.  

Research area and problem statement 
The main catalyst for the creation of research questions, and focus, has been determined by 

using the following postulate: 

 

The industry will never develop, unless it recognises the EE, understands the importance of or-

ganisational performance, and implements a strategic focus on developing and managing ex-

periences! 

 

Especially the internal areas are of interest, and will act as a catalyst throughout this thesis. In 

order for the industry to develop, this area is vital, as it will provide the actors with the under-

standing and capabilities needed to develop. Even though I acknowledge the external aspects, 

these are hard to investigate, as governmental concerns are of a difficult nature, and market 

development consists of the shared industrial change, which will take time. The external as-
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pect will however be discussed throughout the thesis, however they are of less importance, 

due to the complexity of their areas. As a result of this, the following areas of importance 

throughout the thesis are; the recognition of the EE; the improvement of competences; the 

creation of customer value; and, the evaluation and measurement of the new development. 

 

By focusing my research on these areas, it becomes possible to formulate the following re-

search questions: 

Research questions 
• How can experience control and governance be combined based on theory? 

• Which theoretical perspectives are relevant within experience governance and value creation? 

• How can organisations optimise their planning of experiences, and how may this be evaluated? 

• Are organisations acknowledging the EE, and how is this incorporated in their strategy? 

• How have the chosen cases developed their organisation to ensure a customer value creation? 

• To which extent is it plausible to assume that a framework or guide can be made to ensure value 

creation through experiences? 

• When implemented, how will it be possible to ensure an experiential mindset? 

Report structure 

	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  

Limitations & explanation 
Within the EE, two approaches exist. The first, is the actual EE also known as the experience 

sector, in which organisations primarily use experiences, as the offering sold is the actual ex-

perience as seen with e.g. Disney World and Tivoli. The latter approach, concerns organisa-

Act I – Introduction 
 

Act II – Methodology 
 

Act III – Industrial performance 
 

Act IV – Theoretical analysis 
	  

Act V – Experience Governance 
 

Act VI – Industrial analysis 
 

Act VII – Conclusion 
 



	  	  

8	  

tions using experiences secondary, since they sell actual products, goods or services by using 

experiences as an add-on (Bærenholt & Sundbo 2007: 11). Throughout this report, I will 

focus on the initial approach, as this is in line with the service industry that is analysed.  

 

In order to analyse and discuss these issues, I have chosen to narrow down the market from a 

global perspective to the Copenhagen market. The reason for only choosing this part of the 

Danish market was to achieve relevancy, as well as the opportunity of using my personal 

network in order to fully analyse the industry. Also, both my supervisor and contact person 

are very much involved in this area of the industry, making the limitation natural.  

 

Therefore, this report will focus on small & medium-sized restaurants, bars, and hotels in 

Copenhagen. Furthermore, I aimed to use both members and non-members of HO, to analyse 

the difference in structure and processes, however this was not possible. 

 

This report is solely focused on strategy, innovation, and the creation of customer value, and 

will therefore not focus on CSR or ethics. Especially ethics was a difficult limitation, as many 

actors within this industry seem to use black labour, illegal workforces etc. This area is fasci-

nating, however it will take too much space within this report, as it would be possible to write 

a thesis focusing only on ethics within the industry. 

 

Within the progression of experiences, the transformation level has not been a primary focus, 

however it is discussed throughout the relevant sections. It has however not received exten-

sive care and attention, as this area has not yet been completely evolved throughout the in-

dustry. Also, this area will become too demanding and is an interesting topic in future studies.  

 

The focus of this thesis concerns only an analysis of how to control and manage experiences, 

as a tool for value creation. The execution of creative commercials, and other advertisement 

methods or measures, will not be taken into account, regardless of their behaviour on con-

sumers or brand attitude. As the guide for the organisational control and creation of experi-

ences, will most likely differ from actual measures, it will not be possible to empirically vali-

date it. However, to assess whether the guide has the potential for future implementation of 

strategies, a practical study will be conducted. With this, it will be possible to create a thesis 

that offers guidelines, a framework, and highlight gaps between the guide, and the actual in-

dustrial performance and methods. 
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Act II – ‘Setting the Stage’	  
 

The section explains and discuss, the methods used within this report. The structure of the 

thesis presented in the previous section, will work as a catalyst in the explanation of the cho-

sen methodology. 

Research strategy 
In order to fully understand the service industry, I have chosen to perform personal inter-

views, which is presented later in this report. The interviews work as cases, as they clearly 

result in new knowledge on the subject in hand. The case research is seen as a research meth-

odology, and is based on in-depth investigation of a single individual, to explore causation to 

find underlying principles. The case study is particularly effective for generalising, creating a 

picture of the entire industry (Flyvbjerg, 2006:225-6). Also, a case study strategy can be 

based on a single or multiple cases include quantitative and qualitative evidence, and rely on 

evidence from prior development of theoretical propositions (ibid.) Furthermore, the case 

study is commonly known in the investigation of organisations, as the method makes it pos-

sible to research the organisation in its normal surroundings, and be performed on many di-

verse organisations. 

 

A research design, or research strategy is the term for the combination of approaches used in 

collecting data. In a random sample research, only a part of the units are chosen, but the aim 

is still to investigate the entire industry. Through this report, I have chosen the units using 

stratification, to ensure that hotels, bars, and restaurants were all represented. Within these 

categories I have selected the cases on price and status, as these are the organisations that 

must focus on developing their concepts, and who has been recognised for their services or 

quality. 

 

As interviews are of large importance, it will be the main primary source of data collection, 

and will receive more elaboration in the following section. As secondary data can be every-

thing from administrative or formal data to journals and articles, the data used in this report is 

journals and articles from well-renowned sources, such as academic bookstores or libraries 

and newspapers (Bishop 2007). To create a better understanding of the market in general, the 

Danish statistics service has been of value. Also, individualised papers and journals from HO 
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and Visit Denmark have been of a very high importance, as these have given me a better in-

sight in the industrial concerns, approaches and focuses. 

Interviews 
With the following section I will present the use of qualitative interviews, as well as the con-

siderations that has arisen when working. Initially I will explain the choice of interviewees, 

including a presentation of the chosen leaders and their organisations. Subsequently I will 

introduce the interview guide, as well as consideration and choices made before the inter-

views. In the latter part of this section, I will present the strategy for analysis of the investiga-

tion, to highlight empiric and theoretical aspects. 

The qualitative interview 

When executing scientific research, a range of choices and methodological considerations 

arise. For the concerned thesis I have chosen to use a qualitative method, in which the empiric 

material are created by interviews with leaders, from organisations within the hospitality sec-

tor. With this, I will present the qualitative interview, and argue for the choice of using this 

approach. Finally, I will include the ethical reflections in relation to the research itself. 

Quantitative or qualitative method 

Generally, research designs can be divided into two; quantitative and qualitative designs, 

however historically much discussion of adequacy between academics of the two approaches 

(Kruuse 2007:11). Researchers with a nomothetic view of academia believes in a design, 

which builds on natural scientific research traditions, essentially describing laws that explains 

objective phenomena. They believe in controlling the variables that may influence results. 

Academics, of the hermeneutic approach, lean towards a use of qualitative methods, in which 

interpretation is of a central role.  

 

The use of qualitative methods had its breakthrough, as experienced difficulties were acknow-

ledged as a scientific approach. Especially within societal research, disputes concerning the 

use of qualitative opposed to quantitative methods have been of discussion (Kruuse 2007:27). 

The quantitative approach refers to an ideal including traditional natural scientific traditions, 

with a positivistic thought, in which rules of methodology, and an independent view of the 

research context is emphasised (Kvale 1997:70). This means that, from a nomothetic view, a 

range of research demands must be fulfilled, for the research results to be accepted; Objec-

tivity, representative validity, reliability, control, and generalisability (Kruuse 2007:31). From 
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these criteria it becomes difficult to accept qualitative investigations and results. Often, they 

include one or few interviewees, and cannot be seen as representative. With this, it becomes 

impossible to generalise from qualitative interviews. Also it becomes difficult to evaluate the 

validity and reliability as the topic using qualitative investigations, may involve dynamic con-

ditions that may change (Kruuse 2007:31). 

 

I do however not find the quantitative approach more scientific than the qualitative, even 

though the quantitative approach eases generalisability. Both approaches are useful, and here 

it depends on the interviewer to consider, which approach is more useful for the given prob-

lem statement. In the concerned thesis I wish to investigate what means the leaders uses in 

developing new concepts, understand the EE, focus on employees, as well as understanding 

how the organisation is run. By choosing a quantitative approach for this research, I would be 

able to investigate the employees’ quantitative opinion and evaluation of the given leader’s 

initiative. I determine a point of criticism within the relevancy of this approach, as “The 

method only gives rough answers when it concern understanding and comprehend the actions 

of people” (Kruuse 2007:30). The intention of the thesis is to understand and comprehend the 

chosen leaders’ actions, when focusing on evaluations, thoughts and considerations that the 

individual leaders have had. As I aim to capture a first person perspective and partake in the 

subjective opinions and beliefs of the leaders, and I believe the individual’s thoughts and be-

liefs to be of vital importance. With a quantitative approach I do not believe that this perspec-

tive will be possible to use, as a questionnaire, will be shallow as there is a limit for how 

many questions that can be answered (Kruuse 2007:30). Additionally, Olsen recommends that 

qualitative researchers ensure that the represented internal thematic, and methodological as-

pects are consistent (Olsen 2003:3). 

 

By employing the qualitative approach, I believe that I will have the opportunity of capturing 

the personal elements, and by this the methodological and nature scientific aspects internally 

will be consistent. 

The semi-structured interview 
The interviews that are made will be structured from Kvales description, of the semi-

structured qualitative interview. Kvale describes it as being a sketch of the topics that the 

interview must involve and focus on (Kvale 1997:133). In this way I will not make a stringent 

clutch for predetermined questions, but instead I will follow the interviewee’s answers and try 
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to incorporate his own world. According to Kvale, the semi-structured interview requires a 

methodological understanding of question formulation, an awareness of the interaction be-

tween an interviewer and interviewee, as well as a critical understanding of what is told in the 

interview and the following interpretations (Kvale 1997:169) 

Selection and presentation of interviewees 

As the qualitative approach forms a foundation for the data collection, the choice of inter-

viewees has been of importance. As qualitative academics has a different view of important 

attributes within the interviewees, Kruuse believes that the qualitative approach must use 

small and non-representative groups, as these are of a unique nature and has expert know-

ledge (Kruuse 2007:44). Additionally he explains: ”It is seen as legal to be satisfied with 

examining one person, as the unique should also be a subject for scientific examinations” 

(ibid.). Kvale however, believes that the amount of interviewees depends on the purpose of 

the examination, and points out that the amount should not be too high nor should it be too 

low (Kvale 1997:108). I had chosen to perform six qualitative interviews, as I wish to impart 

more perspectives to the problem statement, however as three of these were cancelled late in 

the process due to busy schedules, three interviews were made. With this, the use of inter-

views with two leaders from hospitality sector and HO, creates and qualitative empirical 

foundation, and is perfectly liable according to theory. 

 

The selection of interviewees has been made from the criteria that, the leaders come from 

small to medium sized organisations. Also, I aim to target leaders who has influence on the 

developmental process of the organisation, and who therefore could benefit from reading this 

thesis. I wish to capture the thoughts, judgements, and considerations that the leaders may 

have had, as well as the actions that they have made in the interview. By doing so, it will be 

possible to derive different perspectives to the question, of how experiences are incorporated 

and used. With this, the criteria of connection between theme, problem statements and selec-

tion criteria are met (Olsen 2003:5). 

 

As I have experience within the hospitality sector, it has been possible to use my network to 

interview the following persons. Also, this has given me the opportunity to interview people 

across functions, making it possible to incorporate leaders from bars, restaurants and hotels in 
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the further analysis1. Furthermore, choosing to interview HO last, has given me the oppor-

tunity of confronting them with the findings from the two ‘practical’ interviews. 

 

• Anders Barsøe: Food and Beverage manager of Teaterkælderen, Det Ny Teater. Anders has 

many years of experience within developing restaurants as he has worked in restaurants from 

New York to Copenhagen. He has been a part of Teaterkælderen for nearly 2 years and is cur-

rently in an organisational transformation, focusing on experiences. 

 

• René Thomsen: Currently the GM of Tivoli, and is responsible for Nimb Hotel, Restaurant 

Herman, Vinotek, Bar & Banquet and Restaurant Nimb. Since the year of 2000, he has also 

been working independently as a hospitality and emerging trends consultant and has been be-

hind the success of Hotel Skt. Petri, Hotel Fox and Hotel Front. 

Interview guide 
The question concerning the use of interview guides is a disputed area, within the qualitative 

research (Olsen 2003:6). Olsen’s own opinion is that guides can be useful as; “Guides, which 

should be applied with flexibility, should be adjusted throughout and should not exclude em-

phatic interaction with new unexpected questions and answers, and contribute to the relevant 

themes that are involved, as opportunities for transverse comparisons of the informants’ 

comments” (Olsen 2003:6). Kvale shares Olsen’s view concerning interview guides, as Kvale 

believes the semi-structured interview should contain a sketch of topics that should be co-

vered, as well as proposals for the answering of questions (Kvale 1997:133). I have chosen to 

use an interview guide when executing the interviews, as I, like Olsen, believe that a guide 

makes it possible to use transverse comparisons, based on thematic contents. In the develop-

ment of the guide, I have however been aware that the choice in connection to the guide will 

be of importance to the interviewees’ answers. Additionally I am aware that the guide shall be 

used in a flexible way, and that I shall not leave out interaction with new and unexpected 

questions and answers (Appendix no. I). 

 

The following themes have been relevant for the guide: experiential knowledge, concrete in-

itiatives, motivational focus and a leadership aspect with the choice of tools and initiatives. 

Aiming to examine the concrete initiatives made by the organisations, as well as understand-

ing how and why these initiatives were taken, has made the choice of themes. Furthermore, I 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1 As the denominator between all interviewees is leadership, I have decided to refer to them using the term ‘lead-
ers’.  
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incorporate the leaders’ thoughts and evaluation, which are valid throughout the themes. The 

order of the themes shall not be seen as binding and controlling for the interview. This belief 

is created by Kvales point of: “The more spontaneous the interview procedure is, the more 

likely it will be to receive spontaneous, living and unexpected answers from the interviewee” 

(Kvale, 1997:134). By creating a structure from an interview guide, I aim to allow the inter-

viewees to express themselves with a purpose, as Olsen pinpoints (Olsen 2003:6). 

Conduction of interviews 
I have chosen to conduct the three interviews in the concerned leaders’ organisation. This 

choice has been made, as the leaders have expressed their busy and intense schedules. Prior to 

the interviews, I have had contact with the leaders by email, and explained them of the con-

tents and aim of the thesis. All leaders have had the opportunity to be anonymous, which the 

HO representative made use of. In the beginning of each interview, I have made use of the 

briefing technique, presented by Kvale. Here, the interview is started with a short presentation 

of the purpose, the use of dictaphone etc. (Kvale 1997:132). Furthermore, when the interview 

finishes, I used Kvale’s debriefing as this makes it possible for the interviewee to add or ask 

questions (ibid.). Finally I have chosen to repeat the purpose of the interview, and describe 

how I will use the interview throughout the thesis.  

Strategy of analysis 
In order to ease the analysis, different methods can be used to organise interviews and sum op 

the meaning, in a form that makes it possible to present the collected data in one coherent 

analysis (Kvale 1997:186).  

Organisation of data 

Normally the transcription of interviews results in a large amount of data. Even though this 

has not been the case, as the interviews have been attached as an appendix in its natural form, 

it is still vital to keep a sense of perspective and to organise the data. Here, I have focused on 

the advise by Kruuse, to write short, adequate outlines in my notes, after which I have used 

the analysis diagram presented by Kvale, to have an overview of themes, categories and pat-

terns (Kvale 1997:174 & 195). The diagram includes main themes, from the interview guide. 

By doing so, I ensure that Olsen’s point of quality is controlled by predetermined procedures, 

thus the main themes focus on the reasons of the individual leaders’ choices (Olsen 2003:9), 

An analysis strategy should, according to Olsen, contain a statement of how the empirical and 

theoretical foundation is integrated (Olsen 2003:7). In the concerned thesis I have acquired a 
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theoretical knowledge of the leaders’ situation and challenges, the use of experiences and 

tools in different contexts.  

Ethical considerations 
As all research is associated to ethical considerations and decisions, the following section will 

introduce the considerations and decisions, made throughout the thesis. According to Kvale, it 

is important that the interviewer considers ethical guidelines from the planning of the examin-

ation, in order to make reflected choices (Kvale 1997:116). Within humanistic interpretation, 

especially informed consent is of importance (Kvale 1997:118). This means that the inter-

viewees’ are informed of the purpose of the examination and its main aspects. Furthermore, it 

involves a protection of the interviewees’ participating voluntarily (ibid.) Prior to the inter-

view I contacted the chosen interviewees’ by mail to tell them of the thesis, as well as the 

purpose of the interview, and the possibility of being anonymous. By doing so, I ensured that 

the interviewees’ understood my intentions of the research, and accepted them. 
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Act III – ‘Presenting the Actors’ 
 

In the process of writing this report, I have had the opportunity to spar, with the chairman of 

the HO board JZC. HO, which is the national trade association, represents 2000 members 

within the hotels, restaurants and tourism sector, corresponding to 85% of the total revenue 

within hotels, and 50% of the total restaurant revenue in Denmark (Horesta.dk). 

 

It is therefore possible to state that HO understands the service market, and is in the centre of 

the EE. This means that HO is under constant pressure to keep up with academic research, 

and recognise new working methods, in order to assist their members in developing their 

businesses. HO is also responsible for creating a solid foundation, in order to create a good 

and sustainable industry. Therefore HO focuses on legal aspects, governmental issues and 

rights, foreign economies, and the identification of problems within the industry. This means 

that this thesis may help the understanding of the EE, and the development within the econ-

omy. Furthermore, HO must understand that innovation is not just about creating new con-

cepts, but is also about optimising processes, developing leadership capabilities, and act as a 

mediator of an improved industry. 

 

Some of the key issues HO has turned their focus towards are (Horesta.dk): 
• Governmental issues such as; distortion of competition, exempt VAT. 

• National branding; how to increase visitors. 

• Capabilities; leadership development, and increase professionalism. 

• Competition; how to establish sustainable competitive advantages throughout the industry. 

 

The research, made by HO resources, is reflected throughout the report, however the main 

aspect of HO, is used to give a general picture of the industry. Also, after having presented 

the overall framework, interviews will be made. Through this, it becomes possible to see how 

the industry actually functions, and uses strategic development. The findings will then be pre-

sented to HO, to reflect. Additionally HO will offer an extra dimension to the industrial 

understanding, as it focuses legal and governmental rights and issues.  
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Recent development 
The recent market trend shows that Denmark has experienced a negative development on a 

European scale, as the years of 

2000 to 2006 led Denmark to a 6% 

loss within overnight stays. In the 

same timeframe, Sweden and 

Finland increased their overnight 

stays with 30%, and the rest of 

Europe experienced an increase of 

13%. As the World Travel & 

Tourism Counsel (WTTC) predicts 

a 4% increase of the tourism 

economy within the next 10 years, the trend seems to be ongoing (Copenhagen Economics 

(CE)). The deterioration signals an increase of globalisation, and indicates that consumers of 

the Danish service industry have been taken elsewhere. As the illustrations show, the service 

industry must improve their competitiveness, in order to get their share of the international 

growth. Also, since being a global trade, the service industry must make sure that it is able to 

compete on an international level, by being innovative, create more advanced and interesting 

products, services and concepts.  

 

In the report made by CE, the government focuses on the detrimental trend of the tourism, 

and the authors identify the concerns of the regulations as; “An unfair competitive situation 

compared to other trades in Denmark, and compared to foreign competitors because of VAT” 

(ibid). This indicates a growing concern for all tourist attractions, as the service industry is 

experiencing an unfair competition with foreign trades. The following table illustrates that 

Danish hotels, encounters a VAT of 25% and standard VAT of 25%, though organisations 

can exempt only 25% of VAT.
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Tabel 2.2 Momssatser og afløftning for hotelydelser i udvalgte lande, i procent, 2008 
Land Hotelmomssats Standardmomssats Afløftningssats 
Danmark 25,0 25,0 25 

Sverige 12,0 25,0 100 

Norge 8,0 25,0 100 

Finland 8,0 22,0 100 

Tyskland 19,0 19,0 100 

Holland 6,0 19,0 100 

Storbritannien 17,5 17,5 100 

EU (gennemsnit) 9,6 19,5 - 

Kilde: HOTREC (2008), Reduced VAT rates: A must for a sustainable European hospitality industry. 
 
Danmark har Europas højeste momssats og differentierer ikke momssatsen på overnatnings-
ydelser i forhold til standardmomssatsen. Det gør bl.a. Sverige, Norge og Holland. Det 
rammer især konkurrenceevnen på ferieturismen.  
 
Desuden er det ikke muligt at afløfte moms ved erhvervsmæssig køb af overnatnings- og re-
staurationsydelser med mere end 25 procent i Danmark mod 100 procent i andre lande, jf. 
tredje kolonne i tabel 2.2. Det påvirker erhvervets konkurrenceevne inden for erhvervsturis-
men, da den høje momssats dermed slår stærkt igennem i forhold til andre lande, hvor 
momssatsen kan afløftes.  
 
Spørgsmålet om differentieret moms er et komplekst politisk spørgsmål. Det behandles pt. i 
forbindelse med Forebyggelseskommissionen, der ser på differentieret moms på frugt og 
grønt. Analyser som Copenhagen Economics har gennemført på vegne af EU-
Kommissionen peger på, at der er argumenter, der taler for at tillade reduceret moms på 
overnatning. Moms på overnatning indgår således også på den liste over områder, hvor EU-
Kommissionen tillader differentieret moms. Senest har kommissionen også fremlagt et direk-
tivforslag om, at restaurationsmoms også skal være omfattet af positivlisten, så det er muligt 
for medlemslandene at sænke moms på restaurationsbesøg.12 Argumenterne i forhold til dif-
ferentieret moms på overnatning og restauration er gennemgået i boks 2.4. 

                                                        
12 http://ec.europa.eu/taxation_customs/resources/documents/taxation/vat/COM(2008)428_en.pdf 
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gået ned til ca. 50 procent af samtlige overnatninger i 2006 mod ca. 57 procent i år 2000. 
Andre lande kommer fra et lavere udgangspunkt, men har fået fordele af den stigende globa-
lisering, jf. figur 1.8. 
 
Figur 1.8 Andelen af udenlandske og indenlandske overnatninger i udvalgte lande 
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Kilde: Copenhagen Economics på baggrund af data fra VisitDenmark 
 
Tilbagegangen er et signal om den stigende globalisering, og at turisterhvervene i Danmark 
ikke har været gearet til den globale konkurrence, vi nu ser. Det gælder især kystturismen. 
 
Turisterhvervene har hidtil nydt godt af - og nyder fortsat godt af - især tyske ferieturister, 
som har efterspurgt ferie i naturen enten i sommerhuset eller på campingpladsen. Men kon-
kurrencen er også taget til på dette marked. Danmark står derfor i en situation, hvor der skal 
tages strategiske beslutninger om, hvilke konkurrenceparametre turisterhvervet skal basere sig 
på i fremtiden.  
 
Den ovenstående analyse viser, at turisterhvervets konkurrenceevne skal forbedres, hvis vi vil 
have andel i den internationale vækst. Som globalt erhverv forudsætter det, at erhvervet har 
de rigtige rammevilkår. De rammevilkår skal bidrage til, at erhvervet kan konkurrere på at 
gøre turistprodukterne mere avancerede og skabe mere innovation inden for turisterhvervet. 
Gennem investeringer og målrettet arbejde med bl.a. destinationer kan man både øge værdi-
en af turistprodukterne, så turisternes betalingsvillighed stiger, og samtidig kan man sikre en 
højere effektivitet i erhvervet. Det vil være en strategi, der sigter mod flere investeringer, flere 
højtuddannede og højere værdiskabelse,  



	  	  

18	  

In comparison, e.g. Sweden only charges 12% hotel VAT with an exempt VAT of 100%. 

Currently Denmark holds the highest amount of VAT in Europe, and does not differentiate 

the hotel VAT compared to the standard VAT as others, which especially cause unbalance in 

the competitive fundament. Furthermore, exempt VAT is currently 25% compared to 100% in 

the above-mentioned countries, however this has become a political discussion (ibid.) 

 

Even though the EU commission has accepted a differentiated hotel and restaurant VAT, 

Danish regulations have not been changed. This may be seen as neglecting the service in-

dustry compared to other industries, in the creation of competitive advantages. Within hospi-

tality, legislation states that 25% of purchases can be of exempt VAT, however in all other 

services, there is a full level of 100%. As a result of this, it is believed that all other services 

are therefore gaining a competitive extra, making the competition unfair (CE 2008). If the 

industry became normal, it would be able to lower the prices for business consumption ser-

vices by 16%, according to CE (2008). This would make it cheaper for business clients to 

purchase overnight stays, and restaurant-services, creating a balance in the uneven competi-

tion. Especially this point would strengthen the industrial competitiveness. 

 

Also, a full exempt VAT will 

increase the revenue, between 

600 and 1.200 million DKK a 

year. All of which depends on 

the consumers’ price sensi-

tivity, according to CE and 

HO, as illustrated. 

 

One of the reasons for the ongoing trend may be an indication, of a general lack of profes-

sionalism and education. The need for highly educated staff has always been relatively low 

throughout the industry, as many see success as being based on length of service rather than 

education. Also, many students within the industry seek other directions, as they finish their 

education. As a result of this, the industry has had an important societal role, when people 

with low qualifications were in need of a job. When focusing on education and the allocation 

of income, it is evident that restaurants and hotels represent almost 2/3 of the total service 

industry. The amount of foreign spending within the industry equals 4.1% of the total Danish 

export in 2008 indicates that the service industry is on the same level other trades, working 
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Boks 2.5 Fuld afløftning af moms 
Beregninger viser, at ved en priselasticitet på 0,75  vil en fuld afløftning betyde en stigning i omsætningen 
på ca. 900 mio. kr. Den lavere pris på hotel- og restaurationsydelser vil betyde en øget efterspørgsel hos er-
hvervskunderne. 
 
En del af den forøgede omsætning vil stamme fra udlandet, idet den fulde momsafløftning for hotel og re-
staurantbesøg også vil gælde for udenlandske virksomheder. I figuren er gengivet beregningseksempler af 
effekten ved en fuld afløftning af moms ved forskellige grader af prisfølsomhed; henholdsvis 0,50, 0,75 og 
1,00. Der findes ikke nogen studier af prisfølsomheden på hotel- og restaurationsydelser for erhvervskun-
der, der kan indikere, hvor meget omsætningen vil stige. 

 
Effekter af at indføre fuld momsafløftning på hotel og restaurationsydelser 
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Note: Hotel/konference indeholder også restaurationsydelser, da ca. 50 procent af hotellers omsætning kommer fra restaurant-

drift. 
Kilde: Copenhagen Economics’ beregninger på baggrund af VisitDenmark (2006), Skatteministeriet (1996) og HORESTA 

(2008) 
 
Med en priselasticitet på 0,75 vil omsætningen stige med ca. 2 procent inden for hotel- og restaurations-
branchen.  
 
Der er to forhold, der holder den forventede ekstra omsætning nede. For det første vil en momsafløftning 
kun gælde for erhvervslivet. HORESTA vurderer på baggrund af blandt andet omsætningstal på forbrugs-
komponenter fra VisitDenmark, at erhvervslivet står for ca. 80 procent af hotelomsætningen i Danmark, de-
fineret som salg (2007) for hoteller, konferencecentre og kursusejendomme samt feriecentre. Baseret på 
svenske tal skønner HORESTA, at erhvervslivets andel af restaurantomsætningen ligger på 25-30 procent 
af det samlede salg i restauranter samt caféer og kaffebarer mv.. Vi bruger derfor 25 procent i eksemplet 
ovenfor.  
 
For det andet er det ikke alle erhvervsdrivende, der er momsregistrerede. Skatteministeriet har tidligere 
vurderet, at 60 procent af omsætningen kommer fra erhvervsdrivende, der kan afløfte moms. 
 

Kilde: Copenhagen Economics på baggrund af Danmarks Statistiks firmastatistik samt HORESTA 
 
Energiafgifter er et andet område, hvor turisterhvervet er stillet ulige i forhold til andre er-
hverv. Det skyldes, at erhvervet ikke kan få godtgørelse for energiafgifter på samme måde 
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with foreign export. Based on the measurement of the trades, when looking at full-time em-

ployees, the industry should have a larger role, as it experienced a 10% growth since 2000.   

 

The illustration identifies a 

gap between employment 

and profit, as value 

creation seems to be under 

par in nearly all areas of 

the service industry. The 

total trade income per 

employee is approximately 

12% lower in the service 

industry, than the average 

for all other trades. When 

comparing the value creation throughout other trades, the difference in the educational profile 

plays a vital role. The level of education is an important aspect, in the explanation of less 

value creation within the industry. Looking at hotels and restaurants, representing more than 

60% of the total occupation, less than 9% has a higher education, whilst the number is 31% 

within other trades (CE 2006). Even though the industry is likely to employ a large amount of 

people without high-level education, it is still of importance to draw educated people into the 

industry (HO 2008). If looking at the 

national importance of the industry, HO 

determines it to be completely underesti-

mated, as people do not seem to acknow-

ledge its relevance. The service industry 

brings revenue both on a local and 

national level, as it generates activities 

across industries. Through this, it attracts 

tourists who spends money on hotels and 

restaurants, but also in supermarkets, shops etc.  

 

“Success can be connected to experience, and not necessarily education… however education 

is often an indicator of know how and long-term experience” – Quote from interview, JZC 
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Figur 1.3 Turismens andel af den samlede beskæftigelse og erhvervsindkomst, 2005 
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Note: Der er brugt en bredere definition af turisterhvervet end Danmarks Statistik bruger i Danmarks Statistik 

(2008), Turismen – Regionalt, national tog internationalt, da vi baserer det på 4-cifrede NACE-
branchekoder. Det betyder fx at restauranter også inkluderer grill- og pizzabarer.  

Kilde: Copenhagen Economics på baggrund af data fra Danmarks Statistik 
 
Turisterhvervets andel af den samlede erhvervsindkomst ligger lavere end beskæftigelsen. Det 
skyldes, at arbejdskraftens værdiskabelse ligger under gennemsnittet i næsten alle turister-
hvervets brancher. Ferieboligudlejning er undtagelsen. Samlet er erhvervsindkomsten pr. be-
skæftiget ca. 12 procent lavere i turisterhvervet end gennemsnittet for alle brancher. Erhver-
vet bidrager med 2,7 procent af den samlede erhvervsindkomst i Danmark. 
 
Når man sammenligner værdiskabelsen i forskellige erhverv, skal forskellene i uddannelses-
profilen tages med i betragtning. Forskellen i uddannelsesniveau giver en stor del af forkla-
ringen på det lavere niveau af værdiskabelse i turisterhvervene. Ser vi fx på hotel og restau-
rant-området, som udgør over 60 procent af beskæftigelsen i turisterhvervet, så er det under 
9 procent af de beskæftigede, der har en videregående uddannelse, mens samme tal er 31 
procent for det øvrige erhvervsliv, jf. figur 1.4. 
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Figur 1.4 Uddannelsesniveau i hotel, restaurant mv. og i erhvervslivet i øvrigt, 2006 
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Note: Kort eller mellemlang videregående uddannelse inkluderer også bachelorer. 
Kilde: Copenhagen Economics på baggrund af data fra Danmarks Statistik. 
 
Behovet for højtuddannede har hidtil været lavt i turisterhvervet. Derfor har erhvervet haft 
en vigtig rolle, når personer med lave kvalifikationer skulle bruge en indgang til arbejdsmar-
kedet. Denne rolle vil turisterhvervet givetvis også kunne udfylde i fremtiden. Men turister-
hvervet vil fremover også have et øget behov for højtuddannede, som kan skabe mere avan-
cerede produkter inden for erhvervet. Vi forventer derfor, at turisterhvervet vil bevæge sig i 
retning af et højere generelt uddannelsesniveau i fremtiden, og at værdiskabelsen pr. ansat vil 
følge med. 
 
Hvis vi alene ser på turisterhvervets egen beskæftigelse og værdiskabelse, så undervurderer vi 
systematisk den økonomiske betydning af turisterhvervet. Der mangler noget i regnskabet 
for at forstå turisterhvervets betydning for Danmark.  
 
Turisme giver et skub til andre brancher, og aktiviteter inden for turisterhvervet giver positi-
ve efterdønninger i resten af erhvervslivet, fordi erhvervet trækker ekstra penge ind i økono-
mien. Derudover er udenlandske turisters forbrug i andre erhverv lige så stort som forbruget 
i turisterhvervet. De udenlandske turister bruger således lige så meget i blandt andet super-
markeder og tøjbutikker, som de bruger på at overnatte, spise på restaurant og på forlystelser. 
Men det er i høj grad turisterhvervet, der skaber rammerne for, at turisterne kommer. 
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Act IV – ‘Writing the Script’ 
 

I have chosen to introduce different academic and theoretic tools, to create the best possible 

analysis throughout the various cases, and examples that will be used. Through this it be-

comes possible to guarantee an appropriate analysis, by using the correct empirical know-

ledge in answering the research questions, and thesis ambitions. 

Experience Economy 
In 1999 PG shared their thoughts and visions for the new economic era, ‘the EE’. The vision 

explains how consumers are in search of extraordinarily and memorable experiences, in 

which they look for affective memories and sensations, combined with symbols to create a 

holistic and long-lasting individual experience. In the aftermath of their thoughts, the aca-

demic world has witnessed a large body of research on applications of the experiential con-

cepts, much of which has appeared in marketing literature. Academia does however have 

limitations, as findings on measurement of experiences are scarce. Also, traditional marketing 

approaches, focusing on functional product attributes and quality has become inadequate 

(Noci, 2007 cited by Hosany & Witham 2009). Instead consumers are looking for experiences 

that offers personal and individual engagement, which encourage emotions, stimulates minds 

for learning, and indulges them in fantasies, feelings, and fun (Holbrook & Hirschman 1982). 

Within recent times, we have seen festivals such as the Burning Man, in which no-one were 

allowed to wear any branded goods to the festival, creating an environment in which everyone 

was free, and no pre-assumptions could be made of fellow festival guests (Kozinets 2002). 

This indicates that people are interested in unique and memorable experiences, even though 

these may naturally become commercial over time. PG explains that organisations across in-

dustries must provide memorable, and satisfactory experiences to their consumers, by adding 

value to their services or goods. Prahalad & Ramaswany points out that the future success 

depends on the ability to create personal experiences, by heightening customer loyalty (cited 

by Hosany & Witham 2009). This is the exact point of this thesis, as this will focus on the 

creation of market value through the EE, and the creation of sustainable advantages by linking 

these findings to governance, and a more strategic view.  

 

Even though the PG approach has identified a new economic era, and has become a popular 
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term, much criticism has arrived. Of the most common critical aspects, we see the lack of 

tangible measures of the EE, and its underlying dimensions and capabilities. Also, much criti-

cism has focused on the lack of progress within the field of EE, as there is currently a gap 

between the usage, and the amount of useful theories, academic development, and models for 

implementation and understanding. Also, the lack of a clear definition has been identified as a 

larger concern within the theory. Especially this makes it difficult to fully exploit the ap-

proach, as the experiences are being used across many industries and markets, such as 

movies, games, sports, tourism and events. This over-exposition creates a demand for a clear 

definition, as users may become confused, and misinterpret the PG thought. Also, this confu-

sion seems to be guided by the many different usages of the EE. At present we are witnessing 

a somewhat political promotion of the EE importance, within national and local strategies, 

and creative approaches. Furthermore, academia must now try to narrow the perspectives and 

the usage of the term, to create a more streamlined understanding, and to demolish the blurred 

boundaries that currently exists.  

Evolvement of the EE 
For many years the key aspect of consumer research, was a belief in a highly rational model 

of buying behaviour (Hosany & Witham 2009). Consumers were believed to intentionally 

choose brands and purchase products based on reasons, making all buying transactions 

planned and conscious. Some critics did however argue that the cognitive models were inad-

equate in explaining consumer behaviour, creating a shift towards a more reactive view, resul-

ting in an emphasis on experiential qualities of consumption. This understanding was pre-

sented, and argued that people buy because of what products mean, and not what they can do 

(Holbrook et al. in 1990 cited by Hosany & Witham 2009). Since then, the more experiential 

aspects of consumer products and services has been emphasised throughout academia, to-

gether with the symbolic meaning of consumption. Hirschman & Holbrook explain that goods 

and services have both utilitarian and hedonic functions, and that consumers are classified 

within one of these aspects (1982). The utilitarian consumers are people who focus on solving 

a specific problem, whereas the hedonic consumers tend to focus on results such as having 

fun, or as PG would later suggest, the consumers who seek experiences. Here, it is considered 

that utilitarian aspects of consumption are means of preserving or maintaining equilibrium in 

consumption experiences, whilst hedonic aspects are able to enhance the consumption experi-

ence (Dhar 2000, cited by Hosany & Witham 2009). PG transformed the understanding, as 

they published a comprehensive thought of understanding experiences. Rather than focusing 
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on the good or service itself, they saw the experience of using and buying the product of im-

portance, focusing on economic progression within commodities, goods, services and experi-

ences. The main theme of the theory presented, is that experiences are becoming com-

moditised, and that organisations must spend time to add value to their offerings, by creating 

something unique. 

 

“It’s all about the experience – the thrill of doing something you’ve never done before. We’re 

not talking about your run-of-the-mill vacation here. We’re talking about a once in a lifetime, 

can’t stop talking about it, this rocks kind of experience”- Quote by, Royal Caribbean Inter-

national Cruise Line, cited by Hosany & Witham (2009) 

 

Since the PG theory was introduced, academia has come to a hold within the EE. Currently it 

seems that much focus has turned towards service economy, and new aspects such as tourism 

and event management. PG however published the thought of Authenticity, in which experi-

ences seems to be inadequate, unless they are managed and performed by the right people 

(2007). Within this thought, service is the implementation of an experiential strategy, creating 

a focus on the individual and their performance, rather than the structure of the experience 

itself.	  

Characteristics of meaningful experiences 
To create a commercial grasp of the word ‘experience’, it is valuable to establish characterist-

ics that must be present, for a situation to quality as an experience. An experience is essen-

tially a sense of behaviour, as it is a process, which is highly dependant on emotions and feel-

ings. The logic of emotions determines how an individual acts within different environments, 

acts with other individuals within the same space, and determines how the experience will 

become meaningful. Therefore it can be argued that experiences are not static and inactive 

offerings, such as products. Experiences depend on a string of processes in which interactions 

takes place between the individual, and other people, and through this, organisations. There-

fore it is possible to conclude that experiences are in truth intangible. A study performed by 

Thijssen et al., (2006) collaborates the findings of Boswijk et al. (2005), and together with the 

characteristics of flow performed by Csikszentmihalyi, (1990) it puts forward the following 

set of experience characteristics: 

• There is a heightened concentration and focus, involving all one’s senses. 

• One’s sense of time is altered. 
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• One is touched emotionally. 

• The process is unique for the individual and has intrinsic value. 

• There is contact with the ‘raw stuff’, the real thing. 

• One does something and undergoes something. 

• There is a sense of playfulness  

• One has a feeling of having control of the situation. 

• There is a balance between the challenge and one’s own capacities. 

• There is a clear goal. 

 

For an experience to be meaningful, all of the above-mentioned characteristics must be satis-

fied. The interaction between individuals and the offering organisation can take place in both 

physical and virtual experiential surroundings. Thijssen et al. (2006) continues and establishes 

two stages, in which the meaningful experience is created: 

 

1. Stage – Innovation, creative and learning capacity 

2. Stage – The creation of a meaningful experience setting 

 

The initial stage, in the creating of a meaningful experience, envisions new creative concepts. 

The importance within the first stage is to neglect existing traditional thoughts, and methods, 

to create something new and unique. Also, the organisation must consider previous concepts 

to learn the positives and negatives. Thijssen et al. states that the individuals’ logic may 

dominate the process of being creative, which may become an obstacle of creative thought 

when facing issues (ibid). 

 

The second stage concerns the creation of meaningful experience setting, as all touch points 

or moments of contact between the consumer and offering party, must be identified. The 

understanding of an experience setting may differ, as a result of different academic founda-

tions. PG argues that an environment in which entertainment, experience, education and aes-

thetics are of importance (1999). Here the experience is staged as fully as possible, hence the 

title of their book “Work is theatre, and every business a stage”. 

 

Prahalad & Ramaswamy focus on the use of a space in which dialogue, transparency, and 

access is available, in which both the consumer and offering party is of importance (2004). 

This view on co-creation is radically different, as it is not clear who is controlling the experi-
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ence. The similarity between the two understandings of creating memorable experiences is a 

focus on engaging, the consumers in different ways. Furthermore a successful understanding 

of the creation of meaningful experiences is vital, as it gives the consumers an extra dimen-

sion to offerings, establishing a premium, compared to other goods and services. 

 

Within the creation of meaningful experiences, an Experience Pyramid can be of interest. 

This model gives a good and clear illustration of how the experience reaches specific levels, 

and stimulates specific needs, to increase the level of meaningfulness. Also, this model repre-

sents the four realms of entertainment, aesthetics, education and escapism, which is among 

the central thoughts of the PG approach. An elaboration of this becomes a focus within the 

understanding and analysis of the PG approach to EE, later in the thesis. 

 

From service to EE 
According to Arnould et al., 200 of the 1,000 largest corporations in the world are service 

firms (2005). Even though North America, Japan, and the European Community, are import-

ant actors within the market of services due to the consumption of exactly these, developing 

countries’ grew their exports of services by 12% in the 1990’s (ibid.). The service economy 

calls for a shift in the productive output from the manufacturing of tangible products, towards 

the management of services. One of the more important aspects of the service economy, is 

that many organisations has moved away from their core competencies, such as the account-

ing firm KMPG, who now offers management consulting as a part of their service. By doing 
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so, they offer a service that is relevant to their clients and creates a dimension of convenience, 

as they are not required to work with additional organisations. 

 

When focusing on the highly used market-

ing mix, it becomes clear that the 4 P’s are 

missing a crucial dimension within the 

evidence of services (Borden, cited by 

McCarthy 1964). Booms & Bitner devel-

oped the theory further, and introduced the 

extended marketing mix named the 7 P’s 

(1981, cited by Brassington 2007:24). 

Here the new mix consists of the classic 

elements of product, price, place, and promotion, and acknowledges people, processes and 

physical evidence. With this introduction it became easier to highlight the areas of marketing 

activities of special importance. People were now seen as an essential core actor in all service 

providers, making it vital to use only appropriate and trained staff within offerings. Also, this 

would be essential if the organisation were to obtain sustainable competitive advantages, 

within their services (Bassington 2007). Furthermore, Bassington stated this influence, as 

consumers make judgements and delivery perceptions, based on the interaction with employ-

ees. Therefore employees had to possess the appropriate communicational skills, the right 

attitude and sense for services, as a lack of these factors, could become detrimental to the per-

ception of the service offered. People were thought to add value and new dimensions within 

marketing methods, as it was now possible to offer basic products, in new and improved 

ways. As people create services at the present moment, consistency will always become an 

impossible aim. Because of this, the offering actor must understand how the service should be 

delivered, and implement processes to ensure a control of quality, and customer satisfaction. 

The understanding of this was of large importance, as traditional products were manufactured 

in predictable ways, and left to a specific production team. Also, when offerings are not cre-

ated with or in front of a customer, it becomes possible to diminish mistakes. To ensure a high 

level of consistency, standardisation has become useful, as it becomes possible to create a 

quality checklist that specifies the ways, in which service delivery staff interacts with guests 

(Cooke 1992:154). 

 

People	  

Physical	  	  
Evidense	  

Processes	  

Service	  mix	  



	  	  

26	  

The latter of the extended marketing mix concerns physical evidence, which is of importance 

as being the place where the service is delivered. When walking into a restaurant guests ex-

pects a clean friendly environment, as this is the initial stage in which the consumer is al-

lowed to make judgements. Therefore, physical evidence is an essential ingredient of the ser-

vice mix, as consumers will make their perceptions based on the service provision, which will 

have a clear impact on the perception. 

Move towards EE 

At present, industrial experts argue that economic value is focused around the ability of en-

gaging consumers in a memorable way, and is therefore not a question of only offering a high 

quality product. Furthermore, academia suggests that the economic value increases as offer-

ings moves from commodities towards experiences, and continues towards transformational 

experiences. For many marketers the quest only concerns the transformation of individuals, 

by creating, and staging, meaningful experiences. A classic Arnould et al. example is the use 

of before and after images suggesting that the consumer may in truth be transformed by using 

a particular product (2005). Continuing along these lines, in-store experiences are also be-

coming important selling points, as stores are believed to increase the shopping experience. 

Many transformational experiences tend to stretch out over longer periods, as these experi-

ences concerns the change of the individual, e.g. such as stop smoking, losing weight etc. 

(ibid.). In between the use of services and transformational experience, we find aspects of 

visiting restaurants, purchasing entertainment such as theatre tickets, or going to a sporting 

event. These offerings may not be of a transformational nature, neither are they only focused 

on service. In the hospitality sector we see how restaurants are designed to improve the dining 

experience, just as special designed stores. Here service is present, however it is merely a tool 

of implementing and directing the total experience of the visit. Within a visit to a restaurant a 

consideration of price, style, location and time are present, however an individual may not be 

transformed after the meal or visit. Exactly this makes the hospitality industry a great example 

of being in between a service and the transformation, as many of the steps in the experience 

pyramid are met. 

Expectations from services to experiences 

Consumer expectations are a well-known theme within service marketing, as many service 

definitions revolve around “meeting or exceeding customer expectations” (Kong & Mayo 

1993:6, cited by Johnson & Mathews 1997). The evaluation of any given service that con-

sumers receive is, influenced by their prior expectations. The consequence of this is an oppor-
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tunity of manipulating consumer experiences, to ensure low promises and over deliveries (Pe-

ters 1988, cited by Johnson & Mathews 1997). According to Johnson & Mathews academia 

within service expectations seems somewhat limited, considering the pivotal role of the area 

(ibid). There seems to be a general lack of consensus concerning the definition of what expec-

tations is, and what they do, however definitions occur within service quality and costumer 

satisfaction. Another peculiarity is the difference within the definitions of expectations, as 

Brown & Swartz believes expectations to be a matter of subjective desires, whereas other 

academics argue that more objective predictions are used (1989, cited by Johnson & Mathews 

1997). Also, the ambiguity extends to the process of evaluating a service, as this is the ‘gap’ 

between consumers’ perceptions and expectations. However, there is a conflict, as expecta-

tions may be of little relevance to services, as service quality is directly influenced by the 

consumer perception of the given offering. Furthermore, it is commonly known that market-

ers are able to change one’s expectations to a specific service, by repeating the marketing dri-

vers, and exposing consumers to the service. However, academia suggests that the increasing 

expectations will come to a natural hold over time (Johnson & Mathews 1997). 

 

As useful academia within the topic of service expectations is scarce, it seems that only inad-

equate models and thoughts exists. Parasuraman et al. presented the Gap Model, which was of 

special importance to the field of study (1985).  The general understanding of the model and 

its usage was seen as sufficient, in understanding the quality of expectancy-based services. 

Especially the fact that the model represented a type of subtractive disconfirmation, which 

was found in many aspects of consumer satisfaction, was of value. Unfortunately many aca-

demics such as Johnston & Lyth challenged the model, and deemed it as inadequate to the 

subject (1991). They believed that the evaluation of satisfaction or quality would only be the 

result of the perceived performance, meaning that unexpected attributes or catalysts would be 

impossible to judge against an evoked expectation. Also, if a small disparity between prior 

expectations and subsequent performance occurs, consumers may become dissatisfied, which 

is against their nature. Especially this may bring a psychological cost of levelling the service 

performance, which may be of great distress to the offering party, lowering the future expec-

tancy level. The opponents of the expectancy-based definition of service quality, believes 

quality to be a result of consumer perceptions, of the service delivery only. Authors such as 

Cronin & Taylor, has demonstrated that the measure of perceptions of service quality, are 

adequate to the overall evaluation (1994, cited by Johnson & Mathews 1997). It is however 
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still worth mentioning that even though expectations may not be used as comparison standard, 

they are still of value when assessing quality of services. 

 

A similar situation occurs within the field of experience expectations, making it difficult to 

create a clear and concise understanding of this particular field of study. Author William 

Brooks does however, introduce a promise-expectation-experience chain, arguing that every-

one in an organisation should know what the link between promise, expectation, and experi-

ence is (2004). The reason for this is, according to Brooks, the creation of a competitive ad-

vantage, as everyone from marketing and sales people, to customer service teams etc. will be 

integrated in the chain (ibid.). Also, this will ensure the usage of good communicational tools, 

by which the sharing of visions and missions become interesting. The model has evolved to 

diminish inconsistent and poorly defined marketing, sales and service strategies for the or-

ganisation as a whole. The chain does however seem to be nothing more, than a case of good 

communication in distributing a particular offer, however it lacks a focus within experiences 

and services, and does not offer guidance or tools.  

 

As expectations are the result of many individual factors, which are likely to be outside the 

control of service operands, the management of expectations becomes important. For exam-

ple, if a restaurant focus on encouraging more visits, the change of expectations may be bene-

ficial to the perception of the quality offered. Since much of the service may be standardised 

within a chain of restaurants, every actor must provide the expected service, as this may 

otherwise harm the other restaurants. In doing so, the management faces two options. One is 

to encourage brand-loyalty so that guests ‘avoid’ competing restaurants, and another method 

is to differentiate the service, quality and core products. To create brand loyalists the restau-

rant may look at the frequency of visits, and remember that loyalist service users perceive 

quality higher than other consumers. It may therefore be of value to create a financial incite-

ment to guide consumers back. This is seen on many levels from, loyalty and membership 

cards, to vouchers and stamps when buying coffee. Through this, loyalists will be rewarded if 

they come back, which will then create an increased reward. The second method is to differ-

entiate the service so that expectations are formed individually for each restaurant. For exam-

ple, it is evident that demographics are of importance within this, as different segments de-

mands different environments, services and offerings (Johnson & Mathews 1997). 
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The easiest way to turn a service into an experience is to provide poor service, thus creating a 

memorable encounter of the most unpleasant kind (PG 1998:69). 

 

The transition from the service economy to EE happens, as organisations, in this case restau-

rants sell or provide offerings, by including an experiential aspect. The focus lies in the gap 

between expectations and the met experience. If a consumer’s actual experience of a service 

does not meet their expectations, it will be perceived as a poor experience, and may result in 

the consumer never returning again. Opposite, if a good consumer experience is had where 

the expectations are exceeded, this will work as a catalyst for loyal consumers and repeat pur-

chases. 

 

A critical aspect of experiences is the ability to create a situation, which are memorable, 

meaningful, unusual and unexpected. These details are essential influences to the way cus-

tomers perceive an offering, and create emotions to the organisation as a whole. Within ser-

vices it is evident that customers are in need of a financial incitement to become loyalists, 

however within experiences, offering something unique, or extra to the service can do this. 

When providing an extra, customers will be caused to rationalise a price premium, as the per-

ceived value is increased. The differentiation approach seen in the service sector must not be 

mistaken for creating experiences, as they are simply focusing on different segments, and still 

includes a financial incitement. Here, the experiences are made for consumers to come back 

and receive a specific premium, which creates unexpected memorable experiences. Therefore, 

it is not about financial schemes, but a matter of pure value to the individual on a completely 

different level.  

The Pine and Gilmore approach 
As PG introduced the EE, many began discussing whether this would call for a development 

of experiential products, or increasing the dimensions of a given offering. Ever since the pub-

lication of the book ‘The EE’, people came to understand that experiences would become part 

of a product, as well as an economy in itself. Also, it seemed to become of importance to cre-

ate a relationship with consumers, as PG believed that the economy must be seen as a theatri-

cal play. Here, a platform is developed for the organisation, which is seen as the stage, and 

must include a competent and experience minded personnel, the actors. The consumers, or the 

audience, must be present to complete the third dimension, which will ensure that the three-



	  	  

30	  

way thought works. If one of the parties fails, the play will become a disaster, which is essen-

tially the same for an experience in the PG approach. 

Four realms 

The PG approach has been built around the complete Progression of Economic Value model, 

in which it is evident how the economy has evolved from commodities to goods, services and 

experiences (1999:166). Next area will become the transformational economy, in which indi-

viduals are changed and transformed as a result of customised experiences. This is however 

not essential in the discussion of EE, however it is of importance not to completely neglect 

this aspect, from the understanding of the natural and continuous progression. To understand 

how experiences are created and managed within the PG approach, an introduction of the four 

experience realms is necessary. By using two dimensions, participation and connection, or 

environmental connection the experience interacts and uses the consumer, and it will fall into 

the four categories: Entertainment, education, esthetic and/or escapist. The entertainment and 

esthetics dimension entail passive participation, as the consumer does not affect or influence 

the experiential outcome. Opposite, education and escapism dimensions involve active par-

ticipation, in which consumers plays a pivotal role in their experience. Authors such as Gen-

tile et al. believes co-creation to be a vital aspect, however this will be touched upon later in 

this report (2007). The following sections discuss the four dimensions, and will a clear and 

concise understanding, of the fundamental aspect of the PG approach. 

 

“The richest experiences encompass aspects of all four realms. These center around the 

“sweet spot” in the middle of the framework” - (PG, 1999:39) 

 

In the framework of PG, an education experience actively engages the mind of the consumer, 

teases them, and creates an interest in gathering new knowledge or skills. The educational 

realm is active and absorptive, and means that consumers have a pivotal role in creating, de-

termining, and understanding their individual experience. Supermarkets engage consumers in 

cooking and preparation guidelines on shelves and products, and can therefore be seen as one 

of the educational initiatives that can be taken. The core aspect of the educational realm, is 

that consumers is left with the belief of having learned or acquired a new skill, which func-

tions as a motivational factor, to pursuing the experience again. Motivation is essential as 

consuming something unique and extraordinary motivates consumers, creating a feel of post-

consumption satisfaction when desires are met. The escapist experience can be seen as the 
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extent, to which an individual is completely involved and absorbed in the activity itself. Natu-

rally these experiences are completely immersed, and require an active participant. A classic 

PG example is the use of theme parks, casinos, virtual reality headsets, and other activities, in 

which the individual becomes an actor, and affect the actual performance, rather than watch-

ing others perform (PG, 1999:33). World-renowned master chef, Heston Blumenthal is 

known for fully engaging his guests, in what could easily be seen as an adventure or science 

fiction world, as food is enjoyed in many ways. Guests may be ‘forced’ to dine blindfolded, 

listening to special music, eating food in specific orders, and may consist of molecular meth-

ods and ingredients. Here, the guest will be completely engaged in the situation, and will be-

come an actor in the sense of the word. If the individual does not dine in the appropriate 

order, the experience will lose its value, making the actor essential to the experience (Heston 

Blumenthal, Perfect Christmas Video, 2009) 

 

Within the passive dimension of the four realms model entertainment, provides one of the 

oldest forms of experiences, but also one of the most developed forms. The experience that 

most people think of as entertainment, is when passively attending shows, sporting events or 

other performances, listening to music or reading for pleasure (PG, 1999). When considering 

entertainment and restaurants, one may think of special themes or music that is ongoing 

whilst dining. A restaurant, such as Teaterkælderen, in the New Theatre, entertains the guests 

by having singing waiters, who perform songs, cabarets and music whilst guests are dining 

(Det Ny Teater). Within the passive segment of the model, esthetics is to be found, and refers 

to the interpretation of the physical environment around the consumers. PG explains the es-

thetic to be the part of which, an individual would simply like to be there. They continue and 

explain that within such experiences, individuals immerse themselves in an event or envi-

ronment, however they have almost no influence, leaving the environment untouched 

(1999:35). This is especially applicable within the tourism industry, as elements are designed 

to create a sense of sophistication, excitement and feelings of luxury. For example cruise 

ships focus on the attention to natural esthetic views of the ocean, from the outside cabins 

with private balconies (Cartwright, 1999) 

Elements of Experiential business 

Certain elements of business offerings are used to enhance the four realms, as explained in the 

previous section. These enhancers are seen as properties, product presentation, promotional 

applications, and people. According to Ann Marie Fiore, professor in hospitality manage-
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ment, the four aspects are of value to emphasise the usage of the four realms. Therefore this 

can be seen as an approach of implementation, making it a somewhat tactical encounter and 

decision (2007:45).  

 

Properties are permanent elements of the physical aspects such as interior, architecture, sign 

and names, as well as delivery vehicles, creating the actual settings for the experience. Pro-

duct presentation consists of supporting elements such as goods and services, in-store signs, 

packaging, tables, and materials such as menus and fabrics. Within the promotional aspect 

Fiore explains that advertising, websites, catalogues and support media, such as logos and 

business cards, enhances the customer awareness and recognition, and must therefore follow 

the correct guideline as discussed, when focusing on the actual experience development. If 

errors occur within any of these aspects, results can be detrimental to the overall experience, 

and expectations to the organisation. Especially within promotional aspects, which are often 

used as initial contact to potential guests, errors must be diminished as this clearly sets the 

level of quality. Also, employees consists of aspects of customer interaction opportunities, 

creating a need of instructions, training, and management, however also the physical presence 

of the staff must be of an appropriate standard, in order to fit in with the concept. It is impos-

sible to create guidelines to this matter, as the training and appearance of staff will change 

with the concepts, however it is of great importance to streamline this, with the entire concept. 

No one would understand if a Blockbuster employee was walking around in a suit, and if the 

opposite occurred, one would assume that the concept and settings were different. 

Setting an experience 

Within the PG approach, we also find five simple principles for setting a first-generation ex-

perience by focusing on: Theme, harmony, the elimination of negativity, memorabilia, engag-

ing the senses, and creating naturalness: one whole. 

 

Boswijk et al. highlights the importance of having a theme and a story that the guest must be 

able to recognise, and will function as a storyline throughout the restaurant (2005). This be-

comes the vital criteria, as consumers will be able to clearly recognise the restaurant, making 

it stand out from the clutter. Harmony becomes interesting, as all impressions that a guest 

may have or encounter must be positive. If the organisational interactions are not in harmony 

with each other, negative impacts might occur and must be eliminated, which naturally is the 

next important factor. Another way of creating loyalty or recognition is by the use of memo-
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rabilia, as guests may be given a meaningful souvenir, which will become central in the visi-

tors relationship to the given restaurant. Furthermore, as explained with the Heston Blumen-

thal example, it is of importance to engage all five senses, as many experiential offerings 

solely focus on visionary aspects. Obviously, the whole concept must make a natural, genu-

ine, and authentic impression for the concept to become successful.  

 

For the second-generation experience, co-creation becomes an interesting topic. As men-

tioned, the co-creation topic is of special importance to the realisation of creating a meaning-

ful experience, in which the consumer is central. The concept of co-creation must be active 

from the initial development of the setting, and throughout the finalisation of the concept. The 

consumers are becoming increasingly independent of their buying patterns, making their 

views and actions important aspects of developing new concepts. Prahalad & Ramaswamy 

believes that the offering party may interact with consumers in the early stages of the devel-

opment, as both parties may be able to succeed through their collaboration (cited by Boswijk 

et al. 2004). With this, Prahalad & Ramaswamy introduce the DART principle, focusing on 

Dialogue, Access, Risk assessment and Transparency. Here the core aspects is interactivity, 

and making sure that both the offering and consuming parties, interacts and listen to each 

other, as this may develop the parties even further. In the traditional understanding of trans-

fers, it is however enthused that the supplier creates a product, in which the consumer is inter-

ested in the experience of the offering, and not in owning it. This means that organisations 

will make certain information available for the consumer, who can then access this informa-

tion at her own will and time. Traditionally marketers only show the positive outcomes of 

products and services, however co-creation believes that disadvantages must also be shared. 

Therefore, the consumer must undergo a risk assessment, to ensure that the experience is 

worth the given level of risk. With this, transparency becomes essential, as the relationship 

between consumer and organisations call for collaborative interaction. Modern businesses 

have understood that value creation is not created within the organisations anymore, thus 

value is created in the consuming individual. 

The Nordic approach 
In her article, Trine Bille discuss the use of the EE, and develops the Nordic approach, based 

on three established theories (2010:1). Through the focus of PG, Richard Florida and the cre-

ative industries it becomes possible to discuss the Nordic understanding of the EE, with an 

aim of suggesting three routes of value creation, which is of special interest within this report 
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(1999 & 2003 cited by Bille 2010:2). In her studies, there are however a special focus on the 

generations within experiences, as generation 1.0 focus on staging experiences, 2.0 focus on 

co-creation and 3.0 on the personal journeys made by the consumers (PG, Boswijk et al. 

2007, cited by Bille 2010:3). Also, Bille identifies the importance of focusing on creative in-

dustries, as these are often of a large economic size, which brings activity and are often asso-

ciated with turnover, added value and so on (Department for Culture, Media and Sport UK 

(DCMS), 1998 & 2001 cited by Bille 2010). Lastly, the creative class is of importance as 

Florida introduced a new perspective on economic growth and development, through cre-

ativity (2003). According to Florida, the human creativity or ‘creative class’, determines 

where people live, as they end up gathering in areas with creative environments. With this, 

Florida argues that value creation must concern regional development, rather than a focus on 

individual experiences.  

 

In order to fully exploit the Nordic value creation, it becomes interesting to understand how it 

shall be used to create value. Bille & Lorenzen explain that the Nordic definition to the econ-

omy is closely linked to cultural activities, and sees the economy as a concept of economic 

impact and growth opportunities (2008). Through their report, “The Danish EE (Own transla-

tion 2008), they define the EE as being: “the market value of experiences or commercializa-

tion of experiences - whether in the form of pure experience products and services or of mixed 

products in which experience elements are coupled with functionality or other product con-

tent” (2008:32). 

 

To understand the Nordic approach to EE, the meaning of economy must be explained. After 

discussing the term economy in their report, Bille & Lorenzen determines that we live in a so-

called ‘experience society’, as experiences play an increasingly significant role for both indi-

viduals, as well as for the society. Continuing, they argue that the economy is the market 

value or the commercialisation of experiences, which is closely associated to the original 

understanding presented by PG. Bille & Lorentzen, identifies three ways of which experi-

ences creates economic value; focus on value creation in the experience areas; broad value 

creation in association with experience areas; and experiences as urban and regional devel-

opment. Of the three, the initial and secondary approach is of special interest to this thesis, 

however the third may act as a catalyst factor for HO and be an aim for the individual actors. 

This will however be touched upon in the next section. The use of the different ways is de-

pendant on which type of value creation is focused on. Therefore the three ways consists of 
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different definitions in the order of, DCMS, PG, and Florida; The DCMS approach is often 

used within areas such as restaurants and amusement parks; the PG approach is likely to 

focus on design and advertisements and often focus on businesses; and Florida focus on mu-

seums, sporting events and theatres.  

 

Through this, it becomes obvious that the level of analysis shifts from an industrial view, to-

wards individual offerings followed by geographical areas. Also, we see a shift from com-

mercial offerings to mixed products, and a business-to-business orientation, followed by ex-

periences determined by location. By understanding and using this approach to EE, it be-

comes possible to fully demarcate the areas and its boundaries. Also, with this, Bille & 

Lorenzen have created a somewhat tangible aspect, as it has become possible to identify the 

areas of interest, and their needs of analysis and usage.  

Experience Zones 

A way of combining the aim of creating customer value, and a view of regional development, 

is through the use of Experience Zones (EZ), launched by the Danish Enterprise and Con-

struction Authority (DEACA) in 2008. The EZs are meant to strengthen the EE within certain 

regions, by developing valuable experiences across markets, by involving actors from various 

industries. In doing so, it becomes possible to create an EZ, which offers something extra to 

its visitors. One of the main thoughts of creating EZ is that the network of members, must 

represent a large variety of industries, and involve both creative and service industries. Due to 

this fact, EZs are of interest to this thesis, as it combines the need for the Nordic approach 

discussed previously, as well as the focus on the service industry. As the networks consist of 

actors from different industries, they may be difficult to implement and function. Especially 

the fact that some of the members may believe themselves to be part of a different segment, or 

industry, makes it vital to enforce a degree of communication, teamwork, and corporation 

from all members through sharing goals, visions, and aims. 

 

The use of EZs can be closely linked to the view of Poon, in which the organisation is rarely 

‘alone’ in creating experiences (1993). Many factors, areas or organisations are of importance 

to the consumers of the offering, meaning that the offering party must understand that the 

consumer’s perception is an absolute image of all involved actors. This means that many or-

ganisations may be in a better position, if they share the experience creation with others, as a 

restaurant or hotel will then be able to offer new services and offerings. In the case of the ser-
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vice industry, HO may benefit from developing an EZ, as it is likely to increase competitive-

ness, raise the number of tourists, and become beneficial to the industry in general. Through 

this, HO will use the EZs as a catalyst for getting involved with the industry, and the actors 

will have interest, as it is will result in financial gains. It is however rather unorthodox that a 

single unit run EZs, however in this case it is liable. HO is currently in a position, in which 

they must focus on industrial performance, and simultaneously they have a large network 

within the industry. Through this, it will become possible to identify and engage potential 

members, in the creation of an EZ. Under normal circumstances the network governance will 

consist of teamwork and mutual adjustments, however as this thesis presents an experience 

governance approach, it seems obvious that the actors may use this. There is however no 

doubt that communication throughout the network is of importance, and must be exchanged 

on a regular basis. By doing so, a degree of co-creation becomes active, creating value for the 

members, as well as for the end customers, as members are involved, create a dialogue and 

interacts with the network.  

 

In order to create the best network possible, members must be carefully selected to ensure 

value creation. Therefore, relationship building is essential to the success of the EZ, as the 

relationships are likely to create a fundamental ‘organisational’ culture throughout the net-

work. Due to this, it is vital that new members are capable of sharing knowledge, communi-

cate, and cooperate. As the negative trend within the hospitality industry calls for innovative 

measures, the network must be organised by enhancing stability, teamwork and a low degree 

of hierarchical order (Mintzberg 2003). Additionally, to continue the innovative process, net-

works must be dynamic and flexible, as organisations changes on a regular basis, causing the 

network to change. Within the area of EZs, some may argue that organisational culture is of 

less importance than in ‘normal’ organisations. This is however not the case, as the network 

calls for culture, as members comes from many different backgrounds, making it essential to 

share goals, visions, and ambitions to create consistency. As the network consists of many 

different actors, it becomes important to streamline these organisations to a certain extend, to 

enhance a common understanding, shared views, and an approachable working environment 

(McShane & Travaglione 2007). Some may argue the strength of an EZ lies in the versatility 

of members, however it is likely that a shared organisational culture, may cause stability and 

consistency over time (Jones & George 2009). Also, a key aspect of the organisational culture 

is the use of sharing knowledge and experiences, which is essentially why actors join the net-

work (Meer-Kooistra & Scapens 2008). 
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Critics argue that the use of EZ is of a limited effect, as it is too easy to copy the network and 

the zone itself. This is however pure nonsense, as the network, members, resources and com-

petencies are not stereotypical, thus making the network itself unique. The main concept of an 

experience may seem to be easily copied, however the unique aspect of the experience must 

be delivered to the guests, and should be focused upon through differentiation. Also, this 

means that members will be a mix between organisations that, focuses on experiences as their 

primary and secondary goal. Therefore the experiences created through an EZ will offer an 

all-round understanding, thus creating value both for consumers and for members (Bærenholt 

& Sundbo 2007). 

 

As the aim of the EZ is to create value for both members and guests, it naturally fits with the 

remainder of this thesis, as it focuses on the measures and developments that individual actors 

must consider, in the quest of customer value creation. Therefore, it may be argued that HO 

shall be in charge of putting together a network, and work as a coordinator or board member, 

in order to guide and direct the EZ in the right direction. This does however also call for a 

change of individual efforts, which will be focused upon in the following chapter. Here, a 

strategic framework will be presented, with an aim of guiding organisations through a stra-

tegic development, with an aim of creating customer value. Also, this means that the EZ must 

be organised by HO, but run using a collaborative approach, in which all members across 

sectors, are able to influence the network. 
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Act V - ‘The Experience Governance Theatre’ 
 

The aim of the following section is to elaborate, by creating an experiential governance 

framework. As the main focus throughout this thesis is the use of experiences in creating sus-

tainable competitive advantages, this section will draw upon the knowledge from the prior 

section concerning the development and evolution of the EE itself. It will then be possible to 

explore the areas of experiences that are of value for the industry, and determine which meth-

ods, models, and theoretical understandings that are key. With this, it becomes possible to 

create a governance approach, along the lines of corporate and brand governance, called Ex-

perience Governance (EG). Key to this new area will be a focus on control and development 

of experiential offerings, and how this will be involved in strategy and implementation. In 

order to do so, this section will offer tools and methods to optimise the use of experiences. 

After this, the following chapter will analyse the actual industry, and use the performed inter-

views with three leaders, to illustrate and identify how organisations are actually using ex-

periences within their organisations.   

 

Before discussing the use of appropriate frameworks, tools, and measures, it becomes inter-

esting to understand the key aspects of governance, such as brand and corporate governance. 

This will clarify the importance of adapting and developing a clear governance strategy, when 

focusing on creating sustainable competitive advantages, through experience development. 

Historical governance 
In his lectures, Jones argues that brand governance relates to the development of internal 

standards of processes, policies, and the delivering of consistent management, procedures and 

decisions in accordance to a brand (2009). He continues and defines brand governance as “a 

set of standards for managing the re-sources of processes and identify the capabilities that 

the c-suite sets to guide brand performance” (Brand Governance, lecture 1). He then states 

that brand governance is used to put branding on the corporate agenda, and to create a system 

of processes to manage brand equity. The reason for choosing a focus on brand governance is 

its importance in creating sustainable competitive advantages, by focusing on organisational 

resources, and the dynamic capabilities used and controlled (Barney 2001). Essentially brand 

governance concerns responsibility, as Lynton Burger from the Brainstorm magazine explains 
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(2009). According to her article, sustainable brands take responsibility and are ethically right, 

as they tell the truth and vouch for the relevant supply chain. The sustainable brand drives 

change, as it aims to alter the way we consume, set new standards in supply chain manage-

ment, and essentially transform the world (ibid).  

 

Corporate governance has become an increasingly important aspect, of organisational behav-

iour within recent times. It aims to protect shareholder rights, enhance transparency, and pro-

vide legal and regulatory enforcement frameworks. These areas are being upheld and focused 

upon through company laws, stock exchange rules, and self-regulatory codes and ethics. As 

there is not one international approach to corporate governance, many seek to adopt a stake-

holder approach. Here companies are considered to have responsibility and accountability, to 

employees and wider communities (ICAEW 2010). By setting a range of generic corporate 

governance principles, OECD increased awareness of responsibility, accountability, transpar-

ency, and fairness (2004). The aim was to create a foundation of sound organisational behav-

iour, ensure appropriate strategic directions, increase corporate transparency, as well as trust-

ing organisations to be accountable and fair, to internal and external stakeholders. 

 

When focusing on corporate governance, it is understood to be a set of processes, customs, 

policies, and legislative aspects concerning the direction, administration, and control of the 

organisation. The result of this, is that corporate governance can be seen as how the organisa-

tion is set up, with a somewhat external touch, whereas brand governance concerns internal 

aspects and resources. Also, brand governance may be seen as a ‘softer’ area of governance, 

as it concerns personnel, leadership, stakeholders and other areas, which will help in the cre-

ation, and performance of what PG would call the ‘play’. 

Former investigations 
Voss & Zomerdijk published one of the few studies that are of value, to the concern of ex-

perience governance. In their report they focused on the field of experiential services, and was 

based on a continuous study of nearly 100 companies (2007:8). With this, they focused on 

service innovation and its use across industries, however especially the innovative area is of 

interest to this thesis. The peculiarity of this increased, as it has previously been stated that 

not much academic literature, has focused on the progression from services to experiences. 

Voss & Zomerdijk explains that service innovation has shown to be an obscure focus, for a 

number of reasons, hereunder much innovation focuses on processes rather than products, and 
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the lack of research departments. Hipp et al. states that many service organisations see inno-

vation as vital, for the organisation to be diverse and distinctive (cited by Voss & Zomerdijk 

2007). This means that, organisations focuses on developing their service-related interests. 

The study concludes that experiential services are often designed from the perspective of the 

consumer, rather than by a transaction of which services are present. Also, it was found that 

the common denominator between consultancy firms and experiential service providers, 

understood the service to be seen as a journey that, consists of multiple components and 

touchpoints. With this, it became important for organisations to understand buying patterns 

and consumer behaviour, leading to the techniques and researches to be made, in order to 

grasp potential consumers, thus making the experiential innovation customer focused. Addi-

tionally it became vital to innovate and optimise the various touchpoints, to ensure high 

quality. 

 

As a result of this, their framework became a focus on understanding the total costumer ex-

perience, by knowing all aspects of the consumers’ journey. By changing this journey, it 

would become possible to differentiate themselves from their competitors, as the journey 

would be entirely different. The study indicated that experiential services would involve cus-

tomers interacting with the offering party, rather than only gaining functional benefits from 

acquiring goods (Voss & Zomerdijk 2007:9). Therefore it becomes possible to state that the 

framework put forward, is seen as a constant circle focusing on aspects before the actual con-

sumption, during, and after, by the use of touchpoints. This could perhaps be a focus on the 

emotional and physical touchpoints such as motivation for buying, understanding the offering, 

entering a shop, experiencing a situation, followed by post-consumption thoughts. All of these 

aspects could then be managed, by understanding the process that consumers would go 

through, such as a focus on website, product quality, staff, product performance etc. (2007:10, 

figure 1 and 2). 

Innovating the core of the framework 
The creation of a framework within EG, is method that will provide executive understanding 

and attractiveness, to the importance of controlling and developing experiences. As the uses 

of experiences are becoming popular, a need for control and managerial ability has risen. By 

creating a framework within EG, it will become possible to create an understanding, and a set 

of guidelines, which will help strategising experiences in value creation. This means that an 

experiential platform will demand that experiences become part of an organisational mindset, 
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part of the organisational culture, and will be controlled, measured and understood. Rather 

than presenting several frameworks and dissecting them, I will focus on areas of importance 

and interest, which will then evolve into the creation of a framework. This will especially be 

influenced by Jones’ brand platform, and work put forward by former MCM thesis students 

Koch & Andersen (2009; “Concept of experiential branding”). The reason for this, is that 

Jones’ views on brand governance has been a catalyst throughout this thesis, and offers great 

advice on controlling brands, and attract corporate attention. The work by former students 

Koch & Andersen may not be of an adequate nature, however some of their thoughts are of 

value. Also, as studies on experiential branding and equity are rare, it seems obvious to use, 

modify, and innovate their framework. Additionally, the framework will also use tools, 

understandings and thoughts, presented by Voss & Zomerdijk. 

 

As mentioned, a reason for focusing on experiences is the inefficiency of traditional com-

munication media, as a means of delivering experiences to potential consumers. Therefore, a 

framework will offer a strategic dimension to the creation and usage of meaningful experi-

ences, resulting in an added value. Furthermore, consumers and their strategic purpose be-

comes of interest, by focusing on customer value and meaning, by the use of touchpoints, put 

forward by Voss & Zomerdijk within experiential service innovation. By creating a frame-

work that controls and creates experiences, executives will begin to understand the potential 

for increasing revenue, awareness and profitability. Furthermore, as experiences incorporate 

employees, it is likely that organisations will experience an increased level of customer and 

employee satisfaction. Burger argues that it is vital for an organisation’s sustainability that 

staff takes ownership, and becomes a part of the corporate value chain. Additionally, Burger 

states that this will influence the corporate identity, creating a shared organisational under-

standing, which essentially will become a sustainable competitive advantage itself (2007). 
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The framework created by Koch & Andersen, 

presents a strategic view of determining the 

content of events and experiential branding 

campaigns. As they believed the framework to 

be a part of a marketing program, the organi-

sation will already have established objec-

tives, values and the intended targets, guiding 

the development of creating brand equity. 

Ultimately the model becomes a tool of analy-

sis in developing event content, “which is 

likely to ease the transference of values from the event to the brand in the target group” 

(2009:48). This creates a good foundation for an initial EG model, as organisational value 

will work together with experiential offering and target audience. With this, it will become 

possible to strategically understand the contents of an experience, just as Koch & Andersen 

intended it for branding campaigns. Therefore, the organisational strategy will call for a per-

ceived quality from the consumers, who will become involved in the experience itself. Also, 

the link between organisational value and experience content is likely to be influenced by 

employees, who will essentially create the experience. By adopting an experience economical 

view, it can be argued that the model incorporates aspects of PGs theatrical thoughts; as the 

strategy is ‘Drama’, the employees ‘Actors’, the experience content ‘Stage’, the intended tar-

get ‘Audience’, which in total equals the offering or ‘Performance’ (1997:109). 

 

The framework will work as a catalyst in developing and using experiences, which will form 

its base around the target audience. From an area that demands market research and a detailed 

understanding of the target groups, a clockwise movement will be used to form the organisa-

tional strategy, creating a foundation of experiential content. 

 

By defining a target group with a narrow scope of identity, based on either behavioural or 

psychographic variables, it increases the ability of identifying consumers, their interests and 

patterns, as the group will be smaller than if there was not a clear definition  (Belch & Belch 

2007). Therefore, the shared meanings and patters are identified through initial research, re-

sulting in an increased possibility of creating meaningful experiences. Within the develop-

ment of new concepts or experiences, Vargo & Lusch focuses on the new dominant logic and 

its move towards a service or experiential centre (2004). Among others, the consequences are 

Organisational 
Strategy 
’Drama’ 

Experience Con-
tent 

’Stage’ 

Intended  
Target 

’Audience’ 

Perception Interaction

	  

Employees 
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a shift from products to services, from production to consumption, and from the firm to the 

customer. This means that the customer is essential to the creation of value, as this is deter-

mined of how we consume or experience a given offering. If people do not fully comprehend 

a service, uses a product or interacts in an experience, there will be no added value. Therefore, 

value becomes more difficult to capture or create, if all attributes are not in place to fulfil all 

relevant needs (Pisano & Teece 1994).  

 

When researching the target audience, it is necessary to use multiple designs, to create a result 

which is qualitative and of scale. The data collection should therefore consist of a qualitative 

exploratory approach, such as focus groups or in-depth interviews, as well as a qualitative 

descriptive method. The latter becomes somewhat practical as this will result in a clear under-

standing of why and how people consume, and will often introduce numerical data (Hair et 

al., 2009). Furthermore, the practicality of this approach makes it more tangible and some-

what analytical, as this can be used to understand the market in general and create corporate 

awareness. As an example it may be valuable to focus on online media such as Facebook, 

Twitter, AOK, and YouTube, as these medias invite consumers to share opinions and beliefs 

of products, experiences and services. This will make it possible not only to track and analyse 

online activity, but also provide a quantitative grasp, which will present a clear and concise 

overview. This statistical data may therefore be used to analyse performance, and to measure 

potential fluctuations following the creation, implementation or usage of experiences. If an 

online focus is used, digital tracking platforms, such as Buzzmetrics from The Nielsen Com-

pany, automatically monitors actual blog entries, videos and website clicks. In addition to this 

qualitative measure, Netnography is a content analysis of the general tone, consumption be-

haviour and pattern within online communities, reviews and blogs. By applying these it will 

be possible to, not only track and measure online activity, but also provide a qualitative analy-

sis, which presents a clear and concise overview. This statistical data can therefore be used to 

analyse performance, and measure potential fluctuations following the creation or delivery of 

a particular experience (ibid). 

 

After the initial stages of the discussed areas, the Koch & Andersen framework would create 

a link to objectives based on brand equity, followed by the actual composing of the experi-

ence, as well as creating a research design and a discussion of how to measure the overall 

program. Jones however, has put forward a brand platform design, which contain many simi-

larities to the Koch & Andersen approach, however it seems to be both more comprehensive 
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and practical. As a result of this, I have chosen innovate Jones’ brand platform creating an 

experiential touch. Here, the foundation consists of the more internal aspects of an organisa-

tion, however it incorporates the previous illustration throughout the framework. 

The experience governance platform & framework 
I have chosen to present this framework beginning with an internal view of organisational 

value, strategic understanding, leadership style, and mindset, which is followed by a focus on 

competences and resources. I believe it is of value to appreciate the internal view in the be-

ginning, as all organisations must be able to have a clear overview of the functionality, and 

basis for performance, before focusing on external aspects. As the introduction to this thesis 

mentioned, the hospitality sector is often connected to a dream of quick money and inconsis-

tent concepts, resulting in a large amount of failures every year. Therefore, it is vital for the 

development that organisations face themselves, before developing a business with a ‘dream’ 

concept or naïve hopes. When the internal aspects are controlled, strategized and in place, the 

focus will shift to what Jones defines as governance accountability, which is essentially the 

market influences (2009). Only then, will I focus on objectives, metrics and measures fol-

lowed by the creation of experiences by using various tools and methods.  

 

It is therefore vital to understand your own organisation and its competent drivers, before fo-

cusing on external measures. The Initial stage of the market influences will be a research of 

consumers and the market. A key message with this framework is that one should not cut cor-

ners, as it will diminish and cause the customer value creation to deteriorate over time. Also, 

the overall aim is a creation of added value to the consumers and the structure of individual 

actors, and not a discussion of brand equity models or brand value. Naturally these areas will 

be influenced by a successful performance and usage of the framework, however the devel-

opments of these are seen as indirect benefit. This presentation of the organisational experi-

ence foundation, intends to put experiences on the corporate agenda and strategy. Therefore 

the introduction to the framework will become a guideline for practitioners, and will briefly 

touch upon objectives, tools and methods that are of importance. 

 

Experiences within the hospitality sector indicate that there is often a lack of shared under-

standing, creating a confusing environment. The use of this framework will help organisa-

tions, especially restaurants and bars, to understand the importance of planning business de-

velopment, by using strategies and communication, as the lack of this may lead to failure. 
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Experience foundation 

As mentioned, the foundation of which the experience, and finally the value creation stem 

from, is the combination of core organisational areas such as values, culture, and strategic 

purpose. With this section I will focus on the six aspects that are of vital importance to the 

future success of experience creation, to determine its importance for the development of or-

ganisations. 	  

Leadership, Strategy & Mindset 

The development and implementation 

of the mindset is of importance, as this 

will become the catalyst for change, 

strategic understanding, decision-

making, and employee satisfaction. 

The organisation mindset will, in this 

case be seen as the creation and use of an organisational vision or purpose. The mindset is an 

understanding of the underlying attitudes, assumptions, and beliefs of management, together 

with an organisational purpose and tool of direction. The vision is understood as an articula-

tion of the soul and character of an organisation, and is a guiding force and a shared point of 

reference for the employees. A powerful vision will motivate, inspire and energise individuals 

in a certain direction, by sharing goals and understandings creating a link to leadership styles.  

 

As a key catalyst for the successful management of experiences is the vision and mindset, I 

have chosen to focus on what Jackson & Perry determines as the transformational leadership 

style (2008). Also as indicated, the area of leadership is of special interest as it includes lead-

ership competencies, which seems to be of a lacking nature. Therefore it requires a compre-

hensive elaboration, thus taking space to present a somewhat practical understanding of the 

area. Essentially the vision summarises the understandings of creating meaning and strength, 

by having a powerful identity, at the same time as being innovative and focus on constant 

improvement. Therefore, one could argue that the vision will always be a goal, however this 

can never actually be realised, becoming a motivational tool for progression (Collins & Porras 

1996). 

 

Fine & Buzzanell defines leadership, as a process of externally articulating visions that chal-

lenge the organisation identity and change (2000). Furthermore, they argue that leadership, 
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management and administration are becoming intertwined, and without boundaries. There-

fore, they define management as being the internal translation of the vision, and administra-

tion as being the process of developing standardised routines and practises. The enforcers of 

power are defined as supervisors, managers, administrators, and others who are in charge of 

implementing the leadership and administration through management. Within leadership we 

find two key directions, the transformational and transactional leader. The latter, is often used 

as classification to leadership theories, which involve transactions between the leader and its 

followers. Furthermore, the leadership style is based upon reward and punishment to/of the 

followers, depending on performance, making the style of leadership, based on the exchange 

of benefits with their subordinates (Jackson & Perry 2008).  

 

The transformational leader focuses on increasing performance of his/her followers, by en-

hancing motivation and morale. As this implies, the leadership style, is based on the leader’s 

personality and ability, as well as the overall organisational vision (Burns 1978). Pedler et al. 

describes the transformational leadership as an aspect, which seeks to develop stretching di-

rections, in order to inspire people to work towards them, developing themselves in the pro-

cess (2004). Therefore, they argue that the transformational approach is based upon organisa-

tional and personal visions and dialogues. Furthermore, it is argued that exactly this point 

enhances self-development and increases motivation, performance and efficiency. Finally, 

Bryman defines the transformational leadership as being able to develop the individual, and 

people around, as it looks for motives in followers, seeks to satisfy higher needs, and engages 

the full person of the follower (1996). 

 

As transformational leaders work towards a common goal with followers, they inspire follow-

ers to transcend their own self-interests in achieving superior results, by developing and influ-

encing them towards a common vision. This style can be explained by looking at the role of a 

parent raising a child. The parent is likely to be dedicated, committed and unconditional, 

transforming the child’s life over time. This means that a relationship between two people is 

based on every exchange they may have. This shall not only be monetary or material goods, 

but can also be socially between the two actors. Therefore, the more exchanges they experi-

ence, the stronger the relation becomes. Bass explains the transformational leader, as someone 

who recognises the transactional needs in potential followers, but goes further, and seeks to 

arouse and satisfy higher needs, in accordance to Maslow’s hierarchy of needs (cited by Hom-

rig 2001). When focusing on Maslow, it becomes interesting how the shared visions may be-
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come the denominator between success and productivity, as when the followers does some-

thing they enjoy, they will find their working- and personal life to become one. Furthermore, 

Maslow believes that higher level needs can become autonomous and functional independent 

of the more basic needs, meaning that individuals will be able to avoid needs such as food and 

sleep. Ames (2007) continues, explaining that a performance might be enthused due to a mo-

tivational climate, such as focusing on organisational goals or achievements, as well as how 

the organisation aims to reach these goals.  

 

Within motivational theory, the sporting world becomes valuable. As many academics have 

focused on leadership theory, it becomes possible to argue for a method, which is of great 

value to the hospitality industry. Also, as employees are being motivated, it will increase the 

likelihood of successful experiences and organisations. Within this area, Bandura, discuss the 

term self-efficacy, which is an individual’s belief in being capable of performing in a certain 

manner to attain certain goals (2002:409). With this, self-efficacy relates to an individual’s 

ability to perform, manage, and execute the necessary actions in relation to standards and 

goals. Therefore self-efficacy become useful in the transformational leadership style, since an 

individual’s self-efficacy develops as they accomplish more tasks and achieve more goals. 

This leads to an increase in motivation and a belief of being able to handle everything that is 

required, making people work harder and increasing the difficulty of their assignments. Also, 

it motivates, based on the actual transformation, rather than aspects such as monetary rewards, 

as stated beneath. 

 

The inner motivation appears as a result of willingness and happiness for the job. It is the job 

itself and the experiences that are attached to the job. The outer motivation is created, when 

the individual is working as a result of external reasons such as money, prestige, fame, status 

etc. (Gjerset ed. 1995:75)  

 

As already explained within the introductory sections, HO identifies an issue within leader-

ship competencies, professionalism, and level of education. Nothing does however indicate 

that educated employees are more likely to experience success than a person with much ex-

perience within the industry. In fact, it seems that the ideal solution to this area of interest 

would be to incorporate the arms-length principle, in which a more educated person would be 

in charge of the organisational foundation, such as the implementation of the presented 

framework, and an experienced person being in charge of ‘the floor’. This would mean that 



	  	  

48	  

the experienced person would become a leading figure, within the areas that the educated per-

son does not have interest or knowledge in. With this, the leadership style presented encour-

ages the use of a transformational leadership, in which the mindset is shared, and the employ-

ees are motivated from an inner perspective, and the use of two leadership types. One who 

controls the core business, and one who controls the working site or ‘the floor’. Also, this 

means that the educated controls the experience foundation, but that the passionate soul is 

vital for the experience to be successful, as he controls the performance of the actors, the 

stage, and the interaction with guests. Furthermore, by adopting and implementing a strategic 

focus on leadership style and teams, it will be possible to increase leadership capability and 

professionalism over time, thus acknowledging the educational focus put forward by HO, in 

the beginning of this thesis. 

 

“A well-conceived vision consists of two major components: core ideology and envisioned future. 

The core ideology is unchanging while the envisioned future is what we aspire to become, to 

achieve, to create.” – Quote, Collins & Porras (1996:1) 
 

With this it is evident that the core ideology is the strong, steady identity of the organisation, 

made up of values that is similar to the organisational character or personality. This consists 

of values that the company believes in, regardless of market conditions or demands. Also, it 

becomes the point of organisational identification, as society understands the organisational 

aims and needs, as the core identity must be a never-ending attribute (Collins & Porras 1996). 

The envisioned future is used to stabilise and harmonise the identity, by consisting of strategic 

goals and future predictions. These goals correspond to stakeholder and customer interest, and 

sets ambitious goals and guidelines for the organisation. Especially a vision, which has been 

co-created, require personal commitment and cooperation from its creators and their follow-

ers, and is of interest, as it eases implementation, increases the level of motivation and com-

municates a shared purpose (Dyer & Owen 2005). The goals must be realistic, however it 

should offer some room for improvement and ambitions, using the goals as a sense of aspira-

tion. Thus the vision is of great importance to the development of strategic sustainability.  

 

After having successfully created the organisational mindset, the next step is to translate the 

mindset into action. The vision merely acts as a motivator and guiding light, however it does 

not bring increased revenue and value creation by itself. Therefore it must be communicated 

to all strategic priorities, such as managers, partners, suppliers, employees etc. With this, con-
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sumers may be less focused on the actual vision of the organisation, and more on how the 

vision is expressed through experiences with the company (McCracken cited by Jones 2010). 

Only through sharing the meaning throughout various organisational areas, it will become 

possible to fully exploit the mindset. 

 

The ultimate goal of sharing the vision, through performance factors, is a strategic link to de-

partmental and individual activity. This means that the goal is made to enable organisations, 

to effectively translate strategic content, into clear and powerful processes. By doing so, it 

will be possible to creatively and systematically unfold the strategy, and implement it, thus 

ensuring that all aspects of the organisation are aligned. An appropriate communication and 

implementation of the strategy will increase transparency, and clarity throughout the business 

strategy (De Wit & Meyer, 2004). If this process is followed, the organisation will be able to 

deliver the organisational mindset, through a strategic plan. This means that the strategic pur-

pose and operational consequences should be understood and shared, by the communication 

of; strategic intent and action plans; thorough project management principles, which must be 

used to deliver the actual agenda; and individual targets and work plans, must be aligned to 

the strategic priorities (ibid). With this, the objective is an overall understanding of the strat-

egy, its implementation, and how everyone internally contributes to the overall delivery and 

performance. Within the brand governance platform, the strategic area is of special interest as 

this utilises, and/or exploits organisational capabilities and resources. The aim of the strategy 

is to redefine the market position, by reconfiguring, seizing, sensing the market, and the exist-

ing business plan, and purpose. By doing so, the branding strategies become a dynamic pro-

cess, in which marketers may be able to change consumer perception of a given offering. 

Within EG, the understanding is essentially the same, however this focuses on competences, 

ideas and ideals, which becomes the foundation of the experiential creation. As mentioned, a 

focus on internal aspects and capabilities is more likely, for the organisation to develop con-

cepts and experiences that are sustainable. 

Script, Space, Stage 

As these experiential tools, are presented in the PG approach in previous sections, it is not of 

value to reiterate its meaning. It is however important to remember that; Business offerings 

are used to enhance the four realms that sets the experience; the stage is seen as permanent 

elements of the physical aspects; the script is seen as the experiential processes; and the rich-

est experiences uses space to alter the sense of reality. Also, these areas of managing and 
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controlling the actual ‘play’ is of vital importance to the creation of delivering experiences, 

and must be present in the foundation. As mentioned, organisations must ensure that the as-

pects works with the concept, the resources and general understanding of the organisation, as 

a lack, will cause a detrimental effect to the overall perception of the offering. 

Organisational drivers - Competences & Resources 

Within the organisational drivers, two areas are of importance.  

Competences, which is essentially the activities or strategic 

processes that are of importance to the performance, 

and resources, which are the human, financial and 

physical assets, available in detecting and 

understanding market opportunities and threats 

(Fuller 2006, Executive VP & COO, AHIMA). 

Therefore strategies must be connected to present 

and future resources, as this indicate that a strategy 

based on competences may be of value to organisations.  

 

A competence approach shifts the competitive 

focus of an organisation from an external 

environment, to an internal focus of resources and activities. By using the competence-based 

view, organisations use the approach to generate sustained competitive advantages, as organi-

sational competencies may lead to sustainable superior performance (Freiling 2004:28). In his 

studies, Freiling defines a competence as a repeatable, learning-based and therefore non-

random ability that sustain the coordinated deployment, of assets and resources. This enables 

the firm to reach and defend the state of competitiveness, and achieves goals (2004). With 

this, competences are vital for an organisation to sustain a competitive factor, increasing the 

likelihood for success, as the organisation will use their competences better than its competi-

tors (ibid). Also, competences are difficult to copy as they are of a unique nature, making 

competences a large influencer in the attempt of creating sustainable advantages (Teece et al. 

1997). Therefore the development, implementation, and management of competences can be 

seen as a long-term and strategic tool, in ensuring a sound and successful organisation in the 

future. Huismann et al. indicates that a fundamental function to facilitate management of as-

sets and organisational competencies is to operate, and measure the effects of using organisa-

tional competencies (2008). 
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For competencies to become a means of ensuring success, it is vital that organisations under-

stand the management and control thereof. Therefore management and organisational exec-

utives must create a strategic controlling mechanism, to ensure long-term success. This means 

that all controlling tasks that support the leadership must be put into processes (Horváth 1996 

cited by Huismann et al. 2008). In practise, a starting point for the introduction of a compe-

tence based strategic approach, is to indentify and analyse processes of a competence nature. 

The identification itself is not adequate to result in sustainable advantages, thus organisations 

must learn to manage, select, build, leverage, and protect them. This entails a strategic under-

standing of aspects such as, purchasing, R&D, production, financial aspects, marketing and 

stakeholders. Within each of these areas, a unique strategic usage is likely to lead to advanta-

ges, as competitors may not have the same skills for production, the same networks for pric-

ing and revenue management, or mindset for innovation and development. Within the area of 

hospitality, especially bars and restaurants are highly dependant on exactly these competen-

cies, as competition is intense, and many concepts are easy to copy. 

  

As already discussed, the planning and organising of the actual work, is of a critical nature 

when implementing the organisational mindset, and in achieving long-term strategic goals, 

and short-term operational aims. Leaders throughout the organisation contribute directly to 

optimising the use of resources, as they are responsible for ensuring performance and strategic 

thought. With this, it is evident that it is not only the CEO who is in charge of resources, but 

instead it uses a bottom-up approach, involving all departments and individuals, leading back 

to the discussion, of motivation and transformational leadership. This means that managers 

are responsible for acquiring and managing resources, to ensure high performance and to 

reach the strategic goals.  

 

Barney put forward a discussion of adopting a resource based view of the firm, in which re-

sources are physical, human and organisational assets controlled by the firm, and mention 

capabilities, which is the ability to turn the resources into value (1991). The resource-based 

view consists of four characteristics, with the intention of creating sustainable advantages 

giving this framework a somewhat practical aspect, as it guides resources to be; valuable, as 

they enable a firm to conceive or implement strategies to optimise efficiency; rare, as com-

mon resources cannot become basis of sustainable advantages; imperfectly imitable, meaning 

that they must be of historical conditions, be ambiguous, and socially complex; and non-
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substitutable, since there must not be a strategically equivalent resource that is not rare or 

imitable, to avoid competitor’s countering of the value-creating resources (VRIN). 

Market accountability 

In his work concerning brand platforms and governance, 

Jones identifies governance accountability factors (2009). 

These are essentially the market influencers, and can be seen 

as marketing, management, and financial and legal ac-

countability. All of these external factors are created to en-

sure an external aspect to the experience foundation frame-

work. As the framework is built around the brand govern-

ance approach, these influencers are similar, since they con-

tain a good understanding of the market, the target audience, 

legal regulations and strategic methods. 

Customer, market, innovation and strategy 

With the market orientation it becomes important to establish the intended market position. 

This must reflect a realistic target within the market, and depends on the internal competences 

and resources. The area of customer and market orientation adds value to the competitiveness 

of an organisation, as this is the key method of reaching the audience. There is however a 

need for strategic alignment meaning that the intended position and audience, must be a part 

of the corporate strategy and the overall experience thought. Furthermore, as Jones identifies, 

this area is not limited to satisfactory themes, loyalty, and quality, but also focuses on experi-

ence pleasure, well-being, and social success etc. (Jones 2009:6). As mentioned, this means 

that the organisation must create an experience foundation based on internal aspects, before 

focusing on potential guests. This exact area seem to be of vital nature, as many restaurants 

and bars are opened with a concept that cannot be maintained or sustained, due to a lack of 

competences and resources.  

 

Additionally, the organisation must ensure that the experience foundation is implemented 

throughout the organisation, and corresponds to the corporate strategy, in order to support 

long-term sustainability. Also, a large challenge is to secure innovation, which focuses on the 

experience or offering, and the involved processes (Voepel et al. 2006, cited by Jones 2009). 

Additionally Jones argue that the organisation must ensure that resources and competences 

are adequate, and can support an innovation strategy, making it vital to measure and control 
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the alignment of innovation, competences, and experience foundations. This involves a ques-

tion of what processes are needed, as well as a focus on how innovation is implemented 

throughout the organisation. The key aspect of this is to make sure that the innovation does 

not run wild, creating experiences that the organisation cannot control or manage. Also, or-

ganisations may consider innovation from cross-pollination across industries, as the main in-

novation driver model. 

 

A practical approach to the above-mentioned sections, is to ask the following questions: 

• Who could our customers be? (Position) 

• What should out customers expect? (Experience expectation) 

• How are we then to serve our customers the best? (Competences) 

Financial performance and measurement 

A constant criticism within brand academia is a lack of financial measure. This exact issue 

will also become a part of the EG framework, as some may argue that the EG approach is too 

soft or too dependent on costumer perception. Keller put forward the brand value chain, how-

ever Jones (2003 & 2009) believes it to be lacking robust measures. One of the financial 

measures can be seen as an experience valuation, which offers solid measure to the value of 

the actual experience. Also, this will create a metric or starting point for the development of 

the experience. Rust et al., argues that organisations separate experience spending from cor-

porate expenditures, and distinguish between short and long-term value creation investments 

(Cited by Jones 2009). Within these time frames, short-term metrics may be seen as behav-

iour or attitude following experiences, whereas long-term is seen as equity and actual cus-

tomer value creation. Also, Rust et al. (ibid.) differentiates between sources of productivity, 

such as strategic and tactic spending, and experiential assets and impact as it introduces an 

extra dimension, making it possible to analyse all relevant metrics for EG. 

Legal protection and leverage 

As an increasing amount of organisations turn to value creation through experiences, a legal 

discussion along the lines of branding becomes active. This means that organisations must 

now turn to legal practitioners to protect experience and other offerings, however this area is 

blurred and somewhat difficult to grasp. Everyone are free to copy concepts and assets such 

as sources of value creation, competencies, and technical ability, creating a call for new 

methods of regulations. Jones states that “companies need to see legal protection not just as a 

limitation of others rights to copy brands (here, experiences), but also as a strategic area 
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which can define and inform brand (here, experience) innovation” (2009:9). In addition, 

Davis identifies the area of delivering experiences as being of inadequate understanding, es-

tablishing a need for further research within legal issues (cited by Jones 2009). Furthermore, 

HO argues that the unfair competition, mainly caused by the rules concerning exempt VAT, 

must be focused upon in the future, as this will increase the level of competitiveness of the 

industry. This is an aspect of great importance, and is a good example of market influencers, 

in which the industry as a whole must fight the legal aspects. 

Experience creation and objectives  

After having discussed the core of the experi-

ence foundation, the internal view of compe-

tences and resources, as well as the market 

influencers, the actual experience creation 

becomes effective. The area of metrics, 

touchpoints & meaningful experiences will 

only become successful if the other aspects 

have been correctly implemented and devel-

oped. In order for the experience to create 

customer value, organisations need metrics to 

analyse performance, they need a focus on 

touchpoints to ensure that all meetings with 

consumers are as planned, and to have focus 

on the creation of meaning.  

 

As this is a crucial aspect of experience design, the section will not simply draw upon success 

criteria, but serve as a tool for guiding the design in the appropriate direction during planning, 

and the execution thereof.  

Metrics & objectives 

Before the creation of experiences it becomes vital to set standards through goals and metrics, 

to evaluate the performance. This section concerns perception, performance and financial 

aspects, and consists of a practical approach to metrics, followed by guidance to setting objec-

tives. As with any other campaign, or implementation of strategies, the measuring effects are 

vital to the evaluation and analysis, of whether the objectives were reached. This will make it 

possible for organisations to identify possible gaps or the need of improvements, used to in-
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crease the efficiency, and avoid mistakes in the creation of future experiences. Also, the an-

alysis will identify strategic difficulties, which needs to be taken care of in future experiences. 

It is also worth mentioning that, the combination of qualitative and quantitative data is often 

key to measure and analyse metrics, and identify points of failure and success. Obviously 

metrics can be comprehensively analysed by using various tools and programmes, such as 

SAS, however this is of an unrealistic nature to the hospitality industry. Rather than initiating 

a discussion of the use of extensive SAS programmes, it seems appropriate to understand that 

many actors may not look past profit and loss accounts, making this a presentation of tools 

that are relevant and realistic. One of the key aspects to metric design is the incorporation of 

business goals, and sustainability within the design, and consistency. Practitioners should not 

design metrics that are too complex to ensure a straightforward implementation, as this allows 

the use of benchmarking, process monitoring, and a continuous improvement of processes. 

Therefore, organisations within the hospitality sector are likely to implement metrics that can 

be performed by themselves, and not by investing in technological methods. 

 

Ultimately, perception focuses on the impact of the experience, and on the consumers’ per-

ception of how it fulfils expectations. Through the use of qualitative methods, it will become 

possible to understand the perception of experiences, as well as the success of the framework. 

The actual measure of this was touched upon within the framework presented by Koch & 

Andersen, but contains the use of in depth surveys, and focus groups to create a practical 

understanding of how experiences are consumed (2009). The measure of costumer impact or 

perception is likely to benefit from yearly analysis, as this shows how the experience founda-

tion is performing. When doing so, the analysis is likely to benefit from questions concerning 

all aspects of the experience, and strategic purpose, as this creates a reliable research design. 

Also, methods such as requesting a testimonial from guests will explain their perception, and 

introduce the organisation into the minds of consumers. 

 

“Quality is the responsibility of every employee. Every employee must be involved, motivated 

and knowledgeable if we are to succeed.” – GE, Six Segma: the road to customer impact. 

 

When analysing their customer impact, GE focuses on delighting customers and establishing 

an objective ‘outside in’ mindset to the process of generating quality, or in this case, experi-

ences. With this, the consumer is the centre of the GE organisation as they define quality and 

the extent, to which an experience is meaningful. Here consumers expect performance, relia-
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bility, service, respectable prices and of course an experiential aspect. GE explains that they 

must delight their customers within all touchpoints, as these are critical points of customer 

perception and satisfaction. Concerning the processes GE, stress that it is vital to view the 

business processes and all aspects of an experience from the customer’s perspective, thus es-

tablishing an ‘outside in’ view. By doing so, it becomes possible to analyse all aspects from 

consumer needs, to the interaction with the organisation, highlighting the areas of a lacking or 

inadequate nature. 

  

Within this area objectives could be a focus on quality, loyalty, awareness, preference, satis-

faction, and recall, such as: 

• Consumer satisfaction, through qualitative in depth research, and quantitative 

measure of satisfied guests. 

• Loyalty, through the use of loyalty programmes and creation of relations with 

guests. 

• Customer retention, through a consistent use of touchpoints, which is discussed 

later. 

 

Performance is effectively similar to the measure of market impact, which may be the most 

common desired outcome for organisations. Experience creation is aimed at added value to 

the consumer, but also concerns the attraction of new potential guests. Especially the measure 

of new versus returning guests is straightforward, and indicates organisational performance. 

The ideal use of this metric is, a before and after study, as this is a good indication of market 

performance. The aim is to share the unique organisational propositions with the intended 

audience, and if successful, traffic will be generated as a result. Obviously sales will also be a 

valuable metric, as this indicates daily performance, and is often a key metric within the in-

dustry. Clearly this does however have severe analytical lacks, as it only focuses on total sales 

and not a breakdown of each guest or if guests are returning. A combination of performance 

and perception, can be the development of loyalty programmes, as 90% of respondents in a 

study within restaurants, performed by B2Cmarketinginsider.com, believes that such pro-

grammes gives a competitive edge. The study shows that 41% currently operate loyalty pro-

grams, and that 47% are planning on using programmes in the future. Also the study showed 

a new dimension to performance, as 74% of respondents use social media, making it vital to 

have an online profile, in addition to the experiential aspect.  
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Objectives could be a focus on, sales, market position, and market share, such as: 

• Sales, through using strategic and financial benchmarks. 

• Market position, through qualitative data such as the above-mentioned approaches. 

• Market share, by measuring the market and competitors based on appropriate met-

rics, such as sales. 

 

Within the area of financial impact, it is possible to differentiate between short and long-term 

measures. The short-term, focus on the maximisation of returns at present, by using measures 

such as the management of ROI – Return on investments, profit & loss accounts, and cash 

flow. A long-term horizon focuses on the realisation of business strategy and sustainability, by 

focusing on EVA – Economic value added and future cash flows. Therefore organisations uses 

different metrics for tactical and strategic directions, in which the tactical area is the market 

and actual performance related tasks, whereas the strategic direction focuses on how the tacti-

cal methods influences the overall organisational performance and future (Jones 2009).  

 

As mentioned the measure of ROI becomes an important measure when investing in the de-

velopment of new experiences, as this metric indicates how long it will take for the invest-

ment to present profits. Therefore it provides both a theoretical and practical aspect, as it 

gives practitioners a simple and straightforward tool for valuable analysis (Erickson 2008). 

Other mechanisms for measuring value has been created within recent times, as companies 

have become more focused on value creation. Of these especially EVA, which measures the 

surplus value created by a firm in its existing environment, is of interest. The tool enables all 

organisations to determine their value creation, which is of great importance to this frame-

work, however it does not measure customer value creation. EVA is a financial performance 

measure based on value, and functions as an investment decision tool, reflecting the overall 

shareholder value created, and consists of “the “excess return” made on an investment or 

investments and the capital invested in that investment or investments.” (Erickson 2008:2). 

The aim of EVA is to estimate economic profit, or the amount, which earnings exceed or fall 

short of the necessary minimum rate of return that investors could get, in comparison to the 

market rate (Stewart, cited by Geyser & Liebenberg 2003). With this, EVA provides organi-

sations with a tool of how the creation of an experience will increase shareholder value, which 

is of vital importance for the organisational success and future. Also, this will help leaders to 

make better decisions, focus on areas of improvement, and consider long-term and short-term 

aspects for the firm, creating a more sustainable investment. As mentioned, EVA does not 
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focus on customer value creation, which will be focused upon after having discussed the 

fundamentals of experience design. 

 

Objectives could be a focus on, profit, EVA, ROI, and cash flow, such as: 

• Profits, daily, monthly, quarterly and yearly benchmarks. 

• EVA, as the shareholders earn money depending on the ‘gap’ between the per-

centage of the ROI and the percentage of profits, there must be a minimum metric 

or benchmark associated to both ROI and profits. Also, determine a minimum 

metric on future investments, creates a ‘safety’ net for new investments or ap-

proaches. 

• Cash flow, by regulating and measuring the amount of cash, such as make regula-

tions for how much cash can be spent on daily operations etc. 

Touchpoints 

An essential aspect of experience creation is the use of touchpoints. In order to create a com-

prehensive elaboration of the topic, it once again becomes necessary to research the area of 

brand management. The touchpoints are of importance to the customer experience manage-

ment, as it focuses on mapping, developing, improving, and delivering valuable aspects to the 

customer. Through this, it becomes deeply involved with organisational strategy, and is essen-

tial to the further creation of meaningful experiences, which will be discussed in the following 

section. All areas or situations in which consumers meet, or touches upon, the organisation, 

contributes to the overall customer experience. Therefore, all aspects of marketing communi-

cation, sales contact, service delivery, and organisational interaction will have an impact on 

the audience, thus influencing their understanding of a given offering or experience. With 

this, touchpoints refers to all channels such as physical, communicational and human interac-

tions, between the customer and the organisation. By doing so the touchpoints introduce, en-

gage, service, and retain customer experiences. Through this, it is possible to argue that 

touchpoints are the storyline of experience ‘personality’, and comes to live in the moment of 

truth - when the experience is consumed. 

 

Hogan et al. describes the strategic development and control of touchpoints, as a challenge of 

making “sense of the kaleidoscope of factors… that contribute to brand (here, experience) 

equity” (2005:1). This means that organisations face a challenge of understanding and manag-

ing all elements, from experience quality to physical presence, in which the customer creates 
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perception. They continue and state that, a successful creation of experience touchpoints calls 

for an identification of the most important consumers, and their expectations. Furthermore, 

they state that organisations must concentrate investment on the touchpoints that raises profit-

able demands, making it vital to analyse, which touchpoints are of largest importance. Addi-

tionally, touchpoint practitioners such as Amicus2, believes that organisations must concep-

tualise and design touchpoints from the customers’ perspective, making their state of mind the 

reference point. Also they see the persistent focus on customer satisfaction to be of an inad-

equate nature, as this often focuses on companies that master all facets of costumer interac-

tion, however this is not realistic in practise. If organisations focus on too many touchpoints, 

it is likely that overall quality will decrease, causing disturbance to the intended experience, 

and may result in confused consumers who will perceive the experience in a negative way 

(ibid). Therefore, organisations must adapt a realistic view upon limitations, when creating a 

strategy for touchpoints in practise. 

 

Gabriel explains that the management of touchpoints is important as consumers uses them to 

interact, communicate with organisations, and will ultimately influence how the experience is 

perceived (2010). Also, by ensuring consistency, an organisation can use touchpoints to create 

awareness of the offering experience, which is likely to lead to future consumption. If these 

areas are controlled correctly, Gabriel states that consumers are unlikely to experience confu-

sion, and that the clarity can be seen as a competitive advantage in itself. Thus touchpoints are 

of essential importance to the creation of experiences and customer value creation, as long as 

the touchpoints are in line with the initial experience foundation. This means that to create an 

efficient and consistent management of touchpoints, it becomes essential to incorporate 

unique and distinctive experiences into the strategy. Similarly, the strategy must ensure con-

sistency throughout all touchpoints, from the first experience awareness, through the experi-

ence itself, and to repeat purchase. Jones & Helm explains that it is becoming harder to de-

liver consistent, high quality touchpoints, making it possible to use a successful touchpoint 

strategy, as a distinctive resource thus developing a competitive advantage (2010). 

 

“… consumers are more powerful than ever before. They will not tolerate if the company in 

any way fails to meet its brand promise. Communication amongst consumers has never been 

easier or more developed. This is evident, when loyalty is tested in each and every Brand 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
2	  Amicus, brand dimensions, whitepaper #8 – integrated brand touchpoints	  



	  	  

60	  

Touchpoint – the verdict can be harsh and is always immediate.”  - Quote Henrik Gabriel, 

Brand Architect, 2010 

 

The main point of this section is to highlight the importance of touchpoints, and guide organi-

sations towards identifying touchpoints that are of value to their offering. In practise, it means 

that every aspect of contact with consumers should be monitored, be it marketing pamphlets, 

or service in the moment of experiencing. Managers must plan and organise their touchpoints, 

rather than leave it to chance, as it is a vital aspect of delivering a great experience, making 

uncontrolled touchpoints capable of destroying all previous work. Therefore, it is essential 

that the delivery must be planned around the experience foundation from the script and space, 

to processes and drivers, streamlining the strategic development throughout the organisation. 

One of the complications when focusing on touchpoints is that many contacts does not result 

in a purchase, and only a few will. It is however likely that by using a targeted sales effort, 

individuals who are in contact with the organisation may consume in the future, thus creating 

a need of touchpoint quality. Through this, it is vital that all individuals in contact should ex-

perience a satisfactory, appropriate interaction 

Pre,	  under,	  post	  purchase	  

“The first moment of truth is when the consumer goes to the retail store to purchase the pro-

duct and the second moment of truth is when the consumer uses the product. The product 

marketers should make sure that they positively touch the consumer at these critical points.” 

– Jan Carlzon in ‘Moments of Truth” 

 

Throughout the pre-purchase touchpoints, companies should look for methods to increase 

awareness, drive demand, and educate the audience on specific experiences and offerings. 

Also they should focus on advertising, creating word of mouth, and look upon online tools 

such as websites, social media and direct mail. These are the most basic forms of sales and 

marketing, and focuses on providing sufficient information to the prospective consumers. The 

aim of this is to make customers aware of the experience itself, establishing a preference for 

visiting their location and guide people to consume. The information can be shared by using 

magazines, online media such as AOK, or simply by using a website. However, as a pre-

purchase point, also the entrance, buildings, surroundings, initial service encounter such as 

with a receptionist and entrance related logistics, such as queues, bouncers etc. are of import-

ance. 
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As Carlzon described touchpoints as being the customer surface and moment of truth, being 

the first physical contact, the two understandings becomes somewhat blurred. It does however 

seem that Carlzon believed the surface to concern only initial or first encounter touchpoints, 

making the moment of truth the purchasing situation.	  This means that the moment, in which 

consumers are in direct contact with the organisation, is a critical touchpoint as the customer 

makes a decision to continue or terminate a relationship (Carlzon 1989).  It is therefore of 

importance to identify the situation and the critical touchpoints, to control the points of cus-

tomer contact. E.g. hotels could use ushers to direct them to the reception or check in, and 

restaurants may use waiters to show guests to the table. Carlzon believes that organisations 

that do not apply the correct usage of the welcoming touchpoints will experience negative 

customer experiences, making it important to map and understand all touchpoints to gain con-

trol. 	  

 

The touchpoints that concerns the moment of truth, and are therefore valid during the point of 

purchase situation, are designed to deliver value and create confidence in the purchase made. 

Within restaurants and bars this can be seen as the chef, mixologist or other expert taking an 

order, or perhaps other guests’ previous selections. Within hotels, this may be the booking of 

a room online, by being guided by a website, which will signal control and knowledge. Rather 

than focusing on creating awareness, purchase touchpoints focus on moving customers from 

consideration to realisation. Therefore, this consists of the aspects on the location, such as the 

level of service, the sales force or waiters, the environment such as lighting, feel, and even the 

initial thoughts of entering the location. 

 

The post-purchase points, concerns the interactions that individuals experiences after the con-

sumption. This means that post-purchase touchpoints focuses on delivering a good experi-

ence, by using customer service, products, and other measures to evaluate the experience. PG 

argue that the purchase of memorabilia, creates a tangible artefact of an experience, such as 

buying hats and t-shirts, making it part of the touchpoint. Thus they argue that when using 

memorabilia, the organisation uses the EE to create a competitive edge, understanding the 

economy on a strategic level (PG). Other touchpoints will focus on employees waving guests 

goodbye, minimising the waiting time when having asked to pay, or even finding the way out. 

Michelin restaurants such as Herman and noma, gives petit fours to their guests, so that they 

can enjoy a treat when they get home, or the day after, creating a sense of recall. With this, 
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the aim of post-purchase touchpoints is to keep consumers in contact, in order to increase the 

chance of referrals and repeat purchases, by using customer service, newsletters, and websites 

and as mentioned, loyalty programmes.  

 

Within the area of touchpoints it becomes more practical to ask questions rather than stating 

objectives. Through this, organisations will become in control and will be able to manage the 

interest points. Also, for the touchpoints to be easily implemented, it becomes important to be 

realistic, and to have a strategic foundation. Touchpoint architect, Henrik Gabriel, has put 

forward the following questions, to control and ensure quality within touchpoints (2010): 

• Do you know how important your touchpoints are to your target groups? 

• Do you know how well your touchpoints perform? 

• Do you know to which extend they correspond with your experiential promise? 

• Do you know how well your touchpoints are managed? 

• Are you aware of to which extent your touchpoints are experienced in the same way 

by managers, employees and target groups? 

 

Creating meaningful experiences 

As already discussed in the area of EE, co-creation offers valuable insight into the creation of 

meaningful experiences. It is however important to differentiate between experience co-

creation and value co-creation, put forward by Ng, which will be discussed within the cus-

tomer value creation aspect of the presented framework (2010). Within the area of meaningful 

experiences, the setting, the emotional and learning aspects are of interest, as these are key 

drivers within the EE. Previously it was argued that for a situation to become an experience, 

certain aspects must be involved. Amongst others, the situation must involve and have em-

phasis on feelings or emotions. As emotions are of large importance, the degree to which an 

experience is meaningful will change in accordance to interaction skills, perception, and gen-

eral personality traits. At this point in the framework, the organisation should aim for an 

understanding of their intended guests, making personality differences of minimal importance 

(Holbrook & Hirschman 1982). Wood & Masterman determines seven I’s, which enhances 

the experience, and is therefore of importance within this section, as it provides a somewhat 

practical dimension to the experience creation (2007): 

 

• Involvement – an emotional involvement with the experience. 
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• Interaction – with experience ambassadors, such as employees or other attendees. 

• Immersion – of all senses, isolated from other messages. 

• Intensity – be of a memorable and high impact. 

• Individuality – of a unique nature, customisation, making each experience differ-

ent. 

• Innovation – be creative in content, location, timing, audience and so on. 

• Integrity – must be seen as genuine and authentic, providing real benefits and 

value to the guest. 

 

With these guidelines, it becomes possible to create a meaningful experience, however all 

steps must be followed. Therefore, it is not possible to create a set or static situation in which 

the experience is created, as some of the aspects are likely to miss out. Also, as it cannot be 

guaranteed that all aspects are performing to their fullest, the experience is likely to change 

every time it is consumed. In some situations other participants or perhaps an employee hav-

ing a bad day, may cause one of the steps to be of a low degree, causing the experience to be 

of lesser value to the guest. Opposite, if the steps are of more value than expected, it is likely 

that the experience will be perceived better than first intended. Additionally, this is also an 

example of co-creation, in which the consumer is of vital importance. For the concept of co-

creation to become plausible, all steps in the presented EG framework must be strictly fol-

lowed, as co-creation must be active from the initial development of the experience. Within 

the discussion of co-creation in services marketing, academics differentiate between three 

degrees of involvement (Prahalad & Ramaswamy 2004). In experiences, involvement is a 

pre-requisite for the experience to become meaningful, however individuals may still consider 

themselves as being low, medium or highly involved. Essentially this will however change 

the outcome of the experience, however this may suit the individual, as long as all aspects are 

still being upheld. The DART principle, as explained earlier, is also of great importance as the 

experience outcome is essentially based upon negotiations between consumers, and the offer-

ing party. Within this thesis, different views upon experience creation has been put forward, 

as Thijssen et al. focuses on the experience setting, whereas Prahalad & Ramaswamy leans 

towards the use of space (2006 & 2004). As a third aspect, PG values the four E model, pre-

sented earlier, which depends on the experience realms focusing on the level of customer par-

ticipation and involvement (1999). 
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Within an experience framework, it is helpful to consider all three approaches, as they seem 

to complement each other. Therefore for the experience to involve all dimensions of the 

meaningful experience, it should include: 

 

• Thijssen, and the focus on the setting, in which the experience is set. 

• Prahalad and Ramaswamy, through the creation of dialogue and interaction. 

• PG, to understand how the consumer is becoming a part of the experience itself.  

Customer Value Creation 
If all aspects of the EG framework have been developed, the experience is likely to create 

customer value. However as already discussed, the perception of experiences differs depend-

ing on the individual consumer, as the value, must be of a useful nature to its consumer. 

Within experiences, the situation is however slightly different, as when individuals consume 

and co-create meaningful experiences, they ‘use’ the experience, creating customer value. 

With the framework it has possible to adopt a 360-degree view, as it incorporates all aspects 

from leadership style and strategy, to resources and market influencers. Therefore it is pos-

sible to say that value is created not only for consumers, but also for employees due to a mo-

tivational climate. Also, it creates value in the long run for investors, who will receive strong 

revenue growth and attractive profit margins, depending on the pricing of the experience it-

self. Through understanding the aspect of the framework, the organisation delivers a sustained 

value for the consumer. It is however, vital that organisations identify experiences as the pri-

mary aim, and the creation of customer value, as these are likely to be somewhat neglected or 

inconsistent, if the focus is on financial performance. Obviously organisations must have a 

financial foundation, and will focus on maximising profits, however this should be seen as an 

indirect result of a successful experience creation. Also, much literature argues that the pur-

pose of businesses and strategy is to outperform competition, however this should also be of a 

natural focus implemented through organisational culture. This means that organisations 

should not consider competition as a goal, but as part of the environment, through which a 

firm seeks to create value. By continuously reviewing the contents of the experience, it be-

comes possible to identify its unique value creating points, ensuring constant development 

and innovation.   

 

Within experiences, value is co-created when customers willingly enters a relationship, with 

the aim of being able to personalise the experience, to suit the contextual needs at the mo-
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ment. This allows the organisation to gain higher value from the experience investment, as 

this knowledge will lead to higher revenues and superior loyalty and experience value. Praha-

lad & Ramaswamy explains that the firm and the consumer jointly create value, however the 

consumers will chose the experiences that offers them the highest value, in accordance to the 

illustration beneath (2004:4, 11). Irene Ng argues that the concept of value creation is merely 

a tool for value propositions, and that the costumer determines the value, and co-creates to 

achieve the desired outcome (2010). 

 
With this, she argues that the offering of a firm is merely a value that is unrealised, such as a 

potential value, until the customer realises it through co-creation.	  As mentioned, experiences 

must be ‘used’ instantly, however the co-creation is up to the consumer itself, making it vital 

for the experience to encourage involvement.	   

	  

Ng explains that for experiences that bring emotional value, the value-in-use is derived from 

the consumption of the emotional attributes, of the experience or activity. As an example, Ng 

uses a Ferrari sitting in the garage, as it gives a value-in-use, even when it is not actually driv-

ing. This is due to the consumption of the benefit, the pride and status that is consumed, even 

though the car is parked. If a guest is invited to become a member of a high-end loyalty pro-

gramme, it is likely that the individual will consume the experience, even when not being 

actively involved. Especially social media is of great importance to this, as it becomes pos-

sible to signal membership at all times. Another aspect of the loyalty programme is when the 

person pays a fee to become a member. The consumer will experience a value-in-use due to 

the mere opportunity of using the membership. In this case, one must differentiate between 

the actual use of the membership, and the use-value of the opportunity. Therefore, the con-

sumer must decide if the membership is of enough value through co-creation, in comparison 
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to when it is not being used. Ng uses the telecommunication market as an example, as con-

sumers pay data charges, even though they might not actually collect any (ibid). Therefore, 

the availability of usage is of value. 
 

As indicated, academia seems to have come to a hold, within the evolvement of experiential 

models and thoughts. The service literature has been developed, and contains many new as-

pects such as event and tourism management. As a result of this it has become interesting to 

create a theoretical progression, in order to create an experiential framework, which incorpo-

rates the importance of an experience being; meaningful; individualised; and memorable. 

Through this, the presented framework explores the gap between the service and experiential 

academia. The primary objective of customer value based experiences, is to enable the firm to 

design strategies that will deliver premium customer value. As presented, the implementation 

of a customer value based framework, is based on thorough understanding of the organisation 

as a whole. Therefore, a focus on market attributes followed by understanding measures and 

benchmarks, touchpoints and finally the importance of co-creation, was of importance. By 

reading the areas presented throughout this thesis, companies should understand the value and 

importance of experiences, and be able to carefully develop and implement a strategy for ob-

taining customer value creation. Previously, the thesis has focused on different approaches to 

value creation and the EE in general, such as the Nordic approach, which focuses on develop-

ing regional areas through the use of EZs. As discussed, this view focuses on creation of a 

network, which will essentially develop a regional area or EZ, since the network will focus on 

value for members, regions and guests. As mentioned, these zones may work as a catalyst for 

developing individual actors, however the opposite is needed to successfully create an EZ. 

 

Even though the presented frame-

work offers a guide of creating 

customer value through experi-

ences, its limitation is visible 

within establishing the need of 

creating new experiences or the 

exploitation thereof. To eliminate this aspect, consider the illustration, in which perception is 

of core value. The top left box, presents the optimal situation, in which organisations under-

stand that they create experiences, and the consumers perceive them as experiences. Within 

the top right box, organisations believe that they are creating experiences, however the con-
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sumers do not perceive them as such. Therefore the experience must be re-analysed, and rec-

reated to change this perception. The trend moves through the model, and it becomes possible 

to understand the current performance, and determine whether there is a need of changing or 

developing an experiential strategy. 
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Act VI – ‘Industrial Performance’ 
 

Throughout this section, the analysis of the two interviews becomes of interest. Talking to the 

leaders who manages three restaurants, three bars and a hotel, has given an insight in how 

concepts and organisations are developed, what sort of leadership style is used, how employ-

ees are of importance, and what challenges the organisations face. Through this it has been 

possible to identify similarities and gaps between the industrial development, and the pro-

posed EG framework. By doing so, an indication of whether the gaps between the framework 

and the industrial performance, are too big, or if it is too similar will show. The overall focus 

has been to provide organisations with a tool or guide that furthers development, and not the 

creation of a tool that simply re-arranges existent measures and focuses. Also, it proved to be 

difficult to find members of HO, meaning that the interviewee organisations are not members. 

This, has however moved interest towards the aspect of HO, to understand why this is the 

case. 

 

The section will focus on the areas of; EE and understanding; development of organisations; 

leadership style; motivation; challenges and HO, and finally three advises from the leaders.  

 

Introduction to interviewees 
AB, Anders Barsøe, restaurant manager at Teaterkælderen, Det Ny Teater. The restaurant is 

currently undergoing a complete change, as it has been neglected for several years, providing 

poor service and a low quality food. As a result of this, the kitchen staff has been changed to 

increase quality, and there is a special focus on teaching service, throughout the restaurant. As 

the restaurant is located in ‘Det Ny Teater’, AB explains that when a good show is on, the 

restaurant is full. Also, this seems to be a concern, as many only visit the restaurant when 

going to the theatre. Therefore it is not reaching its potential, of filling up 220 seats several 

times a day. 

 

RT, René Thomsen, general manager of Nimb hotel, restaurants and bars. The house of Nimb 

consists of two restaurants; one has a Michelin star, a wine cellar, a cocktail bar, a wine bar, 

and a luxury hotel. Currently it generates a 70m DKK, turnover with 90% generated in the 

food and beverage area, and employs 90 full-time positions, and 30 part-time. Throughout the 
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house the target audience is the same, and consists of quality minded consumers from various 

age groups. Also, the consumers are likely to go out of their way to visit Nimb, making a visit 

a conscious choice. Furthermore as Nimb is located in Tivoli, no advertisements are needed, 

however the business concentrates on mouth-to-mouth methods.   

 
• Experience economic understanding 

Within restaurant Teaterkælderen, the main focus is the use of ‘singing waiters’, as waiters 

perform songs, musicals and other acts, whilst running a service. Through this, the restaurant 

concentrates on providing a good entertaining experience, however a future focus will be on 

creating a good all-around experience, which will involve participants. Also, as the restaurant 

is located in a theatre, AB always thought of creating a cabaret, as this was a straightforward 

idea. The sole reason of this was to create experiences that could work as a PR approach, cre-

ating buzz, with an aim of reaching new potential guests.  

 

The general concept of Nimb is, to receive more than you expect. RT explains that even 

though experiences are a large part of the Nimb focus, the economy itself may have become 

overrated. RT believes that as consumers have become more critical, and differentiate be-

tween experiences, he focuses on the need of offering tailor-made experiences by focusing on 

the individual. Rather than exaggerating experiences and add-ons, RT believes that offerings 

must primarily be functional, and gives the example of providing good food in restaurants. 

 

Nimb has been running for 2½ years, however RT has only been involved for 1½ year. In his 

time, which has been during the financial crisis, he has managed to increase the turnover by 

30%, resulting in profits rather than losses. He explains that by having an untraditional mind-

set, Nimb has met the guests where they are. This means that when booking rooms, online 

booking systems has made the experience better, travel agents has focused on selling the 

rooms, and the concepts has been tailored to the target audiences. Also, RT argues that even 

though the financial crisis exists, consumers still spend money, however the experiences must 

be functional, meet higher needs, and be individual.  

 

• Development of organisations 

Within Teaterkælderen, focus has now been turned towards service, and the implementation 

thereof. According to AB it is difficult to increase the level of service through training, as this 

seem too artificial. Instead, AB uses an approach in which he explains what good service is, 
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its importance, and helps implementation during operations. As waiters understand what ser-

vice is, it is possible to generate an increased focus from the individual. This means that, ex-

perience and a so-called service-gene is of value, and is better than education. Also, AB uses 

a briefing technique, before and after service, to explain how certain situations were good or 

bad. In order to measure the level of service, guests automatically receive an online question-

naire, the day after their visit. Through this, it becomes possible to create benchmarks, and 

continuously measure how the waiters are performing. When focusing on new concepts, AB 

uses, what he calls, the ‘garbage model’, in which he focuses on the current assets, and tries to 

develop them. Also, he explains that in an organisation, which is slow at times, it is of im-

portance to keep ideas until they may realistically be implemented.  

 

With a background from innovating new hotels worldwide, RT has now gone back to a clas-

sic approach, and a focus on how he would appreciate the offerings. Through this, it becomes 

possible to be available, even though Nimb does not use advertisement. Also, RT explains 

that most important when developing the organisation is that, everything is a unified and must 

send out similar pictures. One area of the business may benefit from using advertisement, 

however RT explains that it is vital not to confuse guests, by neglecting the unified purpose. 

As RT continues, he explains that the Nimb success is due to doing everything with 100% 

effort. Something he believes as being rare within the hospitality industry, due to poor finan-

cial backing and knowledge. Within the area of performance, RT explains that economic 

measures are of great importance. As it is of value, to measure general satisfaction, the feed-

back from guests is analysed as Nimb is in dialogue with almost all guests, before and after 

their visit. Also, RT explains that there is a large focus on employees, as they are key to the 

performance of the organisation. If guests and employees are happy, the financial aspect will 

be positive. In the creation of new concepts, RT chooses to focus on other industries, rather 

than looking at other markets, and competitors. Through avoiding too much focus on the hos-

pitality sector, it becomes possible to identify the best areas of other industries, and imple-

ment it in Nimb. As a specific example, he mentions Mercedes-Benz, who may have devel-

oped a new experiential aspect that can be of value, to the guests at Nimb. 

 

• Leadership Style 

AB talks about how he has changed the leadership style from, as he explains, McGregor’s X 

theory to a style, based on motivation and shared opinions. Obviously he constantly focuses 

on the bottom line, however AB would like the structure to be loose. This is however diffi-
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cult, as the employees are part-timers, making it important to make demands to individuals’ 

performance. However, for AB, the ideal situation is when employees spar with each other, 

without making boundaries or hierarchical levels. As a result of this, AB acts as a restaurant 

manager, and only uses one level of middle managers called ‘inspectors’. As the actual oper-

ation is only two hours a day, AB argues that there is not a need for more leaders. Therefore 

the belief of using a flat hierarchical level is put into practise, making a more dynamic organi-

sation, as communication is easily done. 

 
Within the Nimb organisation we see a completely different structure. RT explains that the 

need for floor managers, area managers, supervisors, restaurant managers etc. is due to the 

needs of their guests. As only 1.3% of the hotel guests are Danes, a more international ap-

proach to leadership roles must be applied. It is however of importance to RT that none of the 

leaders are administrative, and that they all have operational roles. Through this they will 

meet the guests, and to a certain extend perform the same jobs as everyone else. When focus-

ing on development, RT explains that he spends 20 minutes a day in his office. The rest of the 

time, he is in the operational areas, to understand how the house is performing.  

 

• Motivation 

By having changed the leadership style to a motivational based style, AB explains that it is 

important to focus on the best and worst situations, on a daily basis. By having individual 

conversations about performance, everyone is motivated to work harder as they are interested 

in receiving praise. Through this, it also becomes relevant to focus on inner and outer motiva-

tion, and as AB explains, the restaurant is not capable of making financial incitement for bet-

ter performance. Therefore, inspectors are motivated through personal development however, 

not actual examples of this were given. AB did however indicate that the waiters, were moti-

vated by financial rewards, being their salary, as they are not trained waiters, and works part-

time. AB also focused on how he involves staff in the organisational performance, as has in-

itiated a ‘mail box’ approach, so that employees can share their belief of the organisation. He 

continues and states that it is important for him to follow up on the messages in the box, to 

show concern and care. Also, this increases motivation, as employees believe that they are 

listened to. In addition, good or bad ideas will be considered and discussed in regards to the 

organisational vision and mission, with the idea generator.  
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Within Nimb, RT explains that everyone, except for the leaders, are on a fixed salary. As 

Tivoli offers education and funding to professional development, RT explains that internal 

aspects motivate employees. RT himself tries to motivate leaders, who will then motivate 

their areas, as it is difficult for RT to personally motivate all individuals. The culture of the 

organisation is however that everyone helps everyone, and that everyone cooperates, making 

it possible to have a flat structure, whilst having a large hierarchical organisation. RT argues 

that employees see the seriousness, and the money that is spent on the business as a bonus. 

Through this, they feel that they are listened to, as the money is not only spent on guests, but 

also on working areas. Additionally, RT motivates by listening to employees, by sharing 

knowledge and by talking about ideas. As mentioned, a main focus is the concept of unifor-

mity, making it important to explain why some ideas may not be possible in practise. Through 

this, employees will not become disheartened, but will understand why some ideas are not 

being implemented. 

 

• Challenges 

AB explains how the EE is a key theme throughout the organisations, however it seems to be 

difficult to pass on the experience, throughout marketing campaigns. Currently the theatre is 

creating a new website, however they are also focusing on hiring an external company, to 

develop their marketing campaigns. It does however seem that many organisations would 

rather focus on changing the restaurant itself, however AB sees this as a mistake. He argues 

that the restaurant has a great potential within their target audience, and that they should not 

change the core of the concept. AB explains this as; “We would like to take one more bite of 

the cake, however we are not prepared to sell the one we have already taken”. Furthermore, 

the point is that it may be beneficial to use external PR companies, however an internal 

understanding for culture, the house and resources, and of the restaurant industry in general, is 

vital. As he finishes, AB explains that you are the one, who know you business the best. 

 

The main challenge for Nimb, at its current stage is to keep being successful. Due to the fast 

success of the organisation, RT explains that they have been working in periods of three 

months, with action plans, rather than formulating a vision and a mission from the beginning. 

RT explains that he does not believe that it is possible to create, what he calls a ‘chromed’ 

mindset, before having developed the organisation and spoken to guests. Therefore, he is cur-

rently focusing on the formulation and creation of long-term action plans, which will secure 

the organisation for the future. 
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• HO 

As waiters do not demand to work under union rules, Teaterkælderen is not a member of HO. 

Also, a reason for this is that, HO seems to be an old, classic institution that focuses more on 

hotels and classic restaurants, which Teaterkælderen is not. Especially the fact that the restau-

rant does not use trained waiters makes them differ, from the perception of being part of HO. 

 

As Nimb is owned by Tivoli, RT argues that there is not an actual reason for becoming a 

member of HO. The backup, which is needed, is provided by Tivoli, as they are financially 

secure, offers judicial advice, and has a large organisation that may help. Also, RT believes 

that HO focuses too much on specific areas, which may not be of importance to members, and 

believe them to be too conservative, afraid of conflicts and not interested in the industrial per-

formance. Furthermore, RT believes HO to focus only on hotels, and may not be completely 

objective within areas such as rating systems, laws and regulations. 

 

• The three advices, AB 

o Keep an eye on the ball. Some may wish for a specific type of guests, however 

this must work with the target audience. If not, you may ruin everything 

o Know you product and your segment 

o Know what you want, and what you already have 

 

• The three advices, RT 

o Be 100% faithful to yourselves and your concept 

o Remember that there is a long way from idea to reality 

o Listen to your employees, as this is where the good concepts begin 

 
After having spoken to the two leaders, it becomes obvious that some of the elements from 

the EG framework are already being used. Also, experience economical tools are mentioned, 

however not fully appreciated and exploited. AB focuses on moving from entertainment into 

full participative experiences, and is likely to benefit from this framework, and the discussion 

of touchpoints. Also, as RT employ areas of co-creation and touchpoint management, he may 

also benefit from this thesis. However both create dialogue with guests, and uses benchmarks 

and measures of service management. Both leaders listens to their employees, however it may 

be argued that AB focuses on resources in developing new concepts, whereas RT use compe-
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tences, due to using his network within other industries. Also, both uses a transformational 

leadership style, and appreciates inner motivation, however the leaders working for AB are 

motivated by personal development and the waiters by money, which is the opposite with RT.  

Both leaders are also present within the operations, and take the leadership role through a 

sense of the transactional style, by being in the front. Through a focus on staff, it seems that 

AB believes that experience is key to good performances, however RT appreciates education, 

at some level. Another differentiation is the use of mindsets, as RT believes the mindset to be 

of dynamic nature, and should be formulated after the first initial years, however AB tries to 

incorporate it into new concepts and performance. 

 

Through this it is evident that both leaders touches upon areas in this thesis, however none 

completely uses the tools or understandings. Also, it shows the variety between the two or-

ganisations in its development and performance, as only few areas share a common approach. 

Additionally both organisations believe HO to be of almost zero value to their organisation, as 

it HO seems old, without purpose and of minimal importance. 

 

Through interviewing HO, it becomes possible to understand their view of the industry, and 

confront them with the findings throughout this thesis. The area is built around; the challen-

ges that the industry faces; experiences; education; the focus of HO; and criticism of HO. 

 

• Challenges 

It is evident that the negative trend concerning tourism seems to be changing however, even 

as more tourists are visiting Denmark, revenue is not increased. HO believes that one of the 

reasons for this is a concern of image, as businesses are not interesting in flying on first class, 

and stay in expensive hotels. Now, there is a concern for functionality and a totalitarian ex-

perience. As a result of this, business shuts down, leaving only the good. This is however a 

vicious circle, as all surviving businesses has cut as much costs as possible, and may not have 

the financial backing to innovate. Therefore, the financial crisis has moved on to being a 

focus on credit, and banking opportunities. HO states that, in order to survive this crisis, or-

ganisations must be part of a chain, or be able to deliver a unique offering. The section in be-

tween these extremities seems to be facing a difficult task. HO, explains this, with an example 

of guests booking only 4-5 stars hotels, or the straight opposite, leaving few guests to the 

middle range hotels. Furthermore, HO argues that it is vital that guests receive more than 

what they expect, and are surprised.  
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• Experiences 

Through the interview with HO, it is obvious that they believe in offering an extra dimension 

through the use of experiences. Especially, as demands for experiences are increasing, it be-

comes important that a total experience is being offered. When focusing on this, it does how-

ever seem that HO does not actively participate in the guidance, within this area. Also, HO 

does not support the use of EZs, as it is impossible to choose its geographical location, as HO 

is a national trade association. HO does however cooperate with regional governments, how-

ever they are not pioneers in the creation of EZ throughout Denmark. They do however state 

that when working with EZ or regional development, it is vital that member can see the ROI, 

and that one must focus on the risk of cannibalisation. If multiple zones are developed, it is 

important that they avoid stealing guests from each other; however there must be a sound 

competition. 

 

• Education 

A key concern for HO is the lack of education, and professionalism throughout the industry. 

HO offers funding for education, they offer seminars and courses to increase competences. 

There does however, seem to be a problem, as members may not be aware of these offerings, 

which results in a low degree of usage. Also, as there is now a political attention to this mat-

ter, HO has started arranging competitions such as the Danish championships for chefs, train-

ees and waiters, in order to profile the industry. Especially the lack of educated staff will be-

come a problem in the future, as HO explains that, it is difficult to automate services, estab-

lishing a need for political attention, towards rules concerning foreign workers and visas. Fur-

thermore, HO argues that as it is impossible to outsource services to foreign countries, the 

industry will become of a larger role in the future, making it essential that the politicians pays 

attention to this area. When developing a business, HO explains that one must have a finan-

cial understanding, a focus on potential ‘bottlenecks’, and ensure that staff are updated and 

educated. As JZC previously have said, “pleased employees, lead to pleased guests, which 

results in a thriving business”. 

 

• The focus and criticism of HO 

The key focus of HO is to ensure appropriate working conditions, and a collective settlement 

within conditions. It is also of importance to guide members, by researching trends, new 

international developments, and ensure that the market experiences fair competition. Former 

views have indicated a perception of HO as being; old; too classic; too expensive; too focused 
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on specific elements; and too friendly towards long-term members. To this, HO explains that 

even thought the organisation is 125 years old it is currently in an innovative situation, 

through which a new CEO is trying to update the organisation. The fact that non-members 

believe HO to enforce expensive initiatives, is wrong, however HO agrees that some members 

may not benefit from the collective settlement. Additionally it is explained that as many of the 

concerns are of a political nature, one must select one or two key issues, which may not be 

beneficial for all members, however it will be for the majority. Finally HO undermines the 

thought of camaraderie, as new members often attract the most attention.  

 

HO finalises the interview by giving their advises on running a successful business, and states 

that: 

• The business must be properly organised 

• They must know what they wish to sell 

• And, offer a total experience 

 

Lastly HO guides their members to be realistic, innovative, and be run by someone who is 

educated and financially competent, together with an experienced and passionate soul. 



	  	  

77	  

Act VII – ‘Concluding the Maître d’’ 
 

Throughout the thesis, a constant focus has been on using experiences as a new source of 

value creation. Even though experiences have always been around, economics have created a 

belief that experiences and services are alike. With this thesis, the aim has been to increase 

awareness to experiences and the importance thereof, by highlighting the fact that experiences 

engages the consumer, and creates meaning through involvement and dialogue. Therefore, 

consumers may be seen as guests, who participate in a given offering. To analyse this, the 

thesis has focused on the intentional use of experiences, as it excludes the random occur-

rences of experiences, since this does not create sustainable competitive advantages. It is 

therefore possible to conclude that experiences occur, when organisations intentionally uses 

services and goods to engage guests, and to create meaningful experiences. Also, PG identi-

fied that commodities are fungible, goods tangible, services intangible and experiences 

memorable, which has also been a focus throughout. The reason to review the service in-

dustry was that restaurants offers tangible goods, but are classified as being a service. With 

this thesis, the tangibility of the goods along with the service aspect has been acknowledged, 

however restaurants are in truth memorable, making them the ideal focus. Additionally, res-

taurants use many aspects linked to the EE, making it a natural focus when explaining, re-

searching and innovating this area. 

 

The main focus of identifying an experience governance approach and the presentation of a 

framework has been to inform, educate, and guide individual actors, along the appropriate 

path of creating experiences. After having explained the EE, a framework was presented, 

which organisations can choose to follow if they wish. In order to understand the framework 

and its usage, interviews were conducted throughout the industry to identify gaps, conflicts 

and shared opinions between theory and practise. By doing so, it has been possible to under-

stand how organisations use strategy, how they innovate and how they view upon experi-

ences. Therefore it has been possible to set a range of recommendations to organisations, HO, 

and the government, as this will make it possible to change the negative pattern that, has been 

seen throughout the industry in recent years. 
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The initial postulate, when focusing on the industry, was that it would never develop unless 

the EE is used and focused upon within individual businesses. Also, it was argued that actors 

must be able to develop, manage, and control experiences, as these will prove to be vital for 

the future success. A range of research questions was made, to ensure that a focus on cus-

tomer value creation and experiences was represented, throughout the thesis. By using a dis-

cussion of the EE, its tools, and aspects, it was possible to; present a framework, in which 

experience control and governance was combined; present relevant theoretical perspectives; 

focus on the optimisation, planning, and evaluation of experiences. Through a minor field 

study, which was made as a qualitative indicator, it became possible to; understand whether 

or not experiences are being used in practise; to understand how organisations focus on 

value creation; and determine the degree to which the framework and its implementation was 

realistic.  

 

By using the research questions as a guide, it has been possible to identify only few areas that 

differ from the presented framework and experience design. Some of the aspects are already 

being focused upon, however these will not be optimised without the use of the remaining 

areas. As the organisations was already focusing on aspects of the design, only a moderate 

amount of work is needed to diminish the gaps, making the implementation of the presented 

framework realistic in practise. 

 

Finally, for the industry to become successful, and fully exploit its potential, it is vital that the 

actors, the trade association, and the government understand their role in the development. To 

do so, I have listed the key recommendations to the three parties, which must be focused 

upon, as they all have a say in the future of the industry. 

	  
	  

“We need to look at our business as more than simply the building & selling of goods. The 

business is the delivery of information (services) & lifetime interactive experiences.” 

- Andre Grove, chairman of Intel (1996) 
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Recommendations 
Organisational:  

• An emphasis on experience planning and strategy will provide more aligned activities, and 

therefore create more relevant experiences 

• Organisations must consider if their current marketing or service expenditures are being out to 

good use, or if the money should be reallocated to experience design 

• Experience development incorporates the entire organisation, making it vital to share goals, 

communicate organisational culture and use staff as a resource 

• The main challenges for industrial success and use of experiences are to understand relevance, 

activities, and strategic foundation to increase customer value 

• Experience design can be controlled and measured by using metrics, measures, and objectives, 

presented throughout this thesis 

• Organisations are optimal when applying an arms-length principle, by having both an edu-

cated leader and a passionate leader. You may have the recipe, but need someone to follow it 

• Motivate, by listening, and applying the transformational leadership style 

 
HORESTA: 

• An industrial recognition and understanding of the EE 

• Acknowledge the lack of strategic development throughout the industry 

• Recognise that a strategic experiential development, is fundamental to the increase of in-

dustrial recognition 

• Turn attention towards the industrial image of HO, and explain that they are not only focused 

on classic organisations and hotels, to sign new members 

• Work as a catalyst in the creation of EZs, perhaps on a consultancy basis 

 
Governmental: 

• Focus on updating or removing exempt VAT 
• Increase attention to educational concern & development 
• Focus on the regulations concerning visas & foreign workers 
• Financially support, and implement the use of EZs with HO 
• Recognise their vital role in the industrial development 
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Perspective 
For future research, I identify the need of generalisable data, which can only be extracted after 

the framework has been put to use, to measure its effectiveness. Also, new research must be 

made to focus on the pricing of experiences, as this will become essential to the industrial 

value over time. Furthermore, companies that implement the framework, and follow the 

guide, will be able to provide detailed evaluations, of the degree to which the development 

creates customer value. Also, it will be of great interest to see how HORESTA will be the 

pioneer in changing the industrial development, and if they will concentrate on the develop-

ment of EZs.  

 

Within the opportunities of service industrial growth, CE suggests that the industry as a whole 

must be developed, and focus on the Nordic value creation section. This means that CE leans 

toward a future within regional development, rather than an increase of overall quality of the 

hospitality industry. Especially, they focus on the potential of increasing the national aware-

ness, and focus on business tourism, as this is likely to increase the level of overnight stays, 

due to meetings, training etc. This area is of importance as calculations indicate that, business 

tourists’ spending, is seven times higher than normal tourists (CE). Therefore, the market cur-

rently creates revenue of nearly 2 bn. DKK, however it has not yet fulfilled its potential. 

 

As the presented framework does not incorporate the pricing of experiences, future focus 

must be within this area. Ng states that the pricing element must become a part of the value 

creating strategy, making the need of experiences even more important. If the industry man-

ages to reach its potential within the use of EZs and EG, a relevant pricing structure of experi-

ences will be of great monetary value to the industry, and the nation as a whole. Especially 

this, will help increasing the attractiveness and recognition of the industry, as it will generate 

more people to Denmark, money to the local communities, and be of great importance for the 

actors involved.  

 

Obviously it is uncertain how the strategic usage of experiences will develop, however I ex-

pect an increased focus on co-creation and customer value, within areas outside the service 

industry. Therefore, all organisations across markets and segments may benefit from an ex-

perience framework, such as the one presented here. 
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Appendixes 

No. I - Interview guide for AB & RT 
Introductory briefing: Purpose, dictaphone, anonymity  

Turn on recording 

• Short presentation – who are you, and what do you do/function? 

o Revenue, employees 

• Who is the target audience? 

• Are you a member of Horesta? 

o If yes, what does this mean – No, Why? 

EE 

• Are you aware of the EE 

o If yes, what do you know, and why? 

 When has this been used, and how does it show? 

Development 

• Which challenges are you and your organisation focusing? 

o Is this due to the financial crisis? 

• How are you innovative, and how do you develop your organisation 

o Do you look abroad, target audience, competitors, or a good idea? 

• Which considerations do you make concerning the development of new concepts? 

• What is the overall goal (mission), and how is this reached (vision) ? 

o Does everybody know this? – Is it a statement? – is it shared with colleagues? 

• How do you measure organisational performance? 

o Do you use benchmarks for the development such as goals, guides etc. 

Leader 

• What is your role as a leader, in the development of the organisation 

• Which leadership roles do you use? – Supervisors, etc.? 

o How do you motivate? – Through money, or personal development? 

o How do you involve employees in the development? 

3 good advises 

• If you had to give 3 good advices to other leaders trying to develop their organisations, what 

would they be? 

Debriefing: Other comments? (Make one-liners of the main themes to comment). Explain what hap-

pens now 
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No. II - Collaborated Experience Framework 
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No. III - Interview guide HORESTA 
Introductory briefing: Purpose, dictaphone, anonymity  

Turn on recording 

• Short presentation – Who are you, and what do you do/function? 

• What do you work with? 

o Key areas and focus 

 

From a HORESTA view: 

Development 

• Which challenges does restaurants and hotels face? 

o Is this due to the financial crisis? 

• How are they developing their organisations? 

• How do you believe that members should measure performance? 

o Using benchmarks etc? 

Leaders 

• What sort of leadership do you suggest using? 

• What is HORESTA doing to increase the level of leadership? 

 

HORESTA 

• What is your role as HORESTA, in developing the industry? 

• How do you communicate this to members? 

• What is your view, if I say that organisations decide to criticise HORESTA, for being 

o Too classic 

o Too old 

o Too focused on hotels and exempt VAT and other key issues 

o Too subjective, and friendly towards long-time members? 

 

3 good advises 

• If you had to give 3 good advices to other leaders trying to develop their organisations, what 

would they be? 

 

Debriefing: Other comments? (Make one-liners of the main themes to comment). Explain what hap-

pens now 

 


