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Abstract  

Background and problem: Background and problem: Background and problem: Background and problem:     Experiences have become a new trend within the world 
economy today and a new way to add value to companies. A 
new economy is emerging named the Experience Economy. 
The customers’ demands of experiences are increasing and 
companies need to satisfy these demands and adapt them-
selves to this emerging economy. The Experience Economy 
is today the fastest growing industry in Sweden and has 
grown steadily during the last decade. The Experience Eco-
nomy is something that needs to be adapted within all in-
dustries in the society and is seen as the key factor towards 
economic success.  

   
Purpose: Purpose: Purpose: Purpose:     The purpose of this thesis is to study how Swedish compa-

nies have implemented experiences in the society and give 
future recommendations for their industries. 

                 
Frame of reference: Frame of reference: Frame of reference: Frame of reference:     In this section theories and definitions regarding the Ex-

perience Economy from a producer perspective are pre-
sented. The theoretical frame does also contain the evolve-
ment, culture, design and added value of experiences in to-
day’s society.  

                     
Method: Method: Method: Method:     In order to answer the purpose of the thesis a qualitative 

method has been utilized. The data collection contains of 14 
companies within 13 sections of industries providing ex-
periences in the Swedish market.  

      
ConclusionConclusionConclusionConclusion:  The results presents the spreading of experiences in the 

Swedish society, the industries that are better suited for the 
Experience Economy and further more the future aspects of 
the development of this economy.    
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Sammanfattning 

Bakgrund och problem: Bakgrund och problem: Bakgrund och problem: Bakgrund och problem:     Upplevelser har utvecklats till att bli en ny trend inom 
världsekonomin idag. Denna trend är sedd som ett nytt sätt 
att generera mervärde till företag. En ny ekonomi har upp-
kommit vid namn Upplevelseekonomi. Konsumenterna 
idag efterfrågar mer upplevelser vilket företagen måste till-
fredsställa. Upplevelseekonomin är idag den snabbaste väx-
ande industri i Sverige och har ökat under det senaste årti-
ondet. Upplevelseekonomin är något som är nödvändigt att 
implementeras inom alla samhällets industrier och ses idag 
som nyckeln till ekonomisk framgång.  

 
             
Syfte: Syfte: Syfte: Syfte:     Syftet med denna uppsats är att studera hur svenska företag 

har implementerat upplevelser i det svenska samhället och 
vidare ge framtida rekommendationer för de olika industri-
erna. 

    
                 
Referensram: Referensram: Referensram: Referensram:     I denna del presenteras teorier och definitioner rörande 

Upplevelseekonomin från ett producent perspektiv. Refe-
rensramen innehåller även utvecklingen, kulturen, designen 
och mervärdet av upplevelser i dagens samhälle.  

 
                     
Metod: Metod: Metod: Metod:     För att genomföra syftet av denna uppsats på bästa sätt har 

en kvalitativ ansats valts. Insamlad data består av 14 företag 
inom 13 industrier som tillhör Upplevelseindustrin i Sverige. 
  

                 
SlutsatsSlutsatsSlutsatsSlutsats::::  Resultatet visar spridningen av upplevelser inom det svenska 

samhället, industrier som visat sig vara bättre lämpad för 
Upplevelseekonomin, samt framtida aspekter. 
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1   Introduction 

This chapter provides the reader with an introduction to the subject of interest. This is done by presenting a 
background and the problem statement that introduce the reader to the chosen subject.  With regard to this 
the authors have formulated the purpose of the study, which will serve as the base of this thesis.  

1.1 Point of Departure 

Experiences have become a new trend within the world economy today (O’Dell1, 2005, in 
O’Dell & Billing, 2005). The Industrial and Service Economies are in the past; today it is all 
about experiences according to Pine and Gilmore2 (1999). Experiences are not new phe-
nomena; however it has not been a central part of the economy in the past. Pine and Gil-
more (1999) were among the first to state that a new more advanced Service Economy was 
emerging named the Experience Economy. This experience based economy is a part of the 
experience society and the society as whole. However they did not come up with this new 
economy, but they were among the first to write about it: “A new, emerging economy is coming to 
the fore, one based on a distinct kind of economic output. Goods and services are no longer enough” (Pine 
& Gilmore, 1999, p. 11). The new economy has passed by rather unrecognized, however 
lately it has had its breakthrough in the economy.  

The market itself has been adjusted to the increasing demand of experiences today (KK-
Stiftelsen, 2003b). Everywhere in the society one can see, hear and read about experiences. 
Companies offer constant information about their products that will provide the customer 
with an experience never seen before. Pine and Gilmore (1999) stress that even though ex-
periences have existed for a long time, the number of entertainment options have increased 
rapidly lately, this to be able to include lots of new created experiences. Customers are to-
day also more open to experiences, they are more willing to take a greater risk and spend 
larger sums of money to experience something new in today’s society (Mossberg3, 2003; 
O’Dell, 2005, in O’Dell & Billing, 2005).  

Experiences are a new way to add value to companies. Selling an experience is defined by 
Pine and Gilmore (1999) as a way for a company to provide the customer with ‘a theatrical 
play’ whereas the customer spends time enjoying the experience and engage the customer 
more personally. The Knowledge Foundation4 defines Experience Economy as a concept 

                                                 

1 O’Dell, Tom is an Associate Professor and Research Coordinator Department in Service Management at 
Lunds University, Sweden. He  has a research interest within the cultural processes embedded in the Ex-
perience Economy. 

2 Pine, Joseph F.  and Gilmore, James H. are the world leading thinkers within the Experience Economy and 
were among the first to study the economy in theory. Pine, Joseph F. is an internationally acclaimed author, 
speaker and management advisor. Gilmore, James H. is the cofounder of Aurora, Ohio-based Strategic Ho-
rizon LLP, a thinking studio dedicated to helping business conceive and design new ways of adding value to 
their economic offerings.  

3  Mossberg, Lena is a associate professor at Handelshögskolan in Gothenburg, Sweden and she has made 
many researches within experiences especially in Sweden.  

4 The Knowledge Foundation was established in 1994. They work to enhance the competitiveness in Sweden 
by supporting among others competence development in industries and the restructuring industrial research 
institutes.   
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where “…creative people and companies have as a main task to create and/or deliver experiences…” 
(KK-Stiftelsen, 2004a, p.9). Further KK-Stiftelsen (2004a) defines 13 different industries 
that belong to the Experience Economy in Sweden (Appendix 1). Companies need to sat-
isfy these demands from the customers and adapt themselves to this new economy; these 
patterns can be seen in many companies. As an example the large car manufacturer Saab is 
one company that goes beyond their products and their service and increases their impor-
tance of experiences. Recently they promoted one of their new cars on the Swedish com-
mercial television with their slogan: 

“Direct from the experience industry in Trollhättan. Experience Saab 9-3”. 

This confirms the fact that experiences have become an acknowledged method to compete 
for market shares in the Swedish society. 

The Experience Economy has exploded within the Swedish society and grew between the 
years of 1995 to 2001 with 45 % entailing 6.4 % per year. Indications since 1997 proves a 
displacement of product producing companies providing more service produced offerings 
(KK-Stiftelsen, 2003a). This as a continuous trend emerged in the Swedish society, turning 
companies from the public to the private sector. The Experience Economy is today the 
fastest growing industry in Sweden with a 9 % higher growth than other Swedish industries 
(KK-Stiftelsen, 2003a). Within this industry market communication, experienced based 
learning and tourism are the ones adding most growth according to the Knowledge Foun-
dation (KK-Stiftelsen, 2003b). Experience Economy contributed with a 4.8 % share (109 
million SEK) to the GDP in Sweden the year 2001 (KK-Stiftelsen, 2004a). 

Many private and public Swedish companies are interested in involving experiences and 
arts into their offerings. Some areas in the Experience Economy are more easily imple-
mented than others such as design (Lindsjöö, 2001 in KK-Stiftelsen, 2001). However all of 
the included industries see advantages with an increased cooperation and development of 
deeper relationships to provide added value to its offerings but also to create new innova-
tions. This according to the Knowledge Foundation and their definition of the Experience 
Economy (KK-Stiftelsen, 2004c).  

Sweden has a large opportunity and a strong initial point within the developing of the Ex-
perience Economy due to developed competence in the field of culture, design, technology 
(Berggren & Thyden, 2001) and several strong brands (Almqvist, Daal & Engström, 2001 
in KK-Stiftelsen, 2001). Still there are some disadvantages with Sweden in form of the 
country size, its market range and the boundary of the Swedish language that provides 
smaller volumes leading to lower profits (KK-Stiftelsen, 2003b). The Experience Economy 
is to a great extent concentrated in larger cities in Sweden. The majority part within this in-
dustry, 98.2 % of the companies, endures of small companies with zero to nine employees, 
(KK-Stiftelsen 2004b). The future prospect of Experience Economy in Sweden is seen as 
positive and will continue to increase (KK-Stiftelsen, 2003b) and will be long lasting (Wahl-
ström, 2002). Pine and Gilmore (1999) further states that the Experience Economy is here 
to stay. 

1.2 Problem Statement 

Pine and Gilmore (1999) stress that the Experience Economy is something that every 
company in the society needs to identify and adapt. They further stress that this new econ-
omy with the experiences in focus is a recommendation “…that provides the key future to eco-
nomic growth” (Pine & Gilmore, 1999, p. x). O’Dell (in O’Dell and Billing, 2005) in contra-
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diction stresses that to succeed within the new economy may not be an easy task. Even 
though experiences can be found all around us it can be very hard to convert these experi-
ences into economic capital. Further there is of large importance to understand that Ex-
perience Economy, it needs to be implemented at every stage within a company and the 
company as a whole to work as a theatre (Pine and Gilmore 1999) and as a part of the soci-
ety (Mossberg, 2003). To stage an experience and a complete production; sights, sounds, 
tastes, aromas, and textures are needed to be created towards a unique experience (Pine and 
Gilmore, 1998). Wahlström (2002) states that the Experience Economy and its existence 
within the society is not an obvious thing however it has become accepted in the industry 
sector. Even though the demand for experiences has increased, few companies combine 
this as something that is a part of the development of a larger change in the society today.  

If one follows the statement from Pine and Gilmore (1999) that every company needs to 
implement the Experience Economy in the society, then all companies within all industries 
should adapt this economy. If the Experience Economy is the newly shifted economy and 
further the key future to growth and success claimed by Pine and Gilmore (1999) this must 
be the optimal option for every company.  

1.3 Research Questions 

How has the development of the experience spread itself within the society in Sweden?  

What tendencies can be found proving that some industries may be better suited for ex-
periences factors? 

What are the future aspects of the development of experience within Sweden?  

1.4 Purpose 

The purpose of this thesis is to study how Swedish companies have implemented experi-
ences in the society and give future recommendations for their industries. 

1.5 Delimitations 

This thesis will concentrate upon the Experience Economy within the Swedish market 
from a producer perspective. Moreover all different industries in the Swedish market and 
the experience society will not be studied due to lack of resources and time. Therefore this 
study will be restricted to the 13 industries (Appendix 1) within the Experience Economy 
defined by KK-Stiftelsen (2004a). 14 companies within different Swedish industries in the 
society will be interviewed and analyzed.  
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1.6 Disposition of the Thesis 

Chapter 1 - Point of Departure The chapter provides the reader with an introduction to 
the subject of interest, by presenting a background and the problem statement. With regard 
to those the authors formulate the purpose of the study, which will serve as the foundation 
of the thesis. 

Chapter 2 – Theory In this chapter theories and definitions regarding the Experience 
Economy from a producer perspective will be presented. Firstly the evolvement of this 
economy and its influence in the society will be presented. The culture, design and strategy 
will further be discussed which will lead down to the value added organizations in today’s 
society.  

Chapter 3- Method The problem and the purpose of the thesis provide the reader 
through the choice of method. Further the data collected and the use of sample are stated 
which will lead down to the reliability and the validity of the thesis. The specific interview 
technique for the thesis were decided that will found a base for the empirical part of the 
thesis.  

Chapter 4- Empirical Part The empirical part provides the reader to the empirical find-
ings found on the basis of the 14 interviews that were done. The empirical findings will 
found a base for the analysis in the next part of the thesis.  

Chapter 5- Analysis In the analysis the theoretical and empirical findings are put together 
and analyzed. The 14 companies within the 13 industries are combined together and ana-
lyzed. This will prepare the reader to the conclusions of the thesis found in the next part.  

Chapter 6- Conclusion and Final Discussion Here the conclusions made are stated that 
will answer the research questions stated in the thesis. The introductory part of this chapter 
is to clarify the conclusions reached by the analysis. The subsequent part is the Final dis-
cussion which includes recommendations for different industries. The last section contains 
recommendations for further studies.  
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2 Theoretical framework 

In this chapter theories and definitions regarding the Experience Economy from a producer perspective will 
be presented. Firstly the evolvement of the Experience economy and its influence in the society will be pre-
sented. The influence of culture, design and strategy will further be discussed which will lead down to value 
added organizations in today’s society.   

2.1 The Development of the Experience Economy 

Experiences are the newest commodities the market has to offer (O’Dell, 2005, in O’Dell 
& Billing, 2005). However, the economy has gone through four different transitions to 
reach this situation. The first phase discusses commodities in the Agrarian Economy. Dur-

ing this economical phase people did extract materials from natural resources such as 
animals, minerals and vegetables for their own survival. These commodities were sold 
nameless on the market and were stored but not differentiated (Appendix 1; Pine & Gil-
more, 1999). Individual identity was not considered as important in this phase (Feather-
stone 1990 in Mossberg, 2001). 

In the 19th century the economy was further developed into the industrialized revolution, 
where making goods came into focus. These as more and more people were focused upon 
ideas of how to create productivity and efficiency (Van Doorn, 2006; Pine & Gilmore, 
1998). Moreover the raw materials used could now be converted into a variety of goods 
and markets, making the goods more differentiated (Pine & Gilmore, 1999). This increased 
rate of technological progress developed the whole industry towards an expansion of mass 
production (Van Doorn, 2006). Companies at the same time learned to standardize goods 
for economies of scale. However this mass production leads to an increased automation 
and decreased employment (Pine & Gilmore, 1999). The economy therefore made an in-
creasing movement towards the service sector and what was named the third economy, the 
Service Economy. The society was with this mass production provided with new products, 
services and ideas that were affordable to a larger range of people. A larger range of pro-
posed customers also conducted to a larger differentiation based on different lifestyles 
(Featherstone, 1990 in Mossberg, 2001; Van Doorn, 2006). In the Service Economy, ser-
vices were delivered, however the problem was that the customers felt a lack of customized 
differentiation (Pine & Gilmore, 1999), making the stability and homogeneity of mass pro-
duction to come under pressure (Van Doorn, 2006). Based on these assumptions Pine and 
Gilmore (1999) argues that this are the reasons why goods and services are no longer 
enough to satisfy the customers’ contributing to beginning of the fourth economy, the Ex-
perience Economy. To distinguish between service and experience and the large differences 
between the two trends more clearly one need definitions. Kotler, Armstrong, Saunders 
and Wong (2002) define a service as an activity, satisfaction or benefit that is offered for 
sale to the customers. Pine and Gilmore (1999) further defines the process of buying a ser-
vice as; a process where the customer purchases a set of intangible activities that are carried 
out on the customers own behalf. In the Experience Economy goods and services are no 
longer offered alone instead they are combined to form experiences as the primary arena of 
value creation. The figure below aims to offer an individual memorable approach (Pine & 
Gilmore, 1999). Indicating that consumption is seen as a fulfillment of dreams where emo-
tional wellbeing is of importance (Featherstone, 1990 in Mossberg, 2001). 
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Economic  
Offering 

Commodities Goods Services Experiences 

Economy Agrarian Industrial Service Experience 

Economic 
function 

Extract Make Deliver Stage 

Nature of of-
fering 

Fungible Tangible Intangible Memorable 

Key attribute Natural  Standardized Customized Personal 

Method of 
Supply 

Stored in bulk Inventoried af-
ter production 

Delivered on 
demand 

Revealed over 
a duration 

Seller  Trader Manufacturer Provider Stager 

Buyer Market User Client Guest 

Factors of 
demand 

Characteristics Features Benefits Sensations 

Figure 1 Economic Distinctions (p. 6, Pine & Gilmore, 1999). 

The evolvement of the Experience Economy has been motivated by three main reasons 
(Pine and Gilmore, 1999). First the increase of technology due to companies’ ongoing 
search for differentiation as a result of the growing number of competitors. Secondly the 
economic value and its natural progression towards more memorable experiences. This as 
products have developed from raw materials can now be transformed to the latest com-
modity offered on the market. The progression of economic value is made by creating ex-
periences. The course of events starts with making commodities, making goods, deliver 
services and in the end to differentiate and to stage the experiences (Pine & Gilmore, 
1998). A third reason is the increasing wealth in the economy, allowing people to do and 
experience more things (Pine & Gilmore, 1999). Mossberg (2001) extend these thoughts 
with a fourth reason for the evolvement of the Experience Economy; the increased interest 
of doing more things during leisure time.  

Ahuja (2006) claims there exists more leisure activities today than for 20 years ago. Cus-
tomers are more aware about these activities and cultures; meanwhile they are also seeking 
variation and a break of the everyday life. People wants to do something new that is excit-
ing, which offers something different and encourages curiosity (Mossberg, 2001). Adorno 
(2001) argues that people still do not do much during their leisure time as they could. This 
as people has an imagination and sense that people have been refused freedom for a long 
time as they have been forced to work. Still, according to Behrer & Larsson (1998) there is 
a need and interest of being more active and to seek self-realization during leisure. The in-
dividuals are also predicted to increase their lifestyle consumption as more will increase 
their search for self-fulfillment (KK-Stiftelsen, 2003b).  
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2.2 The Experience Society 

Entertainment and experiences are growing in importance for the Experience Economy 
however this is still not an obvious factor in what extent that experiences exists in the soci-
ety. A society is not an isolated event instead it is linked by what happened in the rest of 
the economy. However there are at the same time growing trends within the society where 
more products are becoming more standardized this as a cause of the similar techniques 
within industries and the lack of differentiation. A company therefore needs to differentiate 
among its competitors by attach added values to attract the demands from the individuals 
(Almqvist et al. 2001 in KK-Stiftelsen, 2001). 
 
For companies to differentiate along with what the customers’ demands there is a need to 
understand ones customers that a company has. Customers in today’s society demands 
more customized offerings from companies. To be able to feed this increasing demand of 
customized offerings the technological progress is of importance which has contributed to 
the increased innovation in the Swedish society (Almqvist et al., 2001 in KK-Stiftelsen, 
2001). Further many times the customers do actively take part in the product process; the 
products are not the only aspect in focus in the process as it was before (Mossberg, 2003).  

Richards (2001) talks about the growing trend of experiences being added to market prod-
ucts. Mossberg (2003) further stresses that companies nowadays need to focus more upon 
the pleasure and enjoyment of buying and consuming and not just on the core product. 
The pleasure and enjoyment goes hand in hand with the customers experiences. Often ex-
periences are planned in one place, developed in another and consumed in a third. More-
over they are personal, perceived, and intangible and always in progress (O’Dell, 2005, in 
O’Dell & Billing, 2005). The resulting experience is created within the customer and is rich 
with sensations to entertain the customer (Benedikte, 2001; Pine & Gilmore, 1999). Today 
customers want the freedom of choice when they interact with a company through a range 
of experience channels. Therefore the company must focus upon cooperate with customers 
in creation of multiple channels to suit their requirements, skills and needs. This can in-
volve both virtual and physical environments, with traditional channels that are comple-
ment by new electronic channels (Prahalad & Ramaswamy, 2004). Each time a company 
stage an experience, engage customers and connects with them in a personal and memora-
ble way they are in the new economy (Pine & Gilmore, 1999). This economy is driven by 
factors such as production and sources of competitive advantage, innovation, design, 
branding and know-how which are represented n all industries from retailing and agricul-
ture to banking and software (Du Gay, 2002). In experience-related services the manufac-
tured services are made and produced visible for the customer i.e. visiting a opera in con-
tradiction to more functional services where most of the production are made outside the 
visible part for the customer i.e. leave ones shoes at a shoe repairer (Mossberg, 2003). The 
customer can also act as a producer as the customer needs to take an active part to gain 
benefit of the experience (Mossberg, 2003; Pine & Gilmore, 1999). O’Dell (2005 in O’Dell 
& Billing, 2005) however points out that there are some disadvantages with the growing 
demand for experiences. As more people are striving towards different experiences there 
are a risk that this search goes out of control and also that companies provides experiences 
that are getting out of hand. Pine and Gilmore (1999) stress that experiences are the key 
towards economic success as people demand it more than ever. 

The Experience Economy has made it possible to transfer culture into the social life 
(Benedikte, 2001) where cultural dimensions, symbols and the use of material products are 
used as ‘communicators’ towards a more ‘custom-made lifestyle’ (Featherstone, 1994). The 
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most important reason for the growth of this ‘custom-made lifestyle’ is the consumption 
pattern among customers. An increased prosperity has contributed to an increased leisure 
time and more money to spend on culture. O’Dell (2005, in O’Dell & Billing, 2005) defines 
culture as something that “… is constant being packaged and sold to us in terms of such things as dif-
ference, otherness, heritage, cultural identity, song, dance, music and art” (O’Dell, 2005 in O’Dell & 
Billing, 2005 p. 19). The technological aspect and its development have also contributed to 
a more easily accessible culture and also more easy to distribute and to store. Since the year 
of 1985 the household expenses on culture in Sweden have increased from 26 milliards to 
37 milliards (KK-Stiftelsen, 2003a). The aim for this consumption culture and the ‘custom-
made lifestyle’ are to add new pictures and signs to products that evoke customers’ emo-
tions and desires when purchasing the products (Featherstone, 1994). There is however a 
risk for over-production of signs and loss of referents that may harm holy signs and values 
(Featherstone, 1994). There is also a risk for leveling out the symbolic and cultural classifi-
cations in the society (Benedikte, 2001) and the use of uncorrelated pictures that have a risk 
to be combined into not wanted combinations. This would cause cultural confusedness in 
the society (Featherstone, 1994). Du Gay (2002) stresses that the process of tacit interpreta-
tion or interest disappears once the need for explicit codification comes into focus. Further 
the economy of culture implies a shift in culture where one express its identity not only by 
practical and functional matters but also its individual taste of furniture’s, decorations and 
cars which contributes to a custom made lifestyle. Ahuja (2006) claims customers are now 
spending more money upon doing things rather than having things.  

However, Lash and Urry (1994 in Du Gay, 2002) argues that this increased ‘culturalized’ 
economy can be illustrated by three trends in the society. Firstly more and more of the 
goods and services produced across a range of sectors can be conceived as ‘cultural’ goods. 
This means that products and services have added symbols, which generate a desire 
amongst the end-users. Secondly companies whose business involves production and dis-
tribution of ‘cultural’ hardware and software have became amongst the most innovative 
and creative economic actors in the world. Schmitt (2005) claims that Apple’s innovation 
and creation of their products into customer experiences have made them successful. 
Thirdly, the economy of culture has affected the internal aspects in the companies. In order 
to compete effectively the companies have changed the way they conduct their business to 
be able to produce cultural offerings such as changing the environment where the offerings 
occur to deliver better perceived experiences.  According to Featherstone (1994) postmod-
ernism support this new consumptions culture where the goal of life is a constant strive for 
new experiences, values and vocabularies. Here people work hard to enjoy, experience, and 
express their consumption dreams by searching for the new and latest in experiences (Win-
ship, 1983, Featherstone & Hepworth, 1983 in Featherstone, 1994).   

2.3 Experience Strategy 

There are a number of aspects that are needed to take into consideration when developing 
an experience strategy. These are; competition and the need to create experiences that can-
not be found anywhere else and the need to create a great extent of activities at the same 
place as where the customers that demands experiences have finite of time. The technique 
is also of importance in an experience strategy (Wahlström, 2002). A more advance tech-
nique creates a more beneficial marketing for the company which will entice more people 
to purchase a company’s products or services. The geographical aspect and its distance to 
its customers and larger cities are also of importance. These have closeness to large popula-
tion cities benefits the companies as more proposed customers can be found. However 
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Wahlström (2002) makes the conclusion that the geographical distance is not of impor-
tance if the customers are interested enough. Customers are of different genders, ages and 
have dissimilar interests which make the demographical aspect sufficient in an experience 
strategy. It is of large importance that these characteristics do not collide with each other 
and instead the companies need to combine a mix that benefits the experiences that com-
panies offers. People internally in companies but also externally also need to think different 
and change their mentality as many people still think that a experience influenced work are 
not a ‘real’ job which will creates difficulties for companies to overcome this barrier. At last 
a company should focus upon the life quality that people have as the company should 
strive towards a persons life quality that make up peoples choices of how they act and what 
they do with i.e. their leisure time. A company needs to find and understand the demands 
to supply these experiences to their proposed customers (Wahlström, 2002). The access 
found in this area are of importance for companies i.e. the Ice Hotel5 who benefits from 
the climate, the access to snow and also other resources provided in the north of Sweden. 

According to Shaw6 (2005) customer experiences are greatly affected by the type of people 
recruited, trained and the way the company treat employees. The employees need to em-
phasis on emotional intelligence rather than just knowledge and skills in the recruiting 
process. Meanwhile generally 85 % of the companies have trained people on how to deal 
with difficult customers rather than providing training on how to evoke specific emotions 
according to a market survey made by Shaw (2005) across several countries. Further the 
company needs to know what kind of customer experience they want to deliver. Without a 
definition the strategy becomes disjointed and uncoordinated. Shaw (2005) claims that gen-
erally 65% of companies admit that their customer’s strategy is not aligned with the func-
tional areas. The customer expectations should be documented and communicated both 
from a physical and emotional view and should be designed around expectations. The 
company should reward people that evoke emotional feelings rather than being paid by 
physical measures. Therefore measurement needs to be changed towards also evaluate the 
customer experience rather than just sales and productivity figures according to Shaw 
(2005). 

According to Prahalad and Ramaswamy (2004) having multiple channels requires that the 
customers’ experiences across the different channels are maintained and consistent in qual-
ity. Here the customer can choose which channels to use according to its individual compe-
tence, background, interest and needs. When the channels are coordinated in the company, 
customers can more easily get access to products and services and also build up a closer 
contact with the company.  

A company’s brand makes promises to its market and what they deliver. When a company 
undertake advertising promises that they are unable to keep, the customers will chose not 
to purchase it again as there is an the inconsistency of their offerings. Therefore a branded 
article should have the same quality level over time (Riezebos, 2003). Zyman (2002) 
stresses that a brand is the bundle of functional and emotional benefits, attributes, usage 
                                                 

5 The  Ice Hotel is the worlds largest ice hotel that is rebuilt every winter and is situated in Jukaas-
järvi,Sweden.  

6 Shaw, Colin is a founding partner of Beyond Philosphy and a leading expert on the customer experience. He 
was previously the director of customer experience for one of the world’s largest global companies and has 
delivered keynote speeches on customer experience worldwide. 
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experiences, icons, and symbols that in total cover the meaning of the product or service. 
However Prahalad and Ramaswamy (2004) claims that the brand management needs to fo-
cus on individual-specific experiences that imply a subjective notion of the brand definition 
that cannot be directly managed. Instead the leaders have to facilitate new experiences and 
create new points of interaction that let the customers choose which attributes to be con-
nected with and thereby managing experience environments and working with customer 
communities. Shaw (2005) further stresses that 50 % of the companies makes no attempt 
to align the brand to the customer experience. However a company also needs to decide 
whether to have an ‘outside in’ or ‘inside out’ perspective depending on to what which de-
gree one should focus upon customers and ones individual demand.  

In figure 2 the Naïve to Natural Model by Shaw (2005) is presented. The model is used to 
understand a company’s current position in terms of the development of customer experi-
ences and are defined as a “…interaction between an organization and a customer. It is a blend of or-
ganizations physical performance, the senses stimulated, and emotions evoked, each intuitively measured 
against Customer Expectations across all moments of contact” (Shaw, 2005 p. 13). Each company 
belongs to one of the four orientations; naïve, transactional, enlightened or natural orienta-
tion, where the latest is the optimal position. Further the model below provides guidelines 
into how customer’s experiences can be improved and actions that are needed to obtain, to 
take the company to the next orientation.  

 

Figure 2 The Naïve to Natural Model (p. 21, Shaw, 2005). 

A company can be forced to change from one orientation to another as a result of market 
conditions or some other shift in the market environment. These reasons can according to 
Shaw (2005) evolve when the company sees market opportunities, profitability in the near 
future or have a need to reduce costs. Other reasons could be for survival, to protect one-
self as the competition has become stronger or because everyone else is doing it. Whatever 
the cause of the change is, a company must reform its customer experiences when these 
conditions changes (Shaw, 2005).   
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Naïve oriented companies are ‘reactive’ to customer demands and focus more on them-
selves as improving sales and efficiency, rather than the customer experience (Shaw, 2005). 
Their offerings features and price are seen as more relevant than the customers’ require-
ments. Thereby managers determining a customer’s willingness to pay based on what they 
can offer customers in isolation from the experiences they desire (Prahalad & Ramaswamy 
2004). Customers value varies tremendously based on individual needs, interests and de-
sires.  A pricing system that recognizes the existence of experience-based value would re-
flect the nature and quality of heterogeneous customer experiences. The activities in the 
company are uncoordinated and situated at different parts of the organization, making it 
hard for customers to contact the right person when seeking for information (Shaw 2005). 
The employees are treated poorly and have no authority. The company is rewarding the 
employees based upon the sales, productivity and efficiency measures. Further the com-
pany is not measuring any customer satisfaction rates. Instead their chosen target segment 
is based on sales or productivity as a result of internal measurements. Companies are in the 
naïve orientation due to ignoring, or do not care about its customers. The naïve company 
needs to change its attitudes towards customers and realize that emotions counts when cre-
ating customer experiences. A plan has to be established for the realization and to define 
what kind of experience the firm wants to deliver. Customer complaints must be taken care 
of seriously since recognizing problem areas that have to be improved; all implies a ‘proac-
tive’ approach. Also the employees need to be treated well in order to deliver ‘great cus-
tomer experience’ (Shaw, 2005).  

A transactional oriented company is ‘reactive’ to customer demands but still understands 
some of the basics of delivering good customer experiences.  The customers are of some 
importance, still the core operation is around the physical aspects having an ‘inside out’ ap-
proach. Customer satisfaction rates are measured but the company is still more focused on 
the physical elements, such as price. Little information is shared across different divisions 
within the company. This indicates a lack of coordination in the organization where many 
aspects of the customer experience are uncorrelated and left to chance. According to Pra-
halad & Ramaswamy (2004) companies have started to reduce their transaction cost by in-
troducing customer-self-service such as multiple-choice phone, formerly handled by the 
companies themselves. Managers tend to misjudge the advantage of these functions that 
will harm the customer experience. Customers differ widely in their attitudes and the im-
pact of information technology and their privacy. The complex heterogeneity of the cus-
tomer experience is lost on managers who focus only on the cost saving of web-based 
transactions. Further transactional oriented companies need to focus more on emotional 
expectations of the customers (Shaw, 2005). This can be done by building an overall cus-
tomer purchase which maps each moment of the purchasing process, in order to know 
whether the right emotions are evoked in each experience moment. Further the firm needs 
to implement systems that give a complete customer view. It is also of importance that the 
‘great customer experience’ is associated with the employee experience in order to increase 
the satisfaction rate. Recruiting people with emotional intelligence and focus on employees’ 
well-being are therefore of importance. At last, senior executives need to spend time with 
its customers in order to make decisions that encompass their requirements and needs 
(Shaw, 2005). 

An enlightened orientated company is ‘proactive’ as it creates emotionally and engaging 
customer’s experiences, over 50 % of every customer experience is about emotions (Shaw, 
2005). When realizing that if one succeeds to come across valuable experiences then com-
panies can set a higher price, (Nielsen, 2001 in KK-Stiftelsen, 2001). More companies are 
promoting their experiences that they have designed to feed the customers demand, which 
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will in the end appear with their products or services (Pine & Gilmore, 1999). Shaw (2005) 
further stresses that integrated system are implemented in companies, this to achieve a 
complete view of the customers. The required customer service level is communicated to 
all employees within the company to receive the ‘great customer experience’. The employee 
experience is seen of equally importance as the customer experience. The firm employs 
people that have emotional capabilities and customer experience measures which account 
for a large part of people’s bonuses.  

The enlightened oriented company has to consider if to use theatre and entertainment as a 
method for creating captivating and memorable customer experiences. This will all together 
gain an environment where the people, culture and the experience are engaged in memora-
ble moments. Further the company needs to consider the customers sensory expectations 
and which senses the company wants to stimulate.  The company also needs to review the 
process regularly and involve the customers in the design of experiences (Shaw, 2005). 

The last one is the natural oriented organization, characteristic of a very ‘proactive’ com-
pany which is naturally focused upon the complete ‘real customer experience’. It has devel-
oped a clearly defined ‘real customer experience’ statement that includes a complete focus 
on the customer. The culture is seen as an enabling tool where the company uses theatre as 
a method of producing consistency of its customer experience. The company recruits peo-
ple that are good at acting. Memorable and fascinating moments are created by the use of 
specific senses to evoke deep emotions. The company has aligned the brand which sup-
ports the given experience and has realized that the customers have different needs and 
consider this in the design of customized offerings (Shaw, 2005). Shaw (2005) defines a 
‘great customer experience’ as a company that has a long term competitive advantage cre-
ated by exceeding customer’s physical and emotional expectations. Further the company is 
revenue generating, enabled trough inspirational leadership and an empowering culture.  

2.4 Experience Design 

To provide experiences the environment is of large importance since the customer stays 
there for a relative long time (Mossberg, 2001). Further an experience environment facili-
tates a total experience for customers (Shaw, 2005). The experience environment must of-
fer opportunities for customers to construct their own experiences on demand in a specific 
context of space and time. It is important however to understand that every customer does 
not always want to create an experience by their own sometimes they just want to consume 
a product or service passively (Prahalad & Ramaswamy, 2004). Engaging the customer 
emotionally, intellectually and explicitly will benefit both the social and the technical as-
pects of co-creation experiences. For a company to be able to create a good environment 
for experiences Prahalad & Ramaswamy (2004) suggest the use of four tools; granularity, 
extensibility, linkage and evolvability, which can single or combined together.  

 

Granularity is the company’s ability to design an experience environment based on events 
where customer interacts at different levels of aggregation and richness. These levels are 
designed to appeal to different individual preference, ensuring that it provides something 
interesting for everyone. The company therefore needs to have a dialogue with the custom-
ers to generate new insights and learning from their perspective. The second tool, extensi-
bility is about exploring how technologies, channels, or modes of delivery can create new 
ways and functionalities that engage the customers. Technology is opening up an enormous 



 

 13

range of ways for companies to expand and enhance experiences such as the company 
‘Leap Pad’ that has developed a product for small children to use in their learning process. 
These products are learning-oriented-games where a child point at words characters and 
pictures that talk and sings (Prahalad & Ramaswamy, 2004). Adorno (2001) points out the 
risk of making the machines creating a hollow reality that captures the culture on the cus-
tomers’ behalf. Claiming that these experiences serve the need of expediency rather than 
real human needs. Meaning the technology has to be develop beyond its current ideology. 
Thirdly, linkage is a collection of multiple related and designed events that affects the qual-
ity of the experience from a customer point of view. The fourth and last tool is about 
evolvability, meaning that companies needs to learn and cooperate with their customers in 
order to create experiences, shaped towards individual’s needs and preferences. However 
Prahalad and Ramaswamy (2004) points out that innovation for evolvability of experiences 
is not an easy task. 

Mossberg (2003) stresses that there are three directions; entertainment, pleasure and benefit 
where experiences can be used along with activities. The first direction states that the enter-
tainment part grows stronger when using experiences into the different products and ser-
vices that are ‘packaged’ together. This ‘package’ is supposed to communicate a certain im-
age i.e. to portrait a certain car the product is packaged with different stimuli to appeal the 
customer. According to Mossberg (2001) the image is critical for the customer experience 
for the company. This as the customers’ do not often buy a physical product that can be 
evaluated and inspected in advance and is going to be a positive experience or not. Further 
customers tend to visit firms and places that are perceived of having a good image or an 
image that correspond to expectations. The second direction is the use of combining busi-
ness with pleasure during customer leisure and during purchasing i.e. a coffeehouse in a 
bookshop. This will create an experience out of the ordinary where the customer drinks 
coffee and combines it with a nice book. This will profit the bookshop as well as the cus-
tomer will spend more time in the store which will also increase the likelihood that the cus-
tomer will purchase more books. The third directions involve the benefit that a company 
provides which is something extra compared to what their competitors can offer. This also 
means that the customer should experience something that exceeds their expectations. This 
goal is reached by a good internal organization and employees (Mossberg, 2001).  

2.4.1 Experiencescapes  

Human behavior is influenced by physical settings according to Bitner (1992). Therefore 
surroundings are important to the customer experiences because the customer often stays 
there for a while i.e. at a hotel, an event, and an amusement park or at a restaurant (Moss-
berg, 2003). The physical surroundings are a part of the consumption process and mirror 
the types of objectives that the company strives for (Bitner, 1992). The surroundings are 
especially clear for companies that provide services. Before purchasing a service the cus-
tomers are affected by their surroundings as it gives an indication of a company’s potential 
and their quality and the service is further often produced and consumed at the same time 
(Bitner, 1992). How the environment and the physical surroundings affects both customers 
and employees in service organizations are defined as servicescapes (Bitner, 1992; Moss-
berg, 2003). The design of the servicescape creates reactions from the customers; the ex-
tent of pleasure and excitement (Mossberg, 2003). Mossberg (2003) states different reasons 
for companies to market their added experiences to services. The servicescape; as an aid to 
communicate to others what the company offers, as a use to attract their customer segment 
and as an use to differentiate and positioning the company away from its competitors. Also 
because makes it easier for customers or employees to perform their respectively activities 
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and to affect their behavior and emotions. O’Dell (2005 in O’Dell & Billing, 2005) has 
further elaborated upon customer experiences and the importance of creating experiences 
as an economic offer distinct from services (Pine & Gilmore, 1998). It is not possible to re-
create people experiences (O’Dell, 2005, in O’Dell & Billing, 2005), they are also personal 
and two people cannot have the same experience (Richards, 2001). When the experiences 
are packaged as commodities the experiences are created individually by the manipulation 
of material culture and spaces. Customers and employees are affected of inner and outer 
factors of a store. If these factors are satisfying the customer will probably buy more in the 
store and the employees will enjoy there work more (Mossberg, 2003).  

Mossberg (2003) talks about the physical surroundings in servicescapes; the atmosphere 
and the design where the customer interacts with the company and its employees. By con-
centrate upon the materiality and moreover upon ‘spaces’ as entertainment and pleasure, it 
can however help define and frame the experiences by ‘cognitive, social and cultural proc-
esses’ (O’Dell, 2005, in O’Dell & Billing, 2005).  These experiences can be staged and con-
sumed in landscapes that are designed and strategically laid out by companies. The land-
scapes are called experience escapes; structured by the producers and demanded by cus-
tomers (O’Dell, 2005, in O’Dell & Billing, 2005). There are a growing number of compa-
nies that creates and add experiences to their products (Richards, 2001).   

There are different theme restaurants that have diversified from a more traditional service 
industries to a more experienced ones that provides ‘eatertainment’ experiences i.e. Hard 
Rock Café and also ‘shoppertainment’ as Niketown (Haig, 2004; Pine & Gilmore, 1998). A 
trade show is the same as a shopping mall (Pine & Gilmore, 1998). The company Nike has 
created and experience around its products by the Niketown store chain. By doing this they 
build brand image and stimulates sales at other stores as well as they create experiences 
around its products for the customers (Richards, 2001). Customers visits cultural places to 

experience new things (O’Dell, 2005, in O’Dell & Billing, 2005) which have grown no-
ticeable lately, this can be a confirmation that the customers tries to satisfy their need for 
experiences (De Cauter, 1996 in Richards, 2001).   

 

Mossberg (2005) further elaborates on this and states that experiences are a way to create a 
memorable event for the customer and engage the individual in their business. The com-
pany’s employees and other customers can make the customer feel a sense of joy, belong-
ingness and fellowship. A company can also create a positively environment by stimulation 
that affects the senses of the customer i.e. music, design, scents, colors and light (Moss-
berg, 2005).  

2.4.2 The Experience Realms 

The model ‘the Experience Realms’ by Pine and Gilmore (1999) in figure 3 states an ex-
perience offered by a company may engage customers in a number of ways. The horizontal 
axis describes the level of a customer’s participation in form of being passive or active. Ac-
tive participation means that the customer actively participates and plays a key role in the 
creating of the experience. People that visit or look at an event are passively contributing to 
the event trough others experiences. The vertical dimension describes the connection or 
environmental relationship that brings together the customer with the event. Absorptions 
refer to an experience that occupies a person’s attention into its mind where immersion 
means that one is becoming a physically part of the experience itself.   
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Figure 3 The Experience Realms (p. 20, Pine & Gilmore, 1999) 

The four realms; entertainment, education, escape and estheticism are mutually compatible 
that can be combined to form uniquely personal encounters. A company may engage cus-
tomers primarily by one of the four realms however sometimes companies can exist in 
more than one realm which overlap each other in the business (Pine & Gilmore, 1999). 
Mossberg (2001) adds that the customer experience should strive to be as intensive as pos-
sible and having a positive character. The sweet spot, the middle point of the circle, is when 
a company contains all four realms entertainment, educational, escapist, and esthetic ele-
ments in their offering and creates a mnemonic place. One example is the company Disney 
that has succeeds to combine all of these realms (Pine & Gilmore 1999). 

Entertainment is the most familiar and oldest form of experience today such as watching 
television or attending at a concert. Here the customer acts passively and are connected 
with the event in an absorptions way. This is a passive experience where the guests are en-
joying the environment (Pine & Gilmore, 1999). Therefore a company needs to create fun 
and enjoyable events that hold customers attention and makes them stay. In some situa-
tions the entertainment unifies education making it hard to decide in which category it be-
longs to (Mossberg, 2003). 

Education on the other hand involves active participation from the individual, such as tak-
ing a ski lesson. To increase the individual’s knowledge the event must actively engage ones 
mind (Pine & Gilmore, 1999). The primary focus is therefore for the teacher to educate 
and give the customer knowledge (Mossberg, 2003). A company therefore needs to evalu-
ate what they want the customer to learn from the experience. Once a customer has de-
cided what information activities to use then it will help the company to exploit their own 
knowledge and skills. 

The third realm is the customer of an escapist experience. The customer is here actively in-
volved and this affects the performance of the realm, such as visiting a casino or amuse-
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ment park. Here the company needs to encourage guest to become participants in the ex-
perience (Pine & Gilmore, 1999). 

The last realm is the esthetic one that immerses customers into a environment where they 
have little effect on it i.e. visiting a museum. Esthetic refers to “learning of the art” (Mossberg, 
2003 p.52). Further the customers can deepen the experience towards containing both 
meeting with other epochs, places and by itself. The place becomes a social multidimen-
sional room that becomes interesting in many dimensions. Here the company can think 
about how to make an environment more inviting (Pine & Gilmore, 1999).  

2.5 Value Added Organizations 

Experiences cannot just be found within entertainment nowadays although experiences are 
their core business (Pine & Gilmore, 1999). Tourism represents one of the first ways in 
which experiences have a value adding characteristic. The search for new experiences are 
not concentrate only upon tourism, today goods and services are more widely concentrat-
ing upon other areas as well (O’Dell, 2005, in O’Dell & Billing, 2005; Richards, 2001). A 
company creates an experience around its products which in the long run will add value to 
the brand image and encourages the customers to buy their products (Pine & Gilmore, 
1998). Still a large degree of value in the Experience Economy is based on subjectivism 
(O’Dell, 2005 in O’Dell & Billing, 2005). The values are experiences related rather than 
measured in traditional way such as product features. Functionality is no longer the focal 
point and differentiation does not only appeal to the actual products and services but also 
the customer’s perception of the experience.  

Service and service quality are today something that one is taking for granted, as most com-
panies needs this in their business to survive on their market. Except of having a high ser-
vice level companies tries to find further value added for their customers; that is an experi-
ence (Mossberg, 2005). Reilly (2002) stresses that value added organizations are of impor-
tance as they bring a valuable total experience to the customer. The delivered value that the 
customers experiences is the profit one get from buying that good or service. Further the 
total customer value is the total value a buyer receives from a marketing offer (Kotler et al. 
2001). The delivered value of the experience remains in the memory of the customer and 
the customer decides whether it is successful or not. Therefore is it important for compa-
nies to realize that they make memories, not goods. Companies also need to remember that 
they create a stage for generating economic value, not deliver services (Pine & Gilmore, 
1999; Shaw, 2005). 

2.5.1 The Value Chain  

According to Kotler et al. (2001) Michael Porter’s proposed value chain is the main tool for 
identifying ways to create more customer value. Every company has a collection of activi-
ties that are performed to produce one company’s product or service. The primary activi-
ties involve bringing materials into the business, operating, sending out, and marketing and 
service them. For a long time, the primary focus has been on adding value to the products 
attributes. The use of the value chain is for the company to examine its cost and perform-
ance in each value creating activity, to be able to look for improvements. This also involves 
estimating its competitors’ costs and benchmarks in order to achieve competitive advantage 
(Kotler et al. 2001). In this value chain companies autonomously determines the value that 
it will provide through its choice of products and services. Prahalad and Ramaswamy 
(2004) however states that the value chain is no longer enough as a company cannot create 



 

 17

anything of value without engaging individuals. The firm can no longer satisfy its customers 
by just staging the events around the firms various offerings (Mossberg, 2003; Prahalad & 
Ramaswamy, 2004). The creation of experiences together with customers, not the offering, 
is the basis of delivering unique value for each individual. The customer and the company 
therefore need to co-create values so the experience becomes the very basis of creating 
value. Companies must create innovating environments of experiences that enable a diver-
sity of co-creation experiences that make individuals personalize their experience. This in-
volves co-creation of value through personalized interactions that are meaningful and sen-
sitive to the specific customer (Prahalad & Ramaswamy, 2004). This requires the creation 
of a ‘platform’ where different actors can combine offerings together to meet the cus-
tomer’s individual demands. Making it possible to choose between different actors to cus-
tomize to form a unique experience for each individual (Mossberg, 2003).  

2.5.2 Value Added Selling 

To win in today’s market companies need to mediate and deliver greater value to their cus-
tomers and build relationships, not just building a product or service (Kotler et al. 2001). 
For a value added organization to function every employee needs to be involved in are the 
organization and the value adding process. As they are a value added peak competitor, the 
performance of the employee will affect the whole organization as the employees’ behavior 
and how one treat customers affect the company’s performance to add value to others 
(Reilly, 2002). The physical setting in the servicescape might influence an employee’s satis-
faction, motivation and productivity in a company (Bitner, 1992).  

Customers do experience various degrees of satisfaction (Kotler et al. 2001) and they can 
be both external and internal within an organization. External customers are those outside 
the company that purchase the company’s goods and services. Internal customers on the 
other hand are employees within the company that other employees serve i.e. the custom-
ers service as an internal costumer of the sales department and information technology that 
serves marketing (Reilly, 2002). One can serve the external customers only to the degree 
that one serves the internal customers as employee loyalty generates loyal customers. It is 
important to build added value and have a positive satisfaction in a company as customer 
satisfaction reflects employee (Reilly, 2002).  

More companies today adapt value-pricing strategies where the price is not set accord-

ing to  buyer’s awareness of the cost for the product instead it is set based on buyer’s 

perceptions of product values (Kotler et al. 2001). For companies this may be a way to 
take a higher price for their product or service or the added value by using experiences may 
be to build a more close relationships with the customers. Customers will achieve a memo-
rable experience that they will tell to their friends and they will also strive to repurchase the 
product or service, to experience the same thing all over again. Another strategy may also 
be to engage the customer in the company’s business. This as the customer nowadays may 
be involved more in the business to create and produce their own experience (Mossberg, 
2003). Value added selling is a way for companies to create meaningful value and exceeds 
customers expectations towards there services and products. Value added selling is a busi-
ness philosophy according to Reilly (2002). He further stresses that “Value-added selling must 
be rooted deeply in your [the company’s] psyche as the way you [the company] want to conduct business. It’s 
a maximum-performance philosophy of excellence in all that you do” Further this value-added guarantee… 
a lot and delivering more—always seeking ways to create meaningful value and to exceed customer expecta-
tions”(Reilly, 2002, p. 17).  
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2.5.3 Charge for the Experience 

Within the experience economy companies will have to charge customers for the experi-
ence they are offering i.e. an entry fee according to Richards (2001). Before they do that 
there is of importance to design an experience that is worth the price. However they are 
still charging the customers for the goods or service as well (Pine & Gilmore, 1999). Com-
panies want to focus upon the experiences they offer, rather than the service or product 
they sell. If the customers do not value the experiences highly they will not pay for it and 
therefore go somewhere else (Richards, 2001). An experience is a real offering as any ser-
vice, good or product. Yet by charging admission for an experience do not mean that com-
panies have to stop selling goods and services (Pine & Gilmore, 1998).   

However there are still companies that do not openly charge for their experiences and 
events they offer i.e. Hard Rock Café and Silicon Graphics (O’Dell, 2005 in O’Dell & Bill-
ing, 2005). Pine and Gilmore (1998) stress that a company that do not charge an admission 
fee to their customers and instead wants to increase the customers knowledge about their 
products or services, do not sell experiences as its economic offering. To be able to move 
into the Experience Economy companies that do not charge any fee, need to discuss what 
they would do in a different way, if they charged some kind of payment. When moving into 
the Experience Economy there is a larger demand of richer experiences from the custom-
ers. 

The economic value of experiences has its limitations; this as some experiences are ex-

tremely difficult to set a price on. If an experience only becomes an experience if it is 

charged for, the free goods that comes such as tourism and the natural environments and 

also museums, do not offer experiences. Setting a price on experiences will only alter 

the perception if the economic value in the experience according to Edensor (1998, in 

Richards, 2001). Further O’Dell (2005 in O’Dell & Billing, 2005) states Experience Econ-
omy is a risky economy which often hides the failures and instead all too easy points out 
the successful ones. This as succeeding within this Experience economy market and society 
is not an easy task. Only because experiences may be present in a company this does not 
mean that it adds any economic value to the company. Even though culture and experi-
ences can be found everywhere it is tremendously difficult to convert it into economic 
capital. Moreover Pine and Gilmore (1998) states that for now all companies cannot charge 
a fee for the experience they provide for now. 

2.6 Summary  

Experiences are not new phenomenas, however today the society is moving towards a 
more experienced concentrated one named the Experience Economy. The evolvement of 
the Experience Economy is due to the increasing technology aspect among companies in 
their ongoing search for differentiation, the increasing wealth among customers, the eco-
nomic value of the experience itself for companies and the increased interest of make use 
of ones leisure time. Today the consumption habits within the society have changed to-
wards a more individual and activity based lifestyle which demands more experiences. This 
has contributed to the increasing competitiveness between companies and the growth of 
value creations. Further also the technology and the ambition towards creating memorable 
experiences to their customers. The increasing demands of experiences have contributed to 
the need for companies to modify their strategies within their companies, making them 
more suitable to the new market conditions and also to attract new customers.  
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For companies to be able to deliver experiences the environment plays a vital role where 
the provided experiences are perceived by customers. The customers can be engaged into 
the Experience Economy in many ways and the richest ones are those that encompass 
many different fields. The value of one experience is hard to measure since it is subjective 
and judge by the customers own perception. The interaction between a company and its 
customers are therefore vital when developing value creating arenas and the prospect to 
charge the customers for the offered experiences. 
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3 Method 

This chapter introduces the reader to the chosen research method where the problem statement and the pur-
pose of the thesis present the reader for the choice of methodology and the use of research. Further the data 
collected and the use of sample are stated which will lead down to the reliability and the validity. Moreover 
the appropriate interview technique were determined that found the base for the empirical part of the thesis.  

 

Basically there is a distinction between two types of social research methods; qualitative 
and quantitative method, which can be used either separately or (Blaxter, Hughes & Tight, 
2001) as complements to each other (Befring, 1992). Bryman (1997) state that the choice 
between qualitative and quantitative method depends on the amount that the two different 
methods are suitable to answer the purpose of the study. The first thing to do in a research 
is to discuss the problem statement and what the problem really is all about. A problem do 
not necessary mean that there exists something problematic instead a problem is about 
finding knowledge. The problem statement will be stated so that one can decide the choice 
of method (Wallén, 1996). In this research the purpose was “…to study how Swedish companies 
have implemented the experiences in the society and give future recommendations for their markets”. This 
was done by the use of interviews and analysis and not by the use of numbers that is rele-
vant in a quantitative method. By this reasons the authors choose to work within the 
frames of the qualitative research. One should state the distinctions and the similarities be-
tween the two types of research method. The qualitative method was most suitable for the 
purpose and use of method according to the authors. When making a qualitative research 
the entirety and personal experiences are of importance (Befring, 1992).  

3.1.1 Qualitative Research 

Qualitative data occur in a variety of forms thereby it is not a single way of approaching 
this method (Coffey & Atkinson, 1996). Qualitative research collects and analyze informa-
tion in variety of types where as much information as possible are non-numeric types. The 
research aims to achieve ‘depth’ rather than ‘breadth’ (Blaxter et al., 2001) that focus on in-
terviews and the analysis (Patel & Davidson, 2003).  Moreover Ray Rist (1977) in Taylor 
and Bogdan (1984) stress that the qualitative methodology “is a way of approaching the empirical 
world” (Ray Rist, 1977 in Taylor & Bogdan 1984, p. 5). This research is focused on explor-
ing in detail and contains qualitative techniques as interviews (Blaxter et al. 2001; Kotler et 
al. 2001; Patel & Davidson, 2003). Other characteristics of the qualitative research are 
among others; “the understanding behavior from actor’s frames of reference… uncontrolled observa-
tion…close to the data…process-oriented…valid: real, rich, deep data…holistic…assume a dynamic real-
ity” (Blaxter et al. 2001, p. 65). A qualitative research is necessary for things that are vague 
and have several of meanings, as experiences (Wallén, 1996).   

3.1.2 Descriptive Research 

In this thesis a descriptive research was used this as according to the theory a descriptive 
approach is used when a phenomena arouses new questions and thoughts about its exis-
tence, extent and spreading in society (Rosengren & Arvidson, 1992). One of the research 
questions of this thesis was to investigate “how has the development of the experience spread itself 
within the society in Sweden?” This method implies an underlying assumption that information 
should speak for them (Wolcott, 1994 in Coffey & Atkinson, 1996).  
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This research is further used if the purpose in a thesis delimits a group of individuals, a 
specific problem area or specific phenomena (Rubenowitz, 1980). In this thesis the authors 
have decided to focus on the Experience Economy within Sweden and 13 different indus-
tries and therefore have delimited the thesis by the purpose. The Experience Economy is 
fairly discovered theoretically and by the purpose of this thesis the authors wanted to inves-
tigate the existence, extent and spreading of it within different industries in the society.  By 
the use of a descriptive approach the samples being used are needed to be done in a way 
that the sample generates the results from the random sample to the population that one 
wants to get more knowledge about (Rosengren & Arvidson, 1992). The chosen area that 
the authors investigated in this thesis is companies within the Swedish markets in the ex-
perience society. A subset of the population of companies within the society is being used 
in this thesis. To be sure that the subset of the population is representative one needs to 
take random samples. If the random sample is random it can be accepted as a miniature of 
the whole population and therefore representative, that is regardless which variable one 
choose the random sample it will be similar to the population (Rosengren & Arvidson, 
1992).  

3.2 Sample 

A sample is a subset of a larger group that is a population (Fink, 1995). The authors wanted 
to study how the Experience Economy has been implemented in the experience society in 
Sweden. Focus in this thesis is upon different companies’ products and services within 
markets. The selection frame within this thesis is chosen out from the division of the ex-
perience industry in Sweden into 13 sections of industries (KK-Stiftelsen, 2004b; Appendix 
1). These industries provide an overall picture of the experience industry in Sweden where 
many markets overlap each other (KK-Stiftelsen, 2004b). This implies that a company can 
belong to several industries at the same time, by combining its offerings with various fea-
tures. However in this study the 14 interviewed companies was divided into representing 
one of the industries in the Experience Economy. 

The reasons for the delimitation of the 13 industries stated by KK-Stiftelsen (2004b) are 
that the authors wanted to do randomly select companies out from the experience industry 
industries in Sweden. Further also to what extent that company within these different in-
dustries really creates experiences. The authors have from these industries randomly se-
lected 14 companies. These companies and their industries were generalized in the conclu-
sion of the thesis, this as the Knowledge Foundation states that all these 13 industries are 
within the Experience Economy. It is important with a satisfying selection frame with a list 
of the markets within the population and also that they are all easy to identify. One com-
mon misunderstanding is the belief that a large random sample is more representative than 
a smaller one which is not true. The size of a random sample do not effect how representa-
tive a sample is, instead it is the randomness as a whole (Rosengren & Arvidson, 1992). A 
sample is representative if all founded characteristics are spread in a similar way in both 
groups (Fink, 1995). When a satisfying selection of frame have been stated it is of large im-
portance to define randomly or systematically chose the ones that should be included in the 
selection (Rosengren & Arvidson, 1992). The selection were all randomly chosen from the 
use of the ‘yellow pages’ 7 with the support of the database Affärsdata8 that ensured that 

                                                 

7 The yellow pages, Gula Sidorna in Swedish is a brand owned by Eniro that offers telephone catalogues, 
adresses and telephone information.  
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the companies were at least founded ten years ago. The time aspect was of importance in 
order to evaluate the progression and trends of Experience Economy in the society. The 
information gathered would then give the empirical research and the conclusion more 
value and reliability as the companies had been around for a while and had more knowl-
edge about the economic changes within their industry. 

3.3 Data Collection 

The data collected in a research contains collection and analysis of data. There are two 
main types of the collection of data; primary data and secondary. The data collected may be 
in different forms however one can provide an interesting a valid research by using only 
one form of data as well (Blaxter et al., 2001; Kotler et al. 2001).Primary data is gathered by 
the use of observations, interviews and questionnaires, which all together works as a foun-
dation when analyzing the research for the specific purpose. Secondary data is data that 
have been gathered for other purposes than the one undertaken, but is applicable in the re-
search (Kress, 1988; Befring, 1992; Kotler et al. 2001; Edling & Hedström, 2003). This the-
sis contains both primary and secondary data however the primary data is the vital aspect 
for the analysis and result of the thesis.  Primary data of 14 interviews with stated questions 
have been done.  This primary data was of large importance in this thesis since not much 
material can be found about the Experience Economy and its impact in the society. Secon-
dary data was selected by the use of library resources as books and articles. Also external 
resources as the Knowledge Foundation and a thesis made by professor Voss at London 
Business School provided us with his research about the Experience Economy. 

3.4 Information Techniques 

The form of an interview can be used for many different purposes. There are different 
techniques that can be used to gather information for the research (Rosengren & Arvidson, 
1992; Dillon, 1990 in Wengraf, 2001). Interviews are made personally by direct contact or 
by telephone (Befring, 1992) they can also be made by mail or by using the internet (Kotler 
et al. 2001). An interview can be made on the basis of a theme or problem statements (Be-
fring, 1992). For this thesis the authors choose to use an interview technique in the empiri-
cal research. The interviews in have been done on the basis of problem statement and the 
purpose in order to come up with the analysis and conclusion that will answer the purpose. 
When using a descriptive approach interviews are one of the information techniques that 
should be used (Rosengren & Arvidson, 1992).  

The largest advantage when using an interview technique is that this procedure is more 
flexible. The interviewer can put resulting questions and get an overall picture of every sin-
gle interview done (Rubenowitz, 1980). In this thesis the semi-structured interview method 
have been used. When using this technique a number of interview questions were prepared 
before the interview and were tested with a pilot study, resulting in fully planned and pre-
pared technique before an interview. The questions were prepared before the pilot study 
and further edited after it. The challenge for a researcher when making an interview is to 
get information with maximal reliability and validity. This is best done for example by pro-
viding comprehensive questions and answers in the research (Befring, 1992). The interview 

                                                                                                                                               

8 Affärsdata is a Swedish database that among others provides information about all the registrated compa-
nies in Sweden. 
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questions worked as a standard to all the informants (Appendix 3). However these ques-
tions were designed in that matter that they were adequately open and there were also some 
resulting questions (Rubenowitz, 1980; Wengraf, 2001). When making all the 14 interviews 
within this thesis resulting questions were used in relation to the standard questions, this as 
all companies are within different industries. When using a semi-structured interview there 
should not be more than 20 questions. This as one may ask questions that one think is of 
importance for that particularly interview and in the end ends up with to many questions 
and answer than one can handle (Rubenowitz, 1980). Moreover the language is of impor-
tance when the interviewer asks questions. This as the interviewers owns language and 
choice of words may not have the same meaning to the informants (Taylor & Bogdan, 
1984). This further proves the importance of using a pilot study before the actual inter-
views.  

For this thesis telephone interviews were chosen. Lavrakas (1993) stresses that no other 
survey mode provides the opportunity for controlling and monitoring the data collection to 
ensure that high quality data are provided with accurate estimates as the same time the in-
terview are conducted. Telephone interviews were chosen for the thesis as the companies 
that contributed to this thesis are situated at different places in Sweden which makes it hard 
for the authors to carry out personal interviews. The time aspect was also taken into con-
sideration, where Lavrakas (1993) states that telephone interviews are the most cost effi-
cient survey method. As 14 companies were chosen for this thesis within the 13 industries, 
personal interviews were not an option. Using telephone interviews are the best choice to 
secure information especially if there is a time limit for the research. Further a telephone in-
terview is the best information technique to use for conducting information quickly. Inter-
viewers can also by a telephone interview explain questions that are misunderstand (Kotler 
et al. 2001). The unbiased standardization of the telephone interviews is the goal of all 
good surveys (Lavrakas (1993). Further according to methodology studies done telephone 
interviews can be compared with personal interviews when it comes to reliability and valid-
ity (Befring, 1992). The questions asked at the interviews were sent in advance so that the 
companies were familiar whit the questions that were going to be asked. Further they could 
also make up whom of their employees that were most appropriate to answer the ques-
tions. The interviewed person would then provide the most valuable information and in-
crease the reliability and validity and the information gathered by the authors. 

The authors took notes while making the interviews which provide a direct documentation 
of the key points of an interview. Within this thesis the authors made each interview alone 
with the absent of the other author, this due to lack of time. The interviews were made in 
Swedish and freely translated to English.  The author that made the specific interview did 
all the after work done and implemented it into the empirical part of the thesis. Much after 
work is needed when making an interview which should be done as soon as possible after 
the interview. The authors did this directly after the interview. Otherwise vital parts may be 
forgotten soon after the interview. The one who made the interview is the one that should 
write it down on a paper, otherwise the outcome result will not be as good (Wallén, 1996). 
To further strengthen the reliability and validity the authors sent the empirical part to the 
companies interviewed after all the interviews were done. This to ensure that the informa-
tion gathered were correct and also implemented in the right way so that the authors would 
not analyze parts from the empirical study in the wrong way. The interviewed companies 
did then have a couple of days to answer, make corrections if any and at the same time they 
gave us their approval of a correct empirical part and the information gathered.  
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3.5 Questionnaires 

There is of importance to take away unnecessary questions in an interview. There is a need 
to critically review the questions and compare them to the problem statement and the pur-
pose of the thesis (Rubenowitz, 1980). To further be sure that the questions are necessary 
for the purpose of the thesis and understandable by others, a pilot study was done. The 
study was done on one randomly chosen company in advance before the telephone inter-
views according to recommendations in the theory. This is done in relation to the prepara-
tions of the interviews with the purpose to control that the interview works and minimize 
the risk of mistakes when performing the interview for the thesis (Rosengren & Arvidson, 
1992; Befring, 1994, Lavrakas, 1993). After that making of the questions a debriefing ses-
sion should be held to identify any changes that need to be made before printing final cop-
ies of the questionnaire (Lavrakas, 1993). This was further done within this thesis while 
making the pilot study.  

While making the interviews it were clear that one company wanted to be anonymous 
when the authors asked them and did not give us the permission to address the name of 
the company in this thesis.  Anonymity is about degree where identifying details can be 
changed so that one cannot identify the individual that it concern (Wengraf, 2001). How-
ever it will “…not destroy the social-science research value of the report” (Wengraf 2001, p.187). 
However these companies were not anonymous to the authors, which are of large impor-
tance (Wallén, 1996).  

Lavrakas (1993) states that there can exist measurement errors when making a survey. This 
as not all the data gathered “…on a survey questionnaire are accurate measures of the phenomena of 
interest” (Lavrakas 1993, p.3). These incorrectness may be due to errors that have developed 
along with the questionnaire, the interviewers, and the respondents and/or in what way the 
data were gathered. As the authors chose to work with telephone interviews they have 
minimized the chance of measurement errors as the questions asked were firstly pilot tes-
ted. Secondly except for the stated questions in the questionnaire the authors also asked 
minor questions that were connected to the company itself and the industry that it operates 
within. Esaiasson (2002) states that a telephone interview is appropriate as the interviewer 
can catch up answers that were not expected and further to make some follow up that will 
generates more information useful for the thesis. Lavrakas (1993) further states that 
“…interviewers may behave in ways that bias which answers respondents give…” (Lavrakas 1993, p. 3). 
To minimize the chance of this the authors designed natural questions that were not mis-
leading and they did also explained before the interview that there were no right and wrong 
answers to the questions so that they would not feel a pressure to answer something that 
they thought were good for the empirical research. This further increase the validity of the 
thesis and how valid our measurements result were. 

3.6 Validity and Reliability  

Measures of validity and reliability are used to strengthen the quality, rigor and the wider 
potential of a research (Mason, 2002; Maxwell, 1996, Kvale, 1996, Hammersley, 1998 and 
Silverman, 2001 in Daymon 2002) but also the trustworthiness (Lincoln and Guba, 1985 in 
Seale, 1999). Reliability and Validity are important measuring scales to prove the fact that 
the research is objective. Auerbach (2003) states “Objectivity simply means the absence of subjectiv-
ity” (Auerbach 2003, p. 80). When the measuring scale is objective then the researcher is 
studying the phenomena as it really is excluding what one would like it to be (Auerbach, 
2003; Daymon, 2002). Reliability contains measurements of the same type that will provide 
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the same values. Every research does to some degree contain randomly disturbances that 
will to some degree command measurements failures. The degree of these measurement 
failures will provide the reliability to the research (Rosengren & Arvidson, 1992).   

Validity is important for this research in order to exclude that the conclusions made are dis-
torted or influenced by our own standpoint. Further validity is the absent of systematically 
measurements and reliability is the absent of randomly measurements (Rosengren & Arvid-
son, 1992; Wallén, 1996).  

Taylor and Bogdan (1984) stress validity is highlighted within qualitative researches. Valid-
ity measures what it is supposed to measure (Taylor & Bogdan, 1984; Combes, 2001). It 
also can be defined as the resemblance between the empirical and the theoretical parts, if it 
is good the validity is good as well (Rosengren & Arvidson, 1992). “Validity confirms the truth 
of the matter and should measure accurately what it set outs to measure” (Combes 2001, p. 33). When 
conducting interviews or analyzing documents, reflections on how effective the interviews 
were, the capacity of the interviews, the questions and interactions needs to be taken into 
account (Mason, 2002).  

Within validity there are two inquiries that can be chosen from (Lincoln & Cuba, 1985 in 
Seale, 1999); a conventional or a naturalistic inquiry. In this research the conventional ap-
proach was chosen. The conventional approach was appropriate for this thesis because it 
fitted the context of the thesis and also gave a credible view of the reality in consideration 
of the chosen subject according to the authors. The authors encompass a natural and truth-
ful view by excluding their own assumptions and had a neutral view.  

The conventional approach contains true value, applicability, consistency and neutrality. 
True value stands for establishing confidence in the ‘truth’ of the findings within the con-
text inquiry was carried out. Applicability means determination to which extent the findings 
of an inquiry has applicability in other contexts or subjects. Further consistency is the de-
termination whether the findings of an inquiry would be repeated if the research is repli-
cated with similar subjects or contexts. Finally, neutrality stands for establishing the degree 
to which the findings of an inquiry are determined by the respondents (subject) and condi-
tions and the research and not by biases, motivations, interests or perspectives of the re-
searcher 

3.7 Criticism 

Blaxter et al. (2001) points out that one can never empirically or logically decide which ap-
proach that is the best, the qualitative or the quantitative approach. However the qualitative 
method was the best one for this thesis. Qualitative research however contains empirical 
research that is not in form of numbers i.e. in forms of words (Kress, 1988; Blaxter et al., 
2001). A quantitative research on the other hand contains an empirical research where the 
data that are in numbers. The research data found in this thesis were all in forms of words. 
The purpose of the thesis could not have been measured by the use of numerical data and 
conclusions of high reliability and validity could not have been made. The companies 
within this thesis also had dissimilar definitions of the Experience Economy which further 
highlighted the use of the qualitative method. If the authors have used a quantitative 
method they would not have been able to measure the evolvement of the Experience 
Economy within the Swedish society by the use of numerical fact.  

All elements in a population must have the same chance of being sampled according to 
Lavrakas (1993). However there may exist coverage errors and those that have zero prob-
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ability of being sampled (Lavrakas, 1993). In this thesis companies within the chosen indus-
tries that were younger than 10 years had zero population of being sampled due to the 
young history of the company. However to increase the reliability and the validity for pos-
sibly trends and the evolvement of the Experience Economy in Sweden  the authors 
wanted to have high-quality information from companies that have been in the business for 
a while and also had well known knowledge about their own industry.  

It is a challenge to make the interview provide the maximal reliability and validity (Befring, 
1992). High reliability is when the results of a study are repeatable (Bryman, 2001). Lack of 
reliability may depend on reasons such as vaguely asked questions, the behavior of the in-
terviewer or difficulties in understanding questions (Bryman, 1997). In order to obtain a 
high reliability the authors used standardized questions that were neutral but also minor 
ones suited to the company itself. This generated more useful information and also held a 
constant dialogue between the interviewer and the company.  

When making a telephone interview one has to decide whether to tape the interview or 
take notes (Blaxter et al, 2001). The authors chose to take notes while making the inter-
views. Taking notes provides a direct documentation of the key points of an interview. Us-
ing a tape recorder while making interviews may affect the respondents in a negative way as 
they may become more nervous and less likely to talk about confidential information (Blax-
ter et al., 2001). To strengthen the validity the authors sent the empirical research after it 
was completed to the companies involved in the thesis. They did thereafter have the op-
portunity to make corrections and points if there were something that were not proper or 
misunderstood.  
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3.8 The Empirical Study Base 

The empirical research was done by making 14 interviews within 13 different industries. All 
the interviews were made during the period 2006-04-12 to 2006-05-08. Further each inter-
view was made during one phone call that lasted for between 30 to 60 minutes. All compa-
nies interviewed were randomly selected and of different sizes. A short introduction of the 
interviewed done will follow. Each company is further presented into detail in Appendix 2.  

Complete Film & Media AB, the interview was made 2006-04-12 with Niklas Tholén who 
is the chief executive and project manager at the company.  

Struktur Design; the interview was made with Nils Arvidsson 2006-04-13. He is an indus-
trial designer and graphical designer, responsible for the office in Skellefteå. Further he has 
special knowledge in design strategy and brand questions.  

Anonymous Fashion Company; the interview was made 2006-14-18 with the owner of the 
company. 

Skivfynd; the interview was made with Bo Scherman2006-04-19 who is the owner of the 
company and has been since 1988.   

Aftonbladet; the interview was made with Olof Brundin 2006-04-19. He is a information 
director within the Aftonbladet concern.  

Ord & Form; the interview was made with Jörgen Runeby 2006-04-21, who works with 
procession and formulating of messages. He also works with communication strategies. 

Bonnier Responsmedier Group AB; the interview was made with Christian Rudén 2006-
04-24 who is the chief executive at the company.   

West Vilt; the interview was made 2006-04-24 with Armin Gassner who is the owner of the 
company.  

PowerHouse; the interview was made with Agnetha Fredriksson who is responsible for the 
vocational training 2006-04-26  

Skånes Dansteater; the interview was made with Liselotte Lindahl 2006-04-27 who is the 
marketing director at the company.   

Arkitekthuset Jönköping AB; the interview was made with Bert Noorlander 2006-05-03, 
who is the chief executive at the company.   

Företags Catering AB; the interview was made with Stefan Isaksson 2006-05-04   who is re-
sponsible for the production in the company. 

Air Historic Research AB; the interview was made with the owner of the company, Bo 
Widfeldt 2006-05-08.  

Galleri Bergström; the interview was made with Solveig Bergstöm 2006-05-08 who is the 
owner of the galleria.  
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3.9 Report and Presentation  

The report and presentation sustains of all previous mentioned parts of this thesis. The re-
port includes the conclusions and recommendations for future studies on the basis of this 
thesis. The conclusions were reached by connecting the analysis and the empirical findings 
to the purpose of this thesis.  

The analysis is a process of resolving data into its constituent components to reveal their 
characteristics themes and patterns (Dey, 1993 in Coffey & Atkinson, 1996). A Qualitative 
analysis can further be divided into three related processes; describing, classifying and con-
necting. The analysis must first offer thorough and comprehensive descriptions that in-
clude the context of action, the intentions of the social actor and the processes in which 
the social action is embedded. Secondly it should be classified in order to give a meaning 
and interpretation of the information to themes and codes. Thirdly categorized data can be 
analyzed in terms of the patterns and connections that emerge. 
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4 Empirical Part 

The empirical part provides the reader with the empirical findings found on the basis of the 14 interviews 
that were done. The empirical findings will further found a base for the analysis in the next part of the the-
sis.  

4.1 Introduction  

The Experience Economy is defined by companies within different industries in various 
ways. However some keywords can be found within the 13 industries and the 14 compa-
nies interviewed; something that offers experiences, something that can not be touch upon 
and that affect the consumption as an experience of buying something is important. Struk-
tur Design takes this statement further by saying that the experience combined with the 
brand defines the price. Further Ord & Form states that nowadays brands are more impor-
tant especially within their kind of business. The brand is a feeling and something that one 
experience. PowerHouse is the only company talking about the experiences that something 
that one comes in contact with during leisure time. Bonnier Responsmedier Group AB fur-
ther discuss this by stating that experiences and leisure are highly demanded among the 
employees, as well as having freedom and responsibility while working. For now the em-
ployees do not get all the rewards that they need to make the employees more involved in 
the company. For now the sales department and the ones that have most responsibility are 
the ones that get most of the rewards offered by the company. However Bonnier Re-
sponsmedier Group AB does not feel that they are entirely within the Experience Econ-
omy yet especially not internally within the company.  

Arkitekthuset Jönköping AB states that the Experience Economy is about customers’ 
knowledge and their need to demand new things, which they themselves need to supply. 
Företags Catering AB stresses that this new economy can be identified by the need of be-
ing active and doing something combined with the core product. Galleri Bergström com-
bines experiences with money and states that it generates money.  

Experiences must exist but it is however not necessary according to Skånes Dansteater. An 
experience is more about entertainment which also Aftonbladet highlights as an important 
factor. Skånes Dansteater take the definition of Experience Economy even further and 
stresses that there are internal and external experiences that are measured differently, de-
pending upon whom experiences it. A dance performance in Malmö is experienced differ-
ently by different persons and if one lives in Malmö or outside the city. The external visi-
tors may also visit other places as well during their time in Malmö i.e. a hotel and restau-
rants. The received experiences at their theatre are therefore also important for Malmö as a 
city and other external factors.  

There exists an increasing market that combines products or services with experiences. 
Complete Film & Multimedia AB stresses that there is a need to make the clients curious 
and develops a desire to investigate. West Vilt stresses that experience and the Experience 
Economy are vital for their business and their industry. This is also the case within 
Skivfynd where it is all about experiences through text and music, this is however experi-
enced when the customer uses the products and not experienced while they purchase it. 
The anonymous fashion company says that the Experience Economy is about the feelings, 
beauty and appearance. They have moreover worked within the Experience Economy from 
the start of their business. Air Historic Research AB says that experience is about to satisfy 
its clientele and its interest 
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4.1.1 The Existence and Creation of the Experience Economy 

Within the anonymous fashion company the Experience Economy have always existed 
along with the demand of experiences according to themselves. However the company 
does not offer a product but an experience in many ways through services. Within Power-
House experiences are learned to others and they offer vocational training to their upcom-
ing students. They can not guarantee jobs after the students graduates however the Experi-
ence Economy as a whole demand different jobs which affect the educations offered at 
PowerHouse. During the latest nine years they have increased their offers of vocational 
training; it is the external demand that control what educations that they have. Companies 
needs to demand different educations otherwise they will not be a part of experienced 
based learning industry and PowerHouse.  

West Vilt, Aftonbladet, Bonnier Responsmedier Group AB and Struktur Design have ad-
justed themselves to the Experience Economy in tact as the customers demand it. How-
ever the knowledge of experiences combined with buying a product or service has always 
been of importance. This add of experiences are also very important against ones competi-
tors according to Struktur Design. The need of something more than just the core business 
this is as well of large importance from a competitor perspective. The company itself has 
not adjusted themselves more to the Experience Economy however they have seen a 
change in what customers’ demands and the commission they perform, therefore the econ-
omy within the company has been implemented through customers’ change of demand.  

Företags Catering AB states that they have seen changes especially during the last two to 
three years as the demand of doing things in combination with food has grown larger than 
ever. More buffets are demanded today in the society; the customers’ wants food but also 
the social part. The business is not within a specific food genre instead they satisfy every 
customers needs. During the last years they have seen an increasing demand of event com-
pany that hires and their food. The company also works with larger international businesses 
in Jönköping and the surroundings. The customers today are different; before one hired a 
catering firm at birthdays, weddings and further. Nowadays the customers are less conser-
vative and there exists an increasing demand of doing things and hire a catering firm during 
this activities. Further during the last year the demand for more trend focused food have 
been seen. There is a need for more different tastes from countries world wide and people 
are also more aware and curious.  

Galleri Bergström further states that there exist a demand of doing and experience things 
combined with something else. The galleria has recognized the increasing demand of ex-
periences and the numbers of visitors have increased since the owner started to combined 
activities and experiences. The adjustment to a more experienced based galleria is because 
the owner was recommended to generate experiences to entice customers from an advertis-
ing agency five years ago and chose to follow the advice. 

Skivfynd has always had the involvement of experiences. The company stresses that music 
is all about leverage experiences through sounds and texts and it have not changed. Further 
Skivfynd is specialized on jazz and blues music and the customers have not changed their 
habits over the years. The use of experiences is vital and it should always be present ac-
cording to Skånes Dansteater. This is something that the city itself and the municipality 
demand otherwise it would affect more than just their company if they vanished. For them 
to survive they have different financiers and owners that provides them with financial 
means. 
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For Galleri Bergström experiences are very important and the company takes advantage of 
experiences daily. At the galleria the owner has vernissages and also uses music, dance and 
colours to generate larger experiences at different arranged events.  The galleria has also 
taken use of actors that have told stories about art, this to mediate art and experiences to a 
different way in order to attract visitors. The need for experiences and the implementation 
of the Experience economy within Ord & Form is also of large importance nowadays, it is 
all about communication and the keyword is rhetoric. At this company the Experience 
Economy has been implemented trough the last two years due to external and internal de-
mand. There is a larger requirement from the customers about the brand and its feelings 
that it generates. Ord & Form as a consulting company search for core values within their 
clients companies, this to be able to interpret a company with the use of communication 
and advertising. The core values that the client company has will later work as a foundation 
for their brand and also generate a feeling and experiences. To do this it is vital to have a 
good communication between the company and its client. To better communicate to locate 
these core values Ord & Form works much with workshops. This to generate experiences 
that will entice the clients employees to definitions of what their companies stand for and 
what there core values are. This is done by i.e. using a smell box to generate smells; they 
also use colours and pieces of material to create thoughts and experiences. They work with 
feelings and connect it to something concrete, to find their customer’s core values. Nor-
mally three to five core values are used within the marketing communication industry to be 
able to communicate in a satisfying way. Arkitekthuset Jönköping AB gives a scheme to 
employees for each contract signed by the client. There the employees have to adapt the 
clients’ demands and requirements. In order to generate education and development of the 
employees Arkitekthuset Jönköping AB has joined ‘växtmål i EU’. This gives a guiding 
principle of how to communicate within the company and later to its customers. It also 
gives guidelines of how to adjust itself to the economy and future aspects.   

Relations are of large importance between the customers and companies within different 
industries. This is especially pointed out within Aftonbladet where relations with the cus-
tomers are of large importance, this as they work as a guide and influence people’s everyday 
life and to make good choices. It is of importance to be present, listen to others and to 
have a dialogue with the readers according to Aftonbladet, this through their newspaper 
but also with their internet paper. With the use of the internet more and more companies 
got access to more potential customers and the competition of people’s time. Along with 
the need of implementation of the Experience Economy the brand has become more im-
portant as it includes entertainment and experiences according to Aftonbladet. There is an 
increasing demand for the creation of experiences combined with their brand. To feed this 
requirement they arrange different events among others ‘Rockbjörnen’9.  

Within Företags Catering AB the adjustments towards the Experience Economy have been 
done due to internal and external reasons. The external reasons are more obvious and it is 
the customers that control what actions that are done and Företags Catering AB then 
comes with ideas. The demands for experiences by the use of food are one reason another 
is the increasing demand for activities. The company us also in a way forced into a more 

                                                 

9 An event where music artist receive different music prizes. The receivers of the music prizes are appointed 
by the readers of Aftonbladet.  
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experience based society as if one does not supply what the customers demand they will go 
somewhere else. Bonnier Responsmedier Group AB also points out the importance of pro-
viding experiences to the customers; the customers must obtain something if they should 
give up time for their sake.  

For Complete Film & Multimedia AB the implementation is getting more obvious however 
it is often a question of money. They state that even though they often can make film and 
photo products and services more experience based by the use of technology, the price of-
ten increases and the demand for it therefore diminish. Many customers moreover do not 
know the price of adding an extra experience to the products and services that they require. 
The adaptation towards the Experience Economy is however obvious and is a natural part 
of the development. There is also a need to develop more competitor based products and 
services by the use of this economy. Arkitekthuset Jönköping AB states that today their 
business is more about conceptions where the environment and the surroundings are of 
larger importance. The business is more about appearance and not just a sketch of a build-
ing. This contributes to the fact that the working tasks for the employees have increased as 
well. 

The content in books is an experience for the reader according to Air Historic Research 
AB. Today books are not just all about texts; instead the company has become more aware 
about offering something more than just a text and to involve pictures that are interesting 
that evoke emotions and gives the readers’ experiences. What different books contain de-
pends on what readers demand. The company has implemented experiences to satisfy their 
customers’ needs, to sell books and further to increase their turnover. Galleri Bergström 
states that it is all about experiences today; one should have different events such as paint-
ing lottery or offering food. There is a need to do things to attract more visitors to the gal-
leria i.e. an art exhibition with amusing artist.  

4.1.2 Communication and Brand 

The brand and the image are two ways of helping the employees to follow the common 
goals in their business but also for their customers to know and understand what the com-
pany stands for. To highlight the experience aspect Struktur Design has different processes 
of how two define their brand and their image and in what way they should mediate these 
experiences to their customers. The decision making is done at the company management. 
However striving towards the goal of mediate experiences is not a policy at the company, 
instead there are constitute processes for this realization. This is in line with what Ord & 
Form states and the importance of their own core values and the importance of mediating 
experiences and feelings to their customers. Two years ago they also changed their logotype 
to better generate what they wanted to mediate through their logotype and brand. Further 
they have also taken away their departments that they had in their company to increase the 
communication aspect. However still the project management takes the job and there is a 
need to more actively involve all the employees into the process. Therefore they are now 
adding more work groups to get the jobs more structured and increase the involvement of 
the employees.   

PowerHouse has three employees that work full time at the company, all the others includ-
ing the teachers are hired, and for the company it is of large importance to really mediate 
the Experience Economy by teaching. Aftonbladet has a constant dialogue with their em-
ployees. Within every level of the company ideas and criticism are of importance, for this 
realization there exist many meetings where they produce new news products everyday.  
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The most driving department within the company is their subsidiary ‘Nya Medier’ that 
works with entertainment, fashion and TV-shows. It is vital to make the employees work 
towards the same goals especially as they nowadays produce their newspaper on internet 
and updates news as they occur online.  Within Bonnier Responsmedier Group AB the 
sales division that works close with the customer is the most driving department towards 
common goals and the realization. Arkitekthuset Jönköping AB sees the architectures as 
the most driving link that also works close to the customers and therefore increases the 
communication skills between the company and its customers. 

Complete Film & Multimedia AB has not made any efforts of the realization of the Experi-
ence Economy within their business. Further the company does not have their own unique 
product instead they have standardized tools that they use within their business. Through 
the use of communication within departments, the company believes that they can provide 
more engaging experiences and develop better products when all departments have their 
own goals to strive for. These goals should be in line with the general mission in the com-
pany. The anonymous fashion company communicates through regular meetings however 
the strategically decisions are made at the head office. Within West Vilt the Experience 
Economy is already established. They listen much to what the customers demand and for 
the continued realization they supply high standard products to their experiences. The ex-
perience based adventures that West Vilt have has extended further in later years this due 
to the increasing demand of experiences. Their products are individually customized as 
much as possible this as the customers are of different ages, genders and have different in-
terests. For the realization they all work and communicate together and work as one single 
department where they all are driving forces.   

It is important to communicate within the company Air Historic Research AB. When pro-
ducing a book many people are involved in the process and good communication is there-
fore of large importance. They also have a printer close to their publishing house this as 
they feel more secure and can make changes close to publishing time if they have to. The 
brand itself has some importance and is well known for the quality that it generates. Within 
the meal industry the potential customers are often influenced what they see on TV, read 
and travel. Företags Catering AB communicates through their working group consisting of 
the managing director, kitchen chief and other responsible employees that meet each other 
once a year. Then during two to three months they overview their whole catering business 
and make updates. They go through their whole supply and make changes. They also take 
different demands into focus and discuss influences that they have had there selves through 
travels and such.  

Skånes Dansteater does not take the customer demand into perspective when generating 
dance and experiences. They make their own decisions on what they want to mediate to 
others. These decisions are made one year in advance and therefore it is hard to listen to 
external demand from potential and existing customers. However it is easier to generate 
more visitors by setting up a production that is well known to people that is a story instead 
of something new. The decisions are made by the director and the leaders for the different 
groups that are important for the production. They also have meetings to increase the 
communication and the understanding of rules and ways of how this production should be 
done. To increase the external communication they have recently changed their logotype to 
a homogeneous profile that symbolizes movements and the importance of mediating. The 
brand name and the logotype are of large importance when the production is made by the 
company which must be seen and mediated to others. 
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4.1.3 Communication Problems 

There is a general similar weak link internally within the interviewed companies and that is 
communication. Struktur Design stresses that the contact with the customers’ trough con-
sulting but however it is easy to forget and maintain a contact with the customers which is 
easier within the sales business.  The use of processes will help them to overcome this 
problem. In Skivfynd the weak link is also the customers but in this case the age of them. 
As the company has a niche of jazz and blues music the middle age increases as most of 
the demand of jazz and blues music belongs to the older population that is seen as tradi-
tional. Ord & Form stresses that their weak link often occur within the internal communi-
cation and between the employees. All people are all individualists and today’s businesses 
are much into creativity which can be a disadvantage as the employees should work in 
teams and many times work as a team. To overcome this problem they need too mediate 
the core values within the company, keep them alive and further to develop strong leaders.  

Skånes Dansteater has a similar kind of weak link. As many people come in to their busi-
ness when making an production it is important that the responsible persons at the com-
pany define rules which should be followed. This is not always an easy task as every com-
pany has its own rules. Everyone involved in a production have their own task but they all 
work together as a team. The director is responsible for all the different parts of the pro-
duction. The producer is also the one that have the external dialogue with the ones that ex-
ternally comes in to participate in the production. Planning is the key word to overcome 
this problem.   

Arkitekthuset Jönköping AB stresses that their weak link is also about external communica-
tion; the time aspect and the need to be done with a project within set out time. To mini-
mize this weak link they improve the communication with the customers, by using a con-
tract and go it through thorough with the customer and the employees. In this way they 
both know what it is all about and also what time limit that one needs to follow. West Vilt 
within the tourism industry stress that their weak link are employees that are not enough 
into their business and know how things should be done at their company. To overcome 
this negative link they listen more to the demand that the customers have and tries to in-
volve the employees with the customers by better communication. The anonymous fashion 
company states that their weak link is the communication between the different salons and 
its employees. Företags Catering AB sees their weak link within their customers. Some cus-
tomers have a hard time to make up their mind and this contributes to delayed orders. 
However it is hard for the company to put up exact deadlines as they do not want to loose 
their customers. Another weak link is the transport aspect as if something goes wrong with 
the transport such as a car accident although they have their own transports and sometimes 
also use a delivery firm. 

Bonnier Responsmedier Group AB stresses that their weakness lies more internally and is 
about their employees and their attitude towards their work. Their attitude needs to change 
as they need to be more into adjustments. It happens that the employees are not curious 
and do not want to change. This is a dilemma as the company needs employees that want 
to solve occurring problems in new ways. To overcome this problem Bonnier Re-
sponsmedier Group AB have internal presentations, programs and education, this to in-
crease the communication between employees and further to arouse their curiosity. The 
company’s goal is to create an entrepreneurial spirit within the company which will increase 
the productivity and will create plans of how to improve. Every department is responsible 
so set up goals for their realization. Aftonbladet’s weak link is the planning aspect. As they 
are foremost a newspaper they have to be updated and be able to produce new information 
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and news every day. They also have to be creative as they are market leaders and have to be 
better than there competitors. Moreover the employees need to have large communication 
skills as it is the employees on the floor that creates and mediate the news. Galleri 
Bergström is a small company and therefore one should know everything as sales, market-
ing and such. The weak link within the company is the telephone selling that the owner 
does.   

4.1.4 Value Added and the Influence of the Environment 

The creation of adding value to products within Arkitekthuset Jönköping AB is done by 
emphasizing the creation of content. The company tries to satisfy the customer by doing a 
little bit more than the customers expects. They have exhibitions of their buildings for the 
customer and their potential customers. The company uses colours and shapes to generate 
the most of a place and its surroundings. They go trough the projects with their clients at 
their office using technology in form of 3D and mobile pictures where the client can walk 
around in the house and observe the outcome of the project by using this technology. The 
office that they work within is also of importance and the company is considering moving 
to another building in order to attract their clients, making presentations in a more pleasant 
environment. As a consulting company Struktur Design creates added value to their core 
business by keeping their clienteles and add value to those. Further the environment is of 
importance, that is the office and the clothes that the employees have. There is a need to 
describe the employees as an experience of a professional act by the use of routines, semi-
nars and information. If they are not professional from an internal perspective they will not 
be seen as professional from an external perspective either. However their environment is 
built up mostly by the use of routines and systems for project control. 

Skivfynd stresses the importance of the environment by the use of a shop-window. The ef-
fort of designing a shop-window affects how many people that will enter the store by im-
pulse. Most of the customers entering the store however often know that they want before 
they go there. The store is situated in an old local who add further value to the environ-
ment and is also appreciated by the customers that imagine it as charming. Skivfynd is not 
playing any music in the store because both the customers and the owner get irritated and 
tired on listening to songs every day. However Skivfynd has no intentions of changing the 
environment regardless of what, this as the owner plans to liquidate the business in a near 
future due to the decreasing number of customers. In the future the owner has intentions 
to run the business but this time by only using of internet.  For West Vilt the environment 
plays a large role as well, this as the country environment is a central part of their concept. 
The company uses buildings and arranges activities that are all connected to this environ-
ment in some way. They are also triggering the emotions and senses by the use of the 
country environment but also by the use of light.  

Aftonbladet also stresses the importance of triggering emotions by creating interest and cu-
riosity by still pictures but also mobile by the use of internet. The headlines are most im-
portant as it should appeal the customers which make them interested in reading the news-
paper. The customer should also be surprised when turning page within the newspaper 
which grabs hold of the reader. Aftonbladet have a hard time to affect the environment of 
where there products are sold when it comes to their newspaper market. The newspaper 
are typically sold in front of the cashier and thereby limited to the retailers. Aftonbladet as a 
company within the media industry also reach customers in front of the TV but do not 
however affect the environment.  
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Bonnier Responsmedier Group AB highlights the importance of developing products that 
appeal to the customer. The company uses tools such as design and language but also 
words and pictures to attract the customers. The needs of making their magazines to 
arouse emotional and pleasurable feelings are of high importance when trying to appeal the 
customers. Bonnier Responsmedier Group AB highlights that the office should give an im-
age and identity that states whom the customer is doing business with. Further their office 
should have a fresh and clean environment. While Bonnier Responsmedier Group AB 
claims that the paper “Vi i Villa” generates dreams and appeal different hobbies for the 
soul within the media industry, the anonymous fashion company adds value by making the 
customer relax, uses massage and offers coffee. How the customer is received when enter-
ing one of their salons are also of importance. The salons are using colours, smells and 
sound to add value to the environment and to generate a comfortable one. For the anony-
mous fashion company the milieu is also of large importance because they provide a ser-
vice experience rather than just a technical treatment in form of a haircut to the customers. 
They have different types of environments at different salons to appeal two different kinds 
of customer segments; they have hip salons with rock music and another salon with classi-
cal music. Further when it comes to the specific service of cutting hair it is difficult to 
evaluate the added value of a haircut, this as few customers can judge whether a haircut is 
right or not.  

Galleri Bergström uses the different senses as food, music, dance and poetry reading to ge-
nerate added value. However added value can not be generated by the company itself as the 
art products are in original and nothing can be changed.  Ord & Form works with shapes, 
images, workshops and valuation to add value, this to be able to define the brand that they 
work with. This will in the long run also add value internally in their customers business. It 
is of importance that the company’s customers can stand for the core values as a part of 
their business otherwise it will fail and no added value will be generated. Ord & Form not 
puts much effort on the environment instead they focus on evoking feelings and emotions 
thru the use of a box with different smells. Further they are often they are situated at other 
places as their customer office as it depends on the process and geographical location how-
ever they have a room for meetings at their office.  

The publishing house Air Historic Research AB publishes books within air history in Swe-
den and other countries. The coverage of a book is of large importance as one at a first 
look at it will decide if the book evokes curiosity. A individual will also decide what one 
thinks about it and what they believe it contains. Today the society is more into the digital 
world and internet but one is not in a society without paper and instead much is written by 
the use of computers nowadays. Air Historic Research AB does not see a future of only 
digital books on the market. The quality is of large importance at Air Historic Research AB 
as they are offering books that are timeless. Some books are bought by private customers 
and some are also bought by libraries. As they are producing air history books, the content 
is topical for many years, this in contradiction to a detective story that is a perishable that 
one reads one time.  

Word of mouth is the most effective way to add value according to Skånes Dansteater, this 
as a positive impression will add value to the Skånes Dansteater production. Every produc-
tion generates different experiences. Further to create different experiences they have 
started a lunch dance which combines lunch with dance. Here one will get an experience at 
the same time as one eats lunch. By doing this they are trying to entice more visitors to 
modern dance. Hopefully this will in the end generate more visitors to their evening shows 
as they visit them during daytime. The added value for Skånes Dansteater is the total con-
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cept of live music, choir, and dance as well as has choreography from all over the world. 
The company needs to guarantee the best quality on their productions which creates added 
value. This will also give the visitors a positive image of production that will lead to posi-
tive word-of-mouth. They also get greater publicity from media. Skånes Dansteater gener-
ates experiences thru much of their environment. The milieu is especially important in or-
der to reach out to a large segment. When they are staging events at the largest theatre 
scene in Malmö and the scene as a whole generates a great experience to the audience. 
Their new locals also bring new experiences and their new scene. They do also involve 
other environments; they make performance in parks to generate a wider range of guests 
and deliver experiences to them. The company does also have music and a bar in the thea-
tre foyer in order to get the guests in the right mood before the show. However they can 
not affect all the places and there environments as one can buy tickets for their perform-
ance all over Sweden.  

For Complete Film & Multimedia AB the company has gone through a value added phase 
where the technology has had a remarkable progress such as animations. This has also in-
creased the cost of productions which becomes a budget issue whether it is going to gener-
ate a profit or not. The company has hard time to convince the decision makers of the 
budget that they will make emotional profits. Further the company adds added value to the 
end-users in form of giving education in how to use the final product or service and ensur-
ing quality, safety and professional technology. Complete Film & Multimedia AB have a 
hard time to influence the environment. This as they are a business to business company 
and their clients use their products or services for within their own companies. The end 
customer will therefore experience the company’s products and services in another milieu 
than there own.  

Waitresses are of high importance to generate added value within Företags Catering AB. 
Sometimes the company does just transport the food they have done but sometimes they 
also serve the food such as during larger events. When they do it is important for Företags 
Catering AB that their waitresses have the right clothes and that the clothes are clean and 
whole. The company does also have internal educations of how they want the waitresses to 
act towards their customers; they have a policy that everyone should follow. The food is 
further of large importance to generate value added products. Företags Catering AB is very 
careful with serving their food in exactly the way that they promised a customer that they 
were going to. This is done so that the customer will experience exactly the same experi-
ences as one will do at the time for the event. This is done as the company wants to protect 
their reputation. Many times also Företags Catering AB visit their customers instead of 
them coming to their office. This as the company wants to see the environment that i.e. a 
party is going to be held. Many people they do not even meet as many orders food by 
internet and the only interaction they have is when the food is transported to the customer. 
These customers are most of all already existing customers that the company have interact 
with before. The office is decorated with greeting cards, pictures of famous or royal din-
ners and further. 

PowerHouse states that it is important that their students are stimulated and gets motiva-
tion trough their premises. As a service the students have access to the locals at Power-
House round the clock and thereby cleanness, light and inspiration is of large importance. 
Inspiration is made mainly by such as paintings and posters. The environment within Gal-
leri Bergström is further of large importance. The colours should be neutral as the envi-
ronment; at this galleria they have white floors and white furnishing. They also have de-
signed modern and Italian decorations. However it is not so important for Galleri 
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Bergström to further extend and change their environment, this as the art are supposed to 
sell itself and there should not be other objects that compete with each other about the at-
tention.  

For Aftonbladet, Anonymous Fashion Company, Arkitekthuset Jönköping AB, Bonnier 
Responsmedier Group AB and Complete Film & Multimedia AB the technology have had 
an important role in building up their environment. Complete Film & Multimedia AB 
states that the technology is changing the whole time and it is not always the case that their 
clients have the capacity to adapt themselves and be compatible with the company. 
Arkitekthuset Jönköping AB talks about the importance of 3D. Aftonbladet are searching 
new ways to reach out to their readers by developing the technology. It is important for 
them not just improve the technology by the use of internet. Among others the company 
wants to stimulate curiosity and change the image of Aftonbladet further by such as digital 
placard that shows several headlines and that can switched during the day. Bonnier Re-
sponsmedier Group AB has seen changes in form of advanced technology that the com-
pany has adapted to offer their services by a second channel, the internet. Further the ad-
vertisers can also make contacts by e-mail as well as give orders by mobile phone. However 
Bonnier Responsmedier Group AB values the importance of meeting clients physically by 
personal meetings. They meets their readers of ‘Vi i villa’ face to face at various events. For 
the fashion company learning is the most essential part where the employee’s technical 
competences are enhanced. The company provides courses in the latest cutting and colour-
ing trends. 

4.1.5 Product and Price 

Within Struktur Design the company delivers theoretical solutions of problems. How the-
ses theoretical solutions are analyzed and presented are crucial as the company wants to in-
spire professionalism. The price level is set according to the presented material, profession-
alism and the services that they do for their clients. Ord & Form on the other hand inter-
pret other companies as their clients and provides them with better communication, under-
standings and advertisement. Their price setting depends upon experience where one has 
to be aware of the time aspect and the process. Further they have a second price aspect as 
the next phase is the production phase where the time aspect is taken into consideration 
and the cost is based on hourly wage. This price level for the second phase is based on a 
long term perspective.  

Företags Catering AB is within the upper price range and this price setting is made up by 
the quality, occupational hygiene and transport security that they offer. PowerHouse takes 
no admission as they offer vocational training as a school and they are a part of the KY 
education10. West Vilt has not considered a proper price level of their various offerings but 
set their prices according to the market. However they are aware of the need of charging a 
higher price for their exclusive food. The fashion company bases their price settings upon 
time for the service done, the products being used and the high service level that the em-
ployees generates. The art industry sets the price due to the artist in question.  

At Galleri Bergström the artist name and their education are of importance and further 
what price the artist itself request for a certain piece of art. What the artist have done be-
                                                 

10 KY is the authority for qualified vocational training in Sweden 
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fore and exhibitions are also important. The background and how well an artist has suc-
ceeded in the past are also items to take into consideration before setting a price. Air His-
toric Research AB set a price on a book that gives enough surpluses in the end that it will 
contribute to a new production. The price is set also according what the customers are will-
ing to pay; they do also decide how many books that will be sold. When one delivers books 
to members it is nowadays much more expensive to do so than in the past and his contrib-
utes to the price as well.  

Skånes Dansteater set their price according to the size and contents of their production but 
they also take the experience aspect and what is reasonably into consideration. However 
mostly they have the same price when putting up productions at the same scene. To avoid 
the risk of putting up similar productions at the same time across Sweden there are stated 
rules and also directors from the whole country meets regularly to be updated. Skivfynd has 
as a niche company with jazz and blues music; however the company tries to have a wide 
range of products. If a new product has been sold several times the owner will then only 
order the same product if a customer ask for it. This as the owner wants to keep the wide 
range within jazz.  The price is set according to the prize that the company pays for it 
thereafter a certain percent is added. The price has not changed much for a long time and 
moreover the customers are sensitive for price changes therefore the owner tries to keep a 
price balance.  

Arkitekthuset Jönköping AB concentrates much on the services and they try to catch the 
attention by demonstrating previous architecture. Often they demonstrate projects by the 
use of 3D. When adding 3D they take out a higher price than otherwise. Aftonbladet as a 
media company tries to trigger their sales with their newspaper by adding offerings and 
special enclosure and also by headlines as this will evoke feelings and interest. The price 
setting, when an enclosure follows with the original newspaper, will be increased differently 
according to the experience that the customer expects. Bonnier Responsmedier Group AB 
sees them of having a strong brand and that they do sell hidden values to a higher price and 
they are also market leaders in their segment and can therefore increase the price level.  Still 
the company takes into consideration of what the clients are willing to pay. Complete Film 
& Multimedia AB has clients that have well defined needs that they want the company to 
solve and find solutions to. The company does therefore have different price settings de-
pending on the long-term perspective of the client and the job requests.  within this indus-
try and some people makes the job as cheap as possible. It also depends also whether the 
client can afford and want to invest in the project. The budget aspect is important but still 
there has to be a surprise moment where the clients become more than pleased. There have 
been changes in the customers’ behavior and there is now a much larger focus on price and 
the need of being more cost affective.  

4.1.6 Customer Involvement 

Aftonbladet stresses that their customers are to a great extent involved in the development 
of their products. At Aftonbladet on the internet the company can follows what articles 
that their customers clicked most on and also the sales by their paper printed publication. 
The company also makes researches of the largest customer group that has bought a spe-
cific newspaper at a specific day. They are also listening to focus groups within their tar-
geted groups before any major changes are made where it is important to reflect and listen 
about the outcomes from their opinions. Their readers are nowadays less devoted to time 
and the company therefore tries to stimulate them to choose their products. Trends are of 
importance, mankind is changing over time and things that were taboo before are today ac-
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cepted i.e. entertainment and to write about celebrities. It is important for Aftonbladet to 
keep up and understand the major changes in society and adapt itself to it.  

At Air Historic Research AB customers and readers demand are taken into consideration. 
The company has a good contact with the readers; some of them contribute with pictures 
that may appear in a publication in the future. For this publication house the reader take 
part of an historic experience while reading one of their books. Pictures are further vital to 
create this experience. The creation of experiences and to mediate through books is not 
something new within the company. However the production process has changed and a 
more digital technique is used. The time to print a book has decreased, making the publish-
ing house able to produce more books than before if they wish. During the last years there 
have not been any large changes in customers’ demand this as the company itself is within 
a niche market of air history. However one has seen a larger curiosity among the younger 
generation such as the World War II. There is also an increasing interest in making re-
searches. Bonnier Responsmedier Group AB also focuses on different groups, has semi-
nars and workshops and also listen to their customers opinions. Since more information is 
spread with the use of internet the company has been forced into the electronic market-
place which has contributed to a new business plan with new opportunities and threats for 
the company. They now offers two channels where they are offering their products; trough 
the Internet and by paper publications, further the printed publication is as important as 
the electronically one since all people are not reading the magazine trough internet.  

Within the film and photo industry Complete Film & Multimedia AB stresses that it is the 
clients that drives the company forward in the development process. The company’s aim is 
to solve a client needs and work as a helping consult in the process of improving a clients 
company in some way. The company also needs to be strong against its competitors when 
it comes to the development of new technology and therefore takes in specialist when nec-
essary. Arkitekthuset Jönköping AB is also regulated by their clients and their demands. 
Their clients are guided trough previous buildings that the company has made and the 
company can at the same time present their previous works. Today there clients are more 
affected by literature and media than before and they are more informed in the society. 
Företags Catering AB satisfies every customer’s needs. The customer is the foundation in 
what the company offers as they will not offer food that is not demanded. The customers 
are influenced by literature and media more than ever even within this industry. The cus-
tomer is involved when it comes to the food and how they want it. They are also involved 
when it comes to planning the event, party or other.  

West Vilt listens to their customers’ point of views and takes them into consideration in the 
development of a product. They have not seen any major changes in their customers’ con-
sumption habits during the last years. Skivfynd in the music industry highly takes the cus-
tomers demand into consideration as the company orders what the customers demand 
within the blues and jazz niche. Skivfynd also has mail order which makes them to attract a 
larger number of customers over Sweden.  

The anonymous fashion company wants the value of experiences to permeate their busi-
ness. The customers’ demands new techniques within their branch and the company are 
very much into new trends. They have further noticed that people are moving more to-
wards a metro sexual society where more men are purchasing their services that only 
women did before.  

It is hard for Skånes Dansteater to consider the demands from the customers since the 
planning process for a dance performance is made one year in advance. The customer can 
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instead affect the place where the performances are going to be held. There is a problem 
for the company to satisfy all their visitors when it comes to the quality aspect as there are 
both experts and no experts within the field of dance in their audience. For PowerHouse 
the decisions and development of educations are made by external demands from other 
companies and from KY.  

Struktur Design and Ord & Form within the have the opposite where their business are 
ruled by the clients that comes to them for help. Ord & Form has observed that their in-
dustry has become more customers oriented and the company has gone from being a pro-
duction business to a communication business on a strategic level. They have also become 
more sensitive to trends during the last years. Struktur Design has seen an increased aware-
ness of experiences and the importance of added value to be able to compete within the 
industry. Experiences are of large importance for the company as they assist their clients to 
develop their product concept. Some products are made to generate an experience and 
some are not, however they should still mediate some kind of experience. The design 
should give an experience of functionality or the products characteristics can be an experi-
ence. All design is consumed subjectively and it is what happens in the mind of the cus-
tomer that generates experiences.  

4.1.7 Marketing 

Bonnier Responsmedier Group AB, Aftonbladet, Ord & Form and Skånes Dansteater all 
emphasize the importance of the brand and that the brand mediates the identity of ones 
company and its core values. Bonnier Responsmedier Group AB states their brand is 
strong and important towards both advertisers and readers. The brand is exploited through 
their magazines. Ord & Form states that it is hard to survive as a marketing communica-
tion company and something extra is needed against its competitors i.e. winning a price at 
the Swedish advertising gala.  However as a marketing and advertising company they 
should not have their own marketing according to an ‘invisible rule’ within the industry. 
Therefore they need to mediate their brand in other ways. This is done by the use of net-
works such as internal and external contacts and marketing selections in their process to 
look for potential clients. Skånes Dansteater uses ads, posters, movie commercials and 
sometimes TV to mediate their brand and company. They also market their product by 
communication with schools choirs and further and foremost by the use of word of 
mouth. They are setting up open repetitions of a production before the premier. This will 
make people talk about it and the word of mouth increase and they will also get free mar-
keting as media and others may notice it.  

Galleri Bergström market themselves through advertising and they also sends out hundreds 
circular at each exhibition to different chosen people. The owner further gets attention 
from media every time there is a new art exhibition. Quality is vital within Galleri 
Bergström and during the years the brand has developed to stand for good quality. Struktur 
Design markets their products by the use of services such as networks and personal selling. 
They also have regularly customer activities to increase the relationships with their custom-
ers. The brand is further vital for this company and the brand is the business. This is also 
the case with the anonymous fashion company, without the brand name they would not be 
the company that they are today. The company does not have any advertising instead they 
let the media write about them and they also are involved in social gatherings that expose 
the brand such as at the Nobel Prize. They are also purveyor to the H.M. the King and 
hade their own collections.  
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PowerHouse markets their educations through the use of ads on the internet, personal 
communication and contacts to reach and find potential customers. They also try to get the 
press to write about the school to increase the awareness among the population and poten-
tial students and they have advertising in the KY guide. Their brand and logotype is of 
large importance and is supposed to generate a message of power in the house for their 
educations. It is also important for the company that their brand is visible in everything 
that they produce and do.  

West Vilt uses internet, radio, TV and newspapers to advertise and market their products 
and services. Företags Catering AB market themselves by the use of internet, ads in local 
TV and in local papers. They also have kick-offs once every year where they invite potential 
and existing customers. One can also find services of what they do and offer through their 
internet page. However word of mouth is the most important marketing tool as this gener-
ate potential customers and build up their reputation. Their brand is exposed only during 
buffets and if one wants to know who have made the food otherwise one has to ask. This 
due to the fact that if their own waitresses are not always serving at an event and the com-
pany do not want to be combined with them as they are from different companies. They 
also sponsor different local events in Jönköping to make people aware of their brand. Their 
logotype is however not as important, foremost the company wants ones awareness of 
their name. Skivfynd puts little money on marketing, for them word of mouth is far the 
most important marketing tool to use. Most people that are interested in the niche that the 
company offers knows about the company as they are the only store of its kind in Stock-
holm that offers this mix of jazz and blues music. The company further lives much on rec-
ommendations from colleagues and personal communication within the circle of jazz. 

Complete Film & Multimedia AB is marketing themselves by the use of their local clients 
and word of mouth; they are also ranked high at the search engines on internet. The logo-
type has no specific value but instead the company has been a player in the industry for 
many years mediating security and quality which make the brand itself more important. 
Arkitekthuset Jönköping AB has during many years developed a brand reputation that they 
are very careful not to destroy. They have internal needs and goals; that one should recog-
nize their logotype. They are marketing their products through their homepage where one 
can see previous projects that the company has been involved in. Personal communication 
with the client is further of importance and they value this as word of mouth generates free 
marketing of the company. Air Historic Research AB markets their products in two ways; 
foremost they have an association with around 6000 members that receives a member 
magazine where the company introduces new books. Air Historic Research AB advertises 
their books by the use of another company. This company offers as a service to help mar-
keting products made by smaller publishing houses across Sweden.   

4.1.8 Recommendations 

All the companies within the different industries states different recommendations for 
companies that have not been developed as much as theirs within the Experience Econ-
omy. Företags Catering AB gives the advice to think and work in a long-term perspective. 
Many businesses believe that catering business and the meal industry is easy but it takes a 
large driving force and enjoyment to build up something successful. It is also of importance 
to reach out and communicate with ones customers and build up a long term relationship 
with them. One has to work on the customers conditions to please them. Further the com-
pany points out the importance of not develop a company to fast due to economical issues. 
Skivfynd stresses the importance of listening and communicate with the customers and the 
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clientele. It is also important not to possess a larger store of products than necessary oth-
erwise one will end up with to many products that is not demanded by the customers. 
Arkitekthuset Jönköping AB gives the advice that companies within their business should 
emphasize more effort on communication and understanding with the client. It is impor-
tant to create a visual reality of what the company will supply to the customer; words, 3D 
and pictures are of large importance.  

Struktur Design states that the time has passed when the product was sold by itself. Every-
thing is subjective, both in business to business and business to customer. They therefore 
give the advice of deliver intangible added value especially in Sweden where the competi-
tion today is not about price and performance but something more than that. Bonnier Re-
sponsmedier Group AB says that there is a need of develop, review and change products to 
be sure guarantee satisfying results. PowerHouse states that one should find their own 
niche and try to offer something that is not available on the market. KY keeps track on the 
educations offered in Sweden for vocational training, this as there can just exist a certain 
number of programs within a special genre. Therefore it is important to find a niche market 
and something different. Galleri Bergström stresses that one should find its own niche that 
one can mediate to others. Further it is important that one can stand for what the brand 
and logotype generates and the company should be aware of generating what they desire. It 
is also important to have a line to follow combined with the common goals within a com-
pany to succeed such as modern art. Ord & Form claims that everything one is doing 
within a company profiles ones identity. There is therefore important to create an internal 
identity that further mirrors the external one. Complete Film & Multimedia AB gives the 
advice not to go too far within their industry because there is always a risk that the projects 
will cost too much and therefore generates a huge financial risk. One can make fantastic 
and excellent things with the technology within the film and photo industry but the cus-
tomer must be able to use the products as well. Therefore a company should focus more 
upon the customers’ usage when developing projects which may limit the usefulness of in-
novative technique.  

Skånes Dansteater sees a danger in companies that satisfies others instead of finding out its 
own quality and what one wants. The quality in a production comes internally and is ex-
perienced by the visitors externally. The quality aspect is also mention within Air Historic 
Research AB. As they are a publishing house high quality is vital as more books will auto-
matically be sold. Further the books should keep its quality for many years. The anony-
mous fashion company talks about the price issue and states that one should work seriously 
and dare to take a price that one think is reasonable even though some may think that it is 
too high. West Vilt gives recommend one to create adventures that involve many people 
and that everyone can participate in. At last Aftonbladet declare that no one knows how 
the Experience Economy will look like in two years one can just make assumptions. It is all 
about communication and relationships with the customers and the effort to keep up with 
changes and trends.  
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5 Analysis 

In the analysis the theoretical and empirical findings are put together and analyzed. The 14 companies 
within the 13 different industries are combined together and analyzed. This will provide the reader to the 
conclusions of the thesis found in the next part.   

 

A new, emerging economy has coming to the fore, which are based on distinct kind of eco-
nomic output (Pine & Gilmore, 1999). This is due to the reason that goods and services are 
no longer enough to satisfy customers demand. All the previous economical offerings; 
commodities, goods and services can now add a fourth value generating offering in form of 
experiences. Instead of making and delivering offerings the companies should now stage 
experiences as well and thereby further extends the added value process (Pine & Gilmore 
1998). The extended economic offerings of experiences moreover has changed from deliv-
ering customized experiences towards staging more personal experience where the com-
pany uses a complete production of sights, sounds, tastes, aromas and textures to create a 
unique experience in form of a theatre for the visitor (Pine & Gilmore 1998). According to 
figure 1 by Pine and Gilmore (1998) it is no longer enough to add features and benefits to 
the offerings, now customers requires sensations to be included as well. The Experience 
Economy also extends the purchasing phase over a longer period of time. The purchasing 
process do not end after an offering is delivered instead it should be memorable in the 
mind of the customer. Even if the demand for experiences has increased, few companies 
combine this as a part of the development of a larger change in the society today (Wahl-
ström, 2002). Implying that Experience Economy and its existence within the society is not 
seen as an obvious thing today. However, Pine and Gilmore (1999) states that every com-
pany should implement Experience Economy in the society, thereby all chosen industries 
should adapt themselves to this economy as a part of the Experience society especially as it 
is here to stay as stated by Pine and Gilmore (1999).  

One can by this research see that each interviewed company say that they have in some ex-
tent adapted themselves to the Experience Economy, if not from the start then during es-
pecially the last years. Pine & Gilmore (1999) says that it is all about experiences today. The 
interviewed companies within this thesis define Experience Economy differently within 
their industries. Still, some similar characteristics can be found within the 13 industries in 
form of offerings experiences which cannot be touch upon. It also affects the consumption 
as an experience of buying a product or service is important.  

This empirical research indicates that companies have adapted themselves in some way to 
Experience Economy, in order to satisfy their customers. Pine & Gilmore (1999) states that 
a company is in the Experience Economy every time as an experience engage customers 
and connects with them in a personal and memorable way. The only company that does 
distinguish from this statement is Skånes Dansteater that does not have a personal connec-
tion with its visitors. This as their preparation for a production is made one year in advance 
and they can therefore not involve personal demands. Even though they are not affected 
by the demand of their visitors they meet challenges to satisfy all their visitors needs that 
they have when visiting them. However this is an experience-related service that is manu-
factured and that is made and produced visible for the customers according to Mossberg 
(2001). Companies that offers memorable experiences in the research are however less. 
These are Skånes Dansteater, West Vilt and Galleri Bergström. Further one may say that 
Air Historic Research AB finds it of large importance to create memorable experiences 
through the stories provide in the books.  
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5.1.1 Differentiation 

The changes in people’s demand are the most obvious reason for the implementation of 
the Experience Economy in this empirical research and the customers are more aware in 
today’s society. This can be seen as changes that brakes out from everyday life as men-
tioned by Ahuja (2006). There is a need of doing things and take advantage of its own time 
in full. Air Historic Research AB has noticed a growing demand of books containing more 
experiences such as pictures that creates an image while reading. This may also be proved 
by West Vilt with its adventures. This increasing demand is due to either increasing wealth 
or more leisure time according to Pine and Gilmore (1999) and Mossberg (2001). At Bon-
nier Responsmedier Group AB they are well aware of this demand and the company tries 
to provide the customers with something more as they give up their leisure time for their 
sake. Further more customers are willing to experience things rather than having things 
(Ahuja, 2006). From this statement one may say that industries therefore need to consider 
the importance of providing more experiences that evokes desire rather than functional 
and material attributes to the customer in order to stay competitive.   

The increasing demand of experiences in proves the fact that people do want to experience 
more things than just the core product. There is an increasing demand of experienced 
based learning from the business life as can be seen within PowerHouse. Arkitekthuset 
Jönköping AB has noticed an increased value in creating a more experience-based envi-
ronment, not just the architecture and the building itself. This is also the case with West 
Vilt that has an experience-based environment that is a part of their whole business.  

Customers in today’s society demands more customized offerings from companies accord-
ing to Almqvist et al. (2001 in KK-Stiftelsen, 2001). The need for more customized and 
experienced based products and services are clear in this research. Richards (2001) talks 
about this as a growing trend in the society. West Vilt has personalized products and they 
have also extended the experience based adventures that they have had in the past within 
the tourism industry.  Företags Catering AB does satisfy every need within the food indus-
try that customers have as they provide everything within the food aspect that their cus-
tomers demand. They do not have stated menus that one can choose from instead every-
thing is customized. As long as there is a budget they can do everything, which may show 
the extent the customization and personal aspect of products. This proof that mass pro-
duction is not as demanded anymore in line with what Van Doorm (2006) and Pine and 
Gilmore (1999) says as a reason for the development of the Experience Economy. Skånes 
Dansteater however is a company that works in the opposite way as they do not take cus-
tomers demand into consideration and do not customized their performances at all.  

Ord & Form has had a natural progression towards creating a more memorable experience 
to their customers through time. This is also the case within Galleri Bergström that added 
more experiences to the arts in the galleria to generate more visitors and economic value. 
This progression of economic value by creating experiences is defined by Pine & Gilmore 
(1998). Galleri Bergström also states that to create experiences it is important to have activ-
ity around the products as well such as different events. This is also what Företags Catering 
AB, Skånes Dansteater and West Vilt have experienced lately. Pine & Gilmore (1999) stress 
that it is of large importance to have activities and events wrapped around the offerings 
and the company as a whole should work as a theatre to be able to understand and imple-
ment the Experience Economy.  

The need for companies to differentiate among its competitors by adding value is further 
stated by Almqvist et al. (2001 in KK-Stiftelsen, 2001). However some companies in the 
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empirical research have niche themselves into a more differentiate market from the begin-
ning. This is the case with Skivfynd that offers jazz and blues music, West Vilt with their 
exotic range of meat and their special adventures and Air Historic Research AB that only 
publish air history books. Other has instead differentiated during the years and they have 
also built up a strong brand. This differentiates them trough reputation and a good percep-
tions between the core values and the brand. The brand is of large importance within all 
companies however for some it is vital for their surviving and for some it is not. The 
anonymous fashion company has differentiated through their special salons but most of all 
as they are purveyor to the H.M. the King of Sweden and their reputation and good name 
have added value to their business. Bonnier Responsmedier Group AB provides free 
magazines to households in the Nordic countries and most of all they have a well know 
brand that provides the reader with an experience. To further differentiate they tries to of-
fer more experiences through their magazines as they are competing of people’s leisure 
time. Aftonbladet and ‘Nya Medier’ do also tries to differentiate and are much into new 
ideas of how to entice customers.  

5.1.2 Technological Aspects and Involvement 

The use of the internet has contributed to a larger range of potential customers within all 
companies, at the same time they all start to compete more of people’s attention The rea-
son for this increased development of the technology is both due to attract further custom-
ers and fulfill their demand but also to move into a more differentiated market away from 
ones competitors. The use of digital technology has increased the larger customization of 
products or services for all companies. Almqvist et al. (2001, in KK-Stiftelsen, 2001) states 
that this technological development is important if a company are going to be able to feed 
the increasing demand of customized offerings. Aftonbladet introduced their newspaper on 
the internet, Bonnier Responsmedier Group AB have put their magazine “Vi i Villa” online 
as well. At Företags Catering AB the customers can make orders of food directly online at 
their homepage and by this differentiates away from their competitors at the same time. 
Arkitekthuset Jönköping AB uses 3D to give their customers a vision in form of an under-
standing and experience of how a building will look like. Struktur Design stresses that one 
reason for their adaptation towards a more experience based economy is the competition. 
Further within the company experiences have been added to generate more visitors that 
will contribute to a larger profit. There exists an increasing awareness from the customers 
where design, core values and the brand are of larger importance. The customers are more 
aware of the importance to be able to mediate something more than just the product or 
service and added value in form of the brand, design and further have to be present. 

Air Historic Research AB has further developed their books that they publish by the use of 
a more advance technology and the use of pictures. Today they are able to print pictures 
with higher standards that evoke experiences together with the text. This has also increased 
the turnover within the publishing company. They use technology to differentiate against 
its competitors is in line what Pine and Gilmore (1999) stress are another reason of the de-
velopment of the Experience Economy. The anonymous fashion company is much into 
trends and the change of technology within their market to satisfy their customers and to 
be updated. Therefore technology is not just important within data technology even though 
this can be seen in most companies within the empirical research. However sometimes the 
developments of technology are slowed down by ones customers, this as Complete Film & 
Multimedia AB differentiates against its competitors in that degree that their clientele’s 
budget allows them to. This is contradiction to Wahlström (2002) who stresses that a more 
advanced technique creates a more beneficial marketing for the company leading to in-



 

 47

crease of sales. This means that they may want to develop and change to technological as-
pects faster than they can. This is a dilemma as the company also wants to differentiate 
against its competitors but at the same time maintain their customers.  The company how-
ever has to be aware of the knowledge that their clienteles differ widely in their attitudes, 
the use of information technology and their privacy, (Wahlström, 2002). 

Mossberg (2003) states that the customers do actively take part in the product process 
within the Experience Economy. When comparing this statement to the empirical research 
and the 14 companies, different results appeared questioning if a company is within the 
Experience Economy or not. Companies within different industries can no longer deter-
mine the value trough its choice of products and services. The value chain has to be ex-
tended further and need to engage the individuals in the value creation process (Prahalad 
and Ramaswamy (2004). Prahalad and Ramaswamy (2004) states the importance of cooper-
ate with customers to create value and consider this as the basis when creating experiences. 
Aftonbladet stresses that their customers are to a great extent involved in the development 
of their products, through the use of news and what the readers’ want to read about. Bon-
nier Responsmedier Group AB states that they have customers that are involved in their 
business and they listen to different opinions that their readers have. Air Historic Research 
AB has a good relation with their customers and sometimes they contribute with object 
and information for future books. However the final decision has the one that writes the 
book such as the owner of the company and the customer are in this matter not to a great 
extent involved in the development of books. 

Complete Film & Multimedia AB is ruled by their clients and what they demand. Their cli-
ents take actively part in the product process; the technology and the products are into line 
with clients demands. As said before this can also be a disadvantage as the company may 
not expand and develop in line with the economy and their competitors. West Vilt takes 
the customers point of views and habits into consideration in the production and service 
process. However the customers do not actively take part in the process until the end and 
the definitive products are offered. This as they offer standardized products that one can 
chose from. Ord & Form and Struktur Design involve their clients in the whole product 
and service process as this is a vital part of their business as consulting companies. For 
Arkitekthuset Jönköping AB the clients’ thoughts and demands are of large importance as 
they are a part of the whole service process of designing i.e. a house. Skivfynd on the other 
hand takes customers demand of music into consideration, this is however a service that 
the owner does.  

The customers at Företags Catering AB do take actively part of the product and service 
process. However they are not part of the cooking and the outcome of the food but they 
are involved in the decision making of it. If there are a further process such as the company 
hires their own waitresses and furnishing of an event the customers are further actively in-
volved. Sometimes the customers are not involved at all and do not take part of the pro-
duction process at all, this when they choose food that the company offers at their menu 
and get it delivered on time without any further personal contact as by ordering online. It is 
important however to understand that every customer does not always want to create an 
experience by their own sometimes they just want to consume a product or service pas-
sively  as stated by Prahalad and Ramaswamy (2004). E The anonymous fashion company 
involves their customers in the whole service process. Partly the company listens to trends 
and what the customers demand and moreover it is the customers that choose and decides 
what to do in the process. Skånes Dansteater do not engage their visitors personally in their 
productions, they do not either involve them in their service process of developing a pro-
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duction. For PowerHouse that offers experienced based learning the students do not have 
much influence on the education offered, however as the educations starts after enough 
demand from companies, the companies are instead much into the process of developing 
the educations.  

5.1.3 Delivery of Experiences and the Environment 

Ord & Form delivers experiences that are personal, perceived and intangible according to 
O’Dell (2005 in O’Dell & Billing, 2005). The company tries to combine communication, 
experiences and doing things together to generate the core values, which are personal for 
every client and also perceived and intangible. Pine & Gilmore (1999) further states the im-
portance of consider using theatre and entertainment to create appealing and memorable 
experiences (Pine & Gilmore, 1999). Further they are also in progress as the client will fur-
ther use the core values internally in their own company. Företags Catering AB knows the 
importance of doing things along with just not offer food, there has to be other offerings 
as well. Here the experiences are planned, then made by the company and thirdly eaten by 
the customers. This is in line with what Mossberg (2003) stresses about how experiences 
are purchased. Galleri Bergström ads events to the arts that can be found in the galleria, Air 
Historic Research AB ads more pictures and the anonymous fashion company offers mas-
sage, pleasure and a new look to its core product of cutting hair. The company always de-
livers something personal, this as every service are customized. West Vilt has much of ad-
ventures within their business that generates pleasure and enjoyment which Mossberg 
(2003) stresses go hand in hand with experiences. The resulting experience is created within 
the customer and is rich with sensations to entertain the customer (Benedikte, 2001; Pine & 
Gilmore, 1999). 

More customized products results in a larger need of relations between a company and 
their customers. Aftonbladet communicates constant with their employees and they work 
towards common goals. There is a need for them to offer something extra to their readers 
due to competition but also increasing customer demand of something more.  O’Dell 
(2005 in O’Dell & Billing, 2005) states that there are some disadvantages with the growing 
demand for experiences. Meanwhile more people are striving towards experience different 
activities it is a risk that this search goes out of control and provides experiences that are 
getting out of hand. Therefore is should always be a balance connected to the reality in the 
companies offerings.  

Shaw (2005) stresses that a company’s environment facilitates the total experience that cus-
tomers receives. However the importance of the environment differs within various Indus-
tries. Mossberg (2001) stresses that to provide an experience the environment is of large 
importance, this is if the customer stays there for a longer time. The companies Power-
House, Skånes Dansteater and the anonymous fashion company do all highlights the im-
portance of the environment and they are all directly involved with the end customers. The 
customers do further stay within the environment for a longer time this according to 
Mossberg (2001). West Vilt does try to satisfy all personal needs that their customers have. 
Prahalad & Ramaswamy (2004) talks about this and says it is important to cooperate with 
the customers to be able to suit their requirements, skills and needs. The environment for 
West Vilt is natural as a part of their vision. They do try do combine the natural environ-
ment with the themes and restaurant that they have. 

Galleri Bergström however goes against this as they do not want to change their environ-
ment too much and instead the environment is natural, even though their customers visit 
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the galleria for a longer time. There should be nothing that steals the attention from the 
arts, as these products are the main objects. The art itself generate an environment that 
may provide experiences, this in line what Prahalad & Ramaswamy (2004) stress about op-
portunities for the customers to create their own experiences.  This is also present within 
the companies West Vilt and Skånes Dansteater as they both do not change their environ-
ment to much as they want the customers to create their own experiences.  

Companies as Ord & Form, Struktur Design, Företags Catering AB and Bonnier Re-
sponsmedier Group AB do also stress the importance of the environment but it is however 
not of as large importance. Often the customers interact with one of the companies for a 
shorter time and not always at their own places. Many times the employees within compa-
nies as Ord & Form, Struktur Design and Företags Catering AB visit their customers and 
further which reduces the importance of the environmental aspect. The products and ser-
vices of Complete Film & Multimedia AB are experienced by the end customer by one of 
their own clients’ environments; not their own. Aftonbladet does not interact with their 
customers directly and therefore has a hard time to affect the environment that the cus-
tomers experiences when buying their product. Skivfynd’s store is in an old building that 
customers find appealing and charming therefore the company has not thought about the 
environment that much. For them the core product of offering music is the most impor-
tant aspect. Prahalad & Ramaswamy (2004) says that sometimes the customers do not want 
to consume products actively. Further Air Historic Research AB does not have a store to 
their publishing house and therefore the environmental aspects towards customers are not 
of interest to consider.  

Bitner (2002) says that the physical surroundings are of especially importance for compa-
nies that offers services, that is a servicescape. Skånes Dansteater makes many perform-
ances at 'Storan' in Malmö which has a large historical value, this can an experience itself 
named a permanent servicescape according to Mossberg (2003). The physical surroundings 
are one of the channels to use to create cooperation with customers (Prahalad & Ramas-
wamy, 2004). Servicescape experiences can be added due to three reasons according to 
Mossberg (2003); communication to others, attract customers or to differentiate away from 
their competitors. The anonymous fashion company differentiates away from their com-
petitors as they add experiences due to music and different themes. This is one of the 
senses that can be stimulated to create experiences according to Mossberg (2005). Galleri 
Bergström stimulates senses as well through the art. Within the tourism company West 
Vilt, entertainment is of importance due to their adventures and also their special food. 
Their rural environment also makes them unique within the tourism industry and provides 
experiences to their customers as well. Ord & Form uses experiences to generate a com-
munication with their clients such as using their ‘smelling box’ and adventures. O’Dell 
(2005 in O’Dell & Billing, 2005) states that to create experiencescape that are structured by 
the company, entertainment and pleasure are of importance.   
 
The firm can no longer satisfy its consumers by just staging the events around the firms 
various offerings according to Mossberg (2003) and Prahalad and Ramaswamy (2004).  The 
creation of experiences together with consumers, (not the offering), is the basis of deliver-
ing unique value for each individual. The consumer and the company therefore need to co-
create value so the experience becomes the very basis of creating value. The company must 
create innovating environments of experiences that enable a diversity of co-creation experi-
ences that make individuals personalize their experience. This involves co-creation of value 
through personalized interactions that are meaningful and sensitive to the specific con-
sumer (Prahalad & Ramaswamy, 2004). Making the possibility of choosing between differ-
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ent actors that make it possible to customize to form a unique experience for each individ-
ual (Mossberg, 2003). 

According to (Prahalad & Ramaswamy, 2004) a company can use four tools to create an 
experience environment; these are granularity, extensibility, linkage and evolvability. Före-
tags Catering AB, West Vilt, the anonymous fashion company, Galleri Bergström and 
Skånes Dansteater design events that interacts customers in different levels of aggregation 
and richness in order to appeal to different individuals preferences according to Prahalad 
and Ramaswamy (2004) definition of granularity. The critical moment within granularity is 
to have a constant dialogue with the costumers to generate new insights. This as the com-
pany is able to learn from their customers to be able to produce interesting and appealing 
experiences.  
 
Aftonbladet, Air Historic Research AB, Arkitekthuset Jönköping AB, Bonnier Re-
sponsmedier Group AB, Complete Film & Multimedia AB, Ord & Form, PowerHouse 
and Struktur Design have all created new ways and functionalities in form of exploring 
technology and channels or modes of delivery to expend and enhance experiences. This 
has contributed to the fact that some companies have changed their business plan and ac-
quire new knowledge to the companies to be able to use the tool of extensibility. Some-
times managers tend to misjudge the advantage of these functions. This would then harm 
the consumers experiences (Shaw, 2005). Consumers differ widely in their attitudes about 
the impact of information technology and their privacy. The complex heterogeneity of the 
consumer experience can therefore be lost on managers who focus only on the cost saving 
such as web-based transactions. Complete Film & Multimedia AB and Arkitekthuset 
Jönköping AB need to be aware of not to create a hollow reality with the technology that 
captures the culture on the consumer’s behalf (Prahalad & Ramaswamy, 2004). The tech-
nology thereby has to be connected to the reality in the society and respond to the actual 
outcome of the delivered experience. It is important to consider the customers usability 
and skills of the technology when using it as an extensibility tool.  

Företags Catering AB and West Vilt have a collection of multiple related and designed 
events that affects the quality of experiences from the consumer’s perspective. Using the 
linkage tools requires that the company control and manage to have the same service level 
and quality across the different activities (Prahalad & Ramaswamy, 2004). The fourth tool 
evolvability means that companies need to learn and cooperate with customers in the crea-
tion of individual experiences. This is an ongoing process and Prahalad and Ramaswamy 
(2004) points out that this is not an easy task. This tool involves each of the interviewed 
companies since the basic of delivering services is to offer goods the consumer perceives 
valuable. Therefore cooperation with customers to deliver experiences is an essential part. 
Mossberg (2005) consider this a strategy to engage consumers in the company’s business in 
order to create and produce personalized experiences. The four tools by Prahalad and 
Ramaswamy (2004) might be seen as guidelines of how to develop and experience envi-
ronment.  

5.1.4 Brand Image and Culture 

The importance of brand is highlighted by different companies in this thesis; De Gay 
(2002) states that branding is an important factor within the Experience Economy. It is of 
especially importance for companies to generate the measurement that they stand for 
within their business and to generate an experience as well. Bonnier Responsmedier Group 
AB, West Vilt and Aftonbladet do all identify their companies through their brands. Struk-
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tur Design uses processes for this realization of the brand image. The brand is the business 
for Struktur Design and they therefore engage the customer by the use of activities and re-
lationships. This in line with what Richards (2001) states about building a brand image, to 
create experiences to engage the customers and to create memorable events. Ord & Form 
on the other hand uses core values and the need of internal and external networks to medi-
ate their brand. Entailing that to assign core values to the brand states a diversified identity 
of the company in order to different themselves in the market. Therefore is it important to 
create a brand that is recognized by customers. Ord & Form and Struktur Design also have 
noticed an increased focus that the brand should generate feelings and experiences. That 
might cause cultural confusedness and the risk of leveling out symbolic and cultural classi-
fication by making bizarre combinations (Featherstone, 1994; Benedikte, 2001). Struktur 
Design adds the increased importance of having an appealed design. Attaching added sym-
bols to the product or services will generate a desire amongst the end-users (Lash and Urry, 
1994 in Du Gay, 2002). Air Historic Research AB has a members club where the books are 
sold and it is important to generate products with quality that will improve the brand image 
of the company. The brand is further exposed and gets publicity through the use of the 
persons traveling around Sweden. The quality aspect is also vital for the brand image of 
Galleri Bergström. To increase the quality the company use events and themes to engage 
the visitors. Skånes Dansteater also highlights the importance of quality through their per-
formances. This generates a positive affect to the brand image and the company does feel 
that it is important that the brand generates quality.   PowerHouse, Företags Catering AB, 
Skånes Dansteater, Complete Film & Multimedia AB, Arkitekthuset Jönköping AB and 
Skivfynd do all in total build their brand image most of all by the use of word of mouth 
and reputation. PowerHouse does think that there brand is important when it come to re-
organization which is also the case for Företags Catering AB.  However they do not always 
want to be related to their brand and one often has to ask. Skånes Dansteater and their 
brand are important in that way as they want to be connected and remembered with the 
performance they make and their company name. The brand image is an important factor 
for the anonymous fashion company as well. They do communicate with their brand and 
live on their reputation and word of mouth.  

Ord & Form and Struktur Design have experienced that their clients have developed an in-
creased awareness about the brands features in form of the core values. The companies 
also use their logo to better communicate with their clients. The symbols and the use of 
material products are used as ‘communicators’ to make a ‘custom-made lifestyle’ according 
to Featherstone (1994).  

Complete Film & Multimedia AB has an advantage in producing products using the latest 
technology and especially the use of computer technology in line with the ‘cultural’ hard-
ware and software that Larry and Urry (1994 in Du Gay, 2002) defines as one of the trends 
towards a more 'culturized' economy. There are also two more trends that is; more ‘cul-
tural’ goods and to change ones strategy within a company towards delivering ‘cultural’ of-
ferings. Aftonbladet, Air Historic Research AB, Bonnier Responsmedier Group AB, Com-
plete Film & Multimedia AB and Arkitekthuset Jönköping AB have all notices an increased 
application and benefits of using digital technique. This has contributed to the fact that 
people can more easily access cultural offerings, as well as distribute and to store (Van 
Doorn, 2006). Thus can contribute towards more innovative and creative economic actors 
and offerings within different industries. For Bonnier Responsmedier Group AB this has 
also contributed to changes in the business plan providing the company with a new strategy 
of delivering in form of experiences trough two channels. This has also affected companies 
to modify the offerings towards more ‘cultural’ offerings. PowerHouse has experienced an 
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increasing demand of vocational training and Galleri Bergström provides events with ‘cul-
tural’ aspects. Företags Catering AB has noticed an increasing demand of delivering food 
that is influenced from different countries worldwide. This provides a curiosity of experi-
encing another culture as well as providing more of a whole concept to their customers. 
This is in line what the theory says that people work hard to enjoy experience and express 
their consumption dreams by searching for the new and latest in experiences (Winship 
1983, Featherstone & Hepworth 1983 both in Featherstone, 1994). Further customers to-
day have an increased prosperity with money that they can spend on leisure activities ac-
cording to Featherstone (1994). This implies that companies have to update their offerings 
in order to evoke curiosity and attract customers so they do to return back to their com-
pany, for new experiences. Still Complete Film & Multimedia AB points out that their or-
ganization is not yet ready to make budget on projects that emphasizes emotional features 
as their managers considering it unrealistic and naïve. 

Arkitekthuset Jönköping AB, Företags Catering AB, the anonymous fashion company and 
Ord & Form have noticed a third tendency towards more ‘cultural’ offerings. The impact 
of the media has as a result contributed to the fact that customers are more sustainable of 
information and are also. The customers are also more influenced by trends in the society 
which impact the companies’ offerings and demand of experiences. This demonstrates the 
argument by Featherstone (1994) who states that there is a shift in the culture towards ex-
pressing its identity by the use of individual taste rather than the practical and functional 
matters. Companies have to focus on the issues that are most appealing for their customers 
which goes deeper than shallow values, that is to create experiences that engage people’s 
minds by providing experiences that can be remembered according to Featherstone (1994). 
This is in practical applicable since Featherstone (1994) imply an increased prosperity, lei-
sure time and more money to spend on ‘culture’ in the society.  

5.1.5 Company Position 

Each company can be positioned in one of the four orientations according to the Naïve to 
natural model; naïve, transactional, enlightened or natural (Shaw, 2005). The model is ana-
lyzed from a producer perspective and is based on the actual actions taken by the compa-
nies to realize economic offering in form of experience economy. All of the interviewed 
companies are ‘proactive’ in their customer demand and add emotions to their offerings al-
though trough various levels between the companies. Thereby none of the interviewed 
companies belongs to the two lower orientations, naïve and transactional, in the Naïve to 
Natural model.  

Companies that belong to the enlightened orientation are Aftonbladet, Air Historic Re-
search AB, Arkitekthuset Jönköping AB, Bonnier Responsmedier Group AB, Complete 
Film & Multimedia AB, PowerHouse, Skivfynd, Struktur Design, the anonymous fashion 
company and West Vilt. According to Shaw (2005) enlightened company is ‘proactive’ in 
creating emotionally and engaging their consumers in experiences. West Vilt takes the ad-
vantage of their rural environment and provides a complete concept to its visitors by offer-
ing customized offerings. Wahlström (2002) stresses that the geographical distance from 
larger cities do not have an impact in attracting visitors if the experience is interested 
enough. Still, it is necessary to have activities at the same place due to consumers that de-
mands experiences may have finite of time. It is important to create a mix that appeal to 
consumers of different genders and ages with dissimilar interests that benefits the experi-
ences that the company offers. West Vilt offers customized products and services to fit 
each visitor’s requirements. The anonymous fashion company appeal two to different seg-
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ments where the customers can choose the environment that are most appealing to them. 
The company however points out the problem of evaluating and judging whether a con-
sumer experience is pleasant or not. An enlightened oriented company has to consider the 
importance of using theatre and entertainment to create captivating and memorable experi-
ences Shaw (2005). Air Historic Research AB points out the importance of making their 
offerings memorable for a long time ahead. Arkitekthuset Jönköping AB offers their ex-
periences in an engaging realistic environment that facilitate how the outcome of the pro-
ject going to look like that will trigger emotions. According to Wahlström (2002) a more 
advanced technique can create a beneficial marketing for the company which attracts more 
people to purchase their offerings. For Complete Film & Multimedia AB it is important to 
be far ahead within technology and through this provide pleasant experiences to their clien-
teles but also to appeal new ones.  

Air Historic Research AB, Bonnier Responsmedier Group AB and Aftonbladet state that 
the society today is more linked to the digital world where more digital technology is used 
in the business. Bonnier Responsmedier Group AB thinks that they have been forced into 
publishing its publications by two channels instead of one, thereby adapting its business to 
the internet. However Prahalad and Ramaswamy (2004) state that using several channels 
gives the consumer more options making the offerings more available to consumers which 
will benefit the company. Still there are challenges of having multiple channels as it requires 
that customers’ experiences across different channels are consistent and maintained in qual-
ity. However Air Historic Research AB, Aftonbladet and Bonnier Responsmedier Group 
AB stress that digital channels are not the optimal solution for delivering consumer experi-
ences as the paper publication still has its place. Struktur Design states that the design of 
experiences should give an experience of functionality of the products characteristics which 
are generated by the consumers own perceptions. Still, as a company within in the enlight-
ened orientation they need to consider to evoke the consumers’ sensory expectations which 
will stimulate even deeper experiences. PowerHouse educates their students to be creative 
and vocational in order to deliver experiences with quality for their forthcoming employers. 
However, Skivfynd has actively chosen not to play music and thereby rejecting evoke the 
senses of hearing.  

Further to receive the ‘great customer experience’ the consumer service level needs to be 
communicated to all employees within the company according to Shaw (2005). Therefore 
West Vilt must also integrate a system that encourages communication among the person-
nel in the company to reach the next level, the natural orientation. Bonnier Responsmedier 
Group AB points out as their internal weak link to create emotionally and engaging con-
sumer experiences. The employees have to be trained on how to evoke specific emotions 
rather on how to deal with difficult consumers. Therefore their communication within the 
company must improve to create ‘a great customer experience’ in line with Shaw (2005).  

Complete Film & Multimedia AB points out this barrier and adds that people has to 
change their mentality towards seeing experienced influenced work as a real job to be able 
to improve communication. There some of the employees are unwilling to adjust their be-
havior to new conditions and changing the way things are doing. 

PowerHouse hires their teachers which may contribute to inconsistency in the quality of 
education over time and a problem of communication between employees It is important 
for the companies to understand that Experience Economy through the whole company. 
This as the economy needs to be implemented at every stage within a company and the 
work as a whole like a theatre (Pine and Gilmore 1999) and as a part of the society (Moss-
berg, 2003). Bonnier Responsmedier Group AB has become aware that the people re-
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cruited, trained and the way company treats employees affect greatly the outcome of the 
experiences.  

Therefore they need to employ people that have the emotional  qualities that in the long 
run will create consumer experiences this is in line what Shaw (2005) states about the inter-
nal emotional aspects that are important towards creating a ‘great customer experience’. 
Struktur Design claims that they have a need to act as professionals to keep their clients to 
add value tithing their business. Shaw (2005) however point out that the employers need to 
emphasize emotional intelligence rather than just knowledge and skills in the recruiting 
process. Every employee needs to be involved in the value adding process since their per-
formance in form of their behavior, treating customers will affect the whole organization 
(Kotler et al., 2002). In the anonymous fashion company it is the employees on the floor 
are the driving force within the company that comes up with new ideas. They are also the 
ones that provide adequate service that will make the customer to return to their company 
again.  

Many of the interviewed companies feel that their driving force are the ones near the cus-
tomers, in many case is it the sales division that in turn get the most bonuses. However all 
employees has to be involved since each employee contribute to the perceived delivered 
value by the customer. Therefore the physical setting in the servicescape might influence an 
employee’s satisfaction, motivation and productivity in a company and thereby the out-
come of the product or service (Bitner, 1992). Arkitekthuset Jönköping AB has improved 
their communication and experiences by going trough each client’s contracts with its em-
ployees to ensure that everyone knows the plans content and the time limit. As they also 
are a part of ‘växtmål i EU’ they have further guidelines of how to communicate internally 
and externally. Further the company needs to consider to review the process regularly to 
keep this communication and also involve the consumer more into the design of the ex-
perience as Shaw (2005) mentions as an important aspect. Both Bonnier Responsmedier 
Group AB and Aftonbladet have a constant dialogue with their employees and are actively 
making researches to assure good experiences are delivered to their consumers. However in 
order to reach the natural orientation both companies must become more aware and also 
document what form of experiences they want to deliver to their customers. 

Shaw (2005) stresses that without a definition the strategy becomes disjointed and uncoor-
dinated with the functional areas. The customer expectations should be documented and 
communicated both from a physical and emotional view and should be designed around 
expectations. Bonnier Responsmedier Group AB states their goal is to create an entrepre-
neurial spirit within the company that increases the productivity and guidelines on how to 
improve. Bonnier Responsmedier Group AB, Aftonbladet and Complete Film & Multime-
dia AB believe that every department should set up goals for realization to become more 
efficient instead of one common goal set up by the whole organization.  

Further, companies that belong to the natural orientation are Företags Catering AB, Galleri 
Bergström, Ord & Form and Skånes Dansteater. A Natural oriented organization has a 
very ‘proactive’ view that focus completely on delivering a customer experience.  Företags 
Catering AB satisfies their customers need offering of complete specialized catering, from 
cooking to transportation and serving of the food according to the demand of the con-
sumer. Thereby they are emphasizing good consumer experience function throughout the 
whole process. A company should see the culture as an enabling tool to produce consis-
tency of the consumer experience, having a clearly defines statement that includes a com-
plete focus on the customer according to Shaw (2005). Galleri Bergström creates various 
events that activate the consumers mind by giving a complete experience that evokes feel-
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ings, emotions and senses. A company moreover has to realize that the consumers have 
different needs have to be considered in the design of customized offerings (Shaw, 2005). 
Both Företags Catering AB and Ord & Form have notices increased awareness and effect 
of the media industries information flow that have generate increased demand of custom-
ized offerings. Ord & Form has also seen that the marketing communication industry has 
become more customers oriented and to mediate experiences that generates more feelings. 
Shaw (2005) stresses that memorable and fascinating moment are created due to the use of 
specific senses to evoke deep emotions.  

A company should further consider persons life quality due to what activities that people 
demand in the leisure time (Wahlström, 2002).  Ord & Form add that the importance of 
consumers should stand for the core values of the offering that is generated. Skånes Dan-
steater feels it is easier to generate more visitors by having a well known production.  Con-
sumers tend to visit firms and places that have a good image, or correspond to the indi-
viduals own expectation (Mossberg, 2001). Since the customers cannot evaluate and inspect 
the experience in advantage the recognition becomes a vital part. A company has to align 
the brand with the expected consumer experience given according to Shaw (2005). All the 
four companies in the natural orientation state that the importance of having a brand that 
support the quality and the core values that the company stands for. A brand should state 
the bundle of functional and emotional benefits that cover the meaning of the product or 
service according to Zyman (2002). However Företags Catering AB is cautious to demon-
strate their brand as they want to avoid bad reputation. A branded article should however 
have the same quality level over time (Riezebos, 2003). Skånes Dansteater and Ord & Form 
have both lately changed their logotype to better symbolize and mediated experiences that 
the consumers can expect. According to Shaw (2005) a natural oriented company mediates 
embodied experiences through the brand. Skånes Dansteater and Ord & Form have there-
fore developed a brand that is more appealing and in line with the generated consumer ex-
periences However and aligned brand and its attributes cannot be directly managed since 
they are individually subjective to each consumer. Instead Prahalad and Ramaswamy (2004) 
state that brand need to focus on individual specific experiences where the customers can 
choose which attributes to be connected with.   

A natural oriented company is also enabled by an empowering culture and inspirational 
leadership according to Shaw (2005). For Skånes Dansteater is it important that everyone 
has their own responsibility and also work as a team and planning is therefore an essential 
part. To increase the communication has Ord & Form have taken away their departments 
to increase the teamwork within the company. They also want to involve the employees to 
become more active and more involved in the work done The reasons for this are that their 
business and industry demands more creativity in the process today, therefore the employ-
ees have to learn to function as a team. The companies in this orientation need to over-
come the obstacle of communication. This is done by emphasizing the importance of hav-
ing a constant dialogue between the employees in the organization. 

5.1.6 Differences between the Enlightened and Natural Orientation  

The major differences between the companies in the enlightened orientation; Aftonbladet, 
Air Historic Research AB, Arkitekthuset Jönköping AB, Bonnier Responsmedier Group 
AB, Complete Film & Multimedia AB, PowerHouse, Skivfynd, Struktur Design, the 
anonymous fashion company and West Vilt  versus the natural ones; Företags Catering AB, 
Galleri Bergström, Ord & Form and Skånes Dansteater are the way that their offerings are 
progressed, communication both externally and internally and the strategy. The companies 
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in the enlightened orientation do offer emotional offerings but to reach a more intensely 
experience they also need to evoke senses. The Natural companies have realized that in or-
der to deliver ‘great customer experiences’ all employees have to be involved in some sort 
of plan. Shaw (2005) defines a ‘great customer experience’ as a company that has a long 
term competitive advantage created by exceeding customer’s physical and emotional expec-
tations. Further the company is revenue generating, enabled trough inspirational leadership 
and an empowering culture. The companies in the enlightened orientation have a more 
confused definition on what kind of experiences they want to deliver lacking directions and 
a shared plan of the realization. Companies in the empirical research that delivers “great 
customer experiences” are Företags Catering AB, Galleri Bergström, Ord & Form and 
Skånes Dansteater. These companies have established a leading position in each industry 
since exceeding customer’s physical and emotional expectations evokes experiences that 
contain a surprise moment. This is reached by having a good internal organization and em-
ployees (Mossberg, 2001). Further the natural oriented companies provide experiences that 
offer curiosity and satisfaction which involves the employees as well as the customers in 
the creation and development of the product or services. 

5.1.7 The Four Realms 

Pine and Gilmore (1999) stress an experience can engage customers in many ways and a 
company can choose the level of participation and connection of the experience outcome. 
Within entertainment it is the passive customer enjoying the environment that is engaging 
their minds by the use of different activities. Skånes Dansteater, Galleri Bergström and 
West Vilt all provide entertainment and arrangements for their customers within their 
business. In contradiction to this Aftonbladet, Air Historic Research AB and Bonnier Re-
sponsmedier Group AB creates entertainment by producing publications that provides the 
readers passively to enjoy a journey. Both Aftonbladet and Bonnier Responsmedier Group 
AB think that it is hard to attract customers’ attention and also to attract a customer to take 
time to read something from their publications. Pine and Gilmore (1999) says that to hold 
customer attention and make them stay, a company needs to create fun and enjoyable 
events.  

In some offerings the entertainment may unite education so sometimes it can be hard to 
decide in which category it belongs to (Mossberg, 2003). Air Historic Research AB pro-
vides both entertainment and education in form of airplane history. The reader will pas-
sively enjoy the content in the book and also actively learn. Aftonbladet and Bonnier Re-
sponsmedier Group AB provides education by update the readers with the latest news, the 
latest trends and further. PowerHouse offers education to their students as one of their 
core services which engage the students actively to absorb the learning. When a customer 
has decided what information activities it will be engage in it will also help the company’s 
exploration of knowledge and skills according to Pine and Gilmore (1999). However within 
PowerHouse, KY and companies within the market will decide the contents of the educa-
tions. Complete Film & Multimedia AB provides education to their end customers where 
the education process may lead to further examination of capabilities and adjustment to the 
technology. It is also important for the company that the right context is chosen to the tar-
geted learners. This is in line with what Pine & Gilmore (1999) states that a company 
should evaluate what they want the customer to learn from the experience. Galleri 
Bergström and Skånes Dansteater provide education in the stage of the arranged events, 
where the visitors can absorb the knowledge from its context. To increase the individual’s 
knowledge, the activity must be active in the mind of the customer according to Pine and 
Gilmore (1999). However the primary focus is to educate and provide the customer knowl-
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edge (Mossberg, 2003). This is done within the anonymous fashion company who provides 
both internal educations to the employees as well as external ones by giving courses people 
can sign up for. 

Arkitekthuset Jönköping AB, Complete Film &Multimedia AB, Företags Catering AB, Ord 
& Form, PowerHouse, Struktur Design and West Vilt all belongs to the realm of an escap-
ist experience. All these companies provides customized offering to its customers that do 
actively affect the performance of the experience. The customers have the opportunity to 
decide upon the context from required demands and can thereby affect the outcome of the 
experience. Pine and Gilmore (1999) highlights this by saying that it is important that the 
companies encourage the customers to become participants in the experiences. 

In the esthetic realm customers become passive and are affected by the surrounding envi-
ronment that contributes to the experience (Pine and Gilmore, 1999). Galleri Bergström, 
Skånes Dansteater, the anonymous fashion company, Skivfynd and West Vilt all have an 
environment and surroundings that the customer can absorb from. Galleri Bergström has 
created a natural environment with light colours that enables the customers to better ab-
sorb and focused experience avoiding the visitors to be distracted. A company should make 
the environment as inviting as possible to attract visitors (Pine & Gilmore, 1999). Företags 
Catering AB has the opportunities to create the environment that the customers demands 
such as decoration and furniture at a specific event and Arkitekthuset Jönköping AB by the 
use of 3D technology.  

The richest experience for customers encompasses and combines all aspects of the four 
realms (Pine & Gilmore, 1999). Arkitekthuset Jönköping AB, the anonymous fashion 
company, Galleri Bergström, and Skånes Dansteater all emphasize three of four realms that 
entail a more extensive experience for the customer. However none of the companies in 
this research combines all the four realms. A company should strive to make the customer 
experiences as intensive and positive character as possible (Mossberg, 2001). All the 14 
companies have to consider to what extent the business do contain all four realms. If they 
are applicable there is a need of making the offered experiences more intense and attractive 
for the customer. The companies with only business to business offerings seem to have the 
hardest time to application several of the realms into one offering. Further the characteris-
tics of the organization have impact on the possibilities of applying the four realms. In fig-
ure 5 all the 14 companies are represented according to the four realms made by Pine and 
Gilmore (1999).  
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Figure 4 The 14 companies within the four realms model 

 

 

 

 

5.1.8 Value and Price of Experiences 

In the Experience Economy companies should charge the consumers for the experience, 
(Richards 2001) and (Pine & Gilmore, 1999) as well as the goods or service offered (Pine & 
Gilmore, 1999). Arkitekthuset Jönköping AB, Complete Film & Multimedia AB, Företags 
Catering AB, Ord & Form and Struktur Design set the price according to the delivered 
outcomes quality, characteristics and the level of professionalism the company possess. 
Service and service quality is today something that one is taking for granted, as most com-
panies needs this in their business to survive on their market according to Mossberg (2001). 
Arkitekthuset Jönköping AB, Complete Film & Multimedia AB, Ord & Form and Struktur 
Design set different prices to various clients and what service that they provide. Företags 
Catering AB have positioned themselves into a higher price range than their competitors 
on the market. This they think that the extra added value offered to their products and ser-
vices are so high that a higher price is accurate. Except of having a high service level com-
panies need to find further added value for their consumers which means adding experi-
ence to the offering according to Mossberg (2005). Here Arkitekthuset Jönköping AB takes 
the advantage of new technology to add more emotions increasing the worth. Companies 
have to consider the value that the customer gains from the experience itself when setting 
prices of the offerings. Complete Film & Multimedia AB further points out that the price 
should be based on a long-term perspective. Implying that the companies also have to con-
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sider the importance of keeping loyal customers that might generate higher profits in the 
future. Bonnier Responsmedier Group AB states the importance of considering what the 
customers are willing to pay. Still, the economic value of experiences have its limitations, 
this as some experiences are extremely difficult to set a price on according to Pine and 
Gilmore (1998). Complete Film & Multimedia AB believe it is hard to set the value of its 
products. The value of experiences can be measured in traditional way based on product 
features (Pine and Gilmore 1998) and subjectivism (O’Dell, 2005 in O’Dell & Billing, 
2005). However it should instead be measurement between different offerings based on the 
consumer’s perception of the experience. In the case of Bonnier Responsmedier AB they 
sell hidden values to higher price. The question is then whether the hidden attributes are 
discovered by the customers and thereby perceived as a valuable product according to its 
price in their eyes. If the consumers do not value the experiences highly they will not pay 
for it and thereby turn somewhere else (Richards, 2001). The delivered experience that re-
mains in the customer’s memory decides whether it is profitable or not according to Pine 
and Gilmore (1998). Further Bonnier Responsmedier Group AB believes that as market 
leader in a specific segment is a good reason to charge a higher price. Reilly (2002) states 
that value added selling must be rooted deeply into a company to be able to conduct the 
business. Further before a company charge for an experience, it has to be worth the price 
as said by Richards (2001).   

Only because experiences may be present in the company this does not mean it adds eco-
nomic value to the company according to Pine and Gilmore (1998). This as culture and ex-
perience is tremendously difficult to convert it into economic capital. An example is Galleri 
Bergström that has a hard time to convert their art into economic capital as it is what kind 
of experiences an how valuable thy are for the customers that set the price. One may think 
that a piece of art is worth all the money due to all the positive experiences that it generates 
while another does not experience anything at all. An experience is a real offering as any 
service, good, or product; by charging admission from an experience does not mean com-
panies has to stop selling goods and services, (Pine & Gilmore, 1998). Which is a contradic-
tion to moving towards the experience economy there the goal is to deliver experiences to 
the customers. There Pine and Gilmore (1998) state it is important for companies to realize 
that they make memories, not goods. This entail the confusedness of experience economy 
there the transition from offering service or products to memorable experiences. There 
(Pine and Gilmore, 1999; Shaw, 2005) want companies to remember that they no longer 
deliver services; instead they need to remember to create a stage for generating economic 
value. Service and goods will always exist as well as experiences but the focus has to be to-
wards charging for the experience the customers gain. There Air Research AB West Vilt 
and Skivfynd set the price according to the market. Nielsen (2001) claims that a company 
that come across valuable experiences can receive higher price. Thereby if a company pro-
vides valuable experiences perceived by the customers they can also receive a higher price. 
Thereby need West Vilt and Skivfynd reflect upon their price level if it is according the de-
livered experience, then if evaluate the experience provided are more valued than believed, 
and then can rise the price and perhaps raisin the profit. More an more companies today 

adapt value-pricing strategies where the price is not set according to  buyer’s awareness 

of the cost for the product instead it is set based on buyer’s perceptions of product val-

ues (Kotler et al. 2002). Entailing that adding an extra value of experiences to the offer-
ings, can then a higher price be reached. According to Reilly (2002) a higher price can be 
reached by a closer relationship with the consumers to produce memorable experiences 
that the customers will strive to repurchase over and over again by exceeding customers 
expectations. There both Complete Film & Multimedia AB and Arkitekthuset Jönköping 
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AB stresses the importance of doing something extra that surprise the customers of the 
outcome that also leads to valuable word-by-mouth that generates further tasks from cli-
ents. Reilley (2002) stresses the importance of that the creating meaningful value and ex-
periences must be rooted deeply in the companies psyche and the way how to conduct 
business. There Struktur Design always entail every employee to be as professional as pos-
sible still they had to emphasize the meaning of creating value that exceeds the customer 
expectations, as well as the other interviewed companies. However Edensor (1998, in Rich-
ards, 2001) claims that the price setting on experiences will only alter the perception of the 
economic value. That might be a contradiction of the aim of experience economy that en-
tail that consumers has to be engaged in the order to create value, Prahalad and Ramas-
wamy (2004) and that it is the consumer’s own perception that evaluate whether it is worth 
its price (Pine and Gilmore, 1998). Struktur Design entail that it is in the mind of the cus-
tomers they perceives of a good are worth the money or not. However, all companies can-
not charge a fee for the experience provided now in the society, Pine and Gilmore (1999). 
If they would than they has to be forced to enhance the experience to attract paying cus-
tomers. Thereby need the companies look trough the value of their offerings price level to-
day and evaluate whether the customers perceive the offerings more significant than now, 
thereby can change towards a higher price leading to a larger profit. Still, if an experience 
only becomes an experience if it is charged for, the free goods such as the natural environ-
ment do not offer experiences (Pine and Gilmore, 1998).  

5.1.9 The Future of Experiences 

According to Struktur Design the time has passed when a product was sold by itself, now 
turning to a subjective view of the offerings. The competition in Sweden today is not about 
price and performance but something more than that, which requires delivering of intangi-
ble added value. Pine and Gilmore (1999) claim that the key futures towards economic 
growth lies in Experience Economy which every company in the society needs to identify 
and adapt. In this new economy one should find its own niche and try to offer something 
that is not available on the market according to PowerHouse. Galleri Bergström adds it has 
to be a niche that also can mediate to others. Since the demand is limited there can just ex-
ist a certain number of products or services in each genre within the experienced based 
learning industry, thereby entailing the importance of differentiation in the industry. Skånes 
Dansteater adds that companies should define its own quality and the features that the 
company wants to deliver. This since it is a danger to focus on other actors’ satisfaction 
rate instead pf their own. The quality in a production comes internally and is experienced 
by the visitors externally. This entails the fact that companies should mainly focus on its 
own strengths and capabilities in order to be able to provide experiences with high quality. 
Air Historic Research AB also emphasizes the importance of delivering high quality offer-
ings in order to reach profit. Arkitekthuset Jönköping stresses the importance of using pic-
tures and technology in order to create a visual reality for the customer to show what the 
company will supply. Further West Vilt highlights the value of having customized products 
that involves everyone is able to take part of the experience. However Företags Catering 
AB identifies the obstacle of growth and those companies can not develop to fast due to 
economical concerns. This can be seen as one of the reasons why the majority part if the 
industries within the Experience Economy are small as said by the Knowledge Foundation 
(2004b).  

Experiences can be found all around us, though they can be very hard to convert these ex-
periences into economic capital, (Pine and Gilmore 1999). Therefore to succeed within the 
new economy is not an easy task O’Dell (2005, in O’Dell and Billing, 2005).  This has also 
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been noticed by Företags Catering AB that says that it takes a large driving force and en-
joyment to become successful. The anonymous fashion company adds that one should 
work seriously and not to be afraid to charge a higher price, even without customers con-
cerns about the price range. Many Swedish companies are interested in involving experi-
ences and arts into their offerings (Lindsjöö, 2001 in KK-Stiftelsen, 2001).  

There is of large importance to understand that Experience Economy needs to be imple-
mented at every stage within a company and the company to work as a theatre and as a part 
of the society. Arkitekthuset Jönköping AB states the importance of listening and commu-
nicates with its clienteles, Skivfynd and Företags Catering AB also adds the customers in 
this procedure. An increased cooperation and development of deeper relationships is im-
portant to provide added value to the offerings. It also contributes to create new innova-
tions according to the Knowledge Foundation (2004c). One has to work on communica-
tion with their customers made by establish a long term relationship says Företags Catering 
AB. This long term relationships can however additionally lead to the fact that a company 
can possess a smaller store of products that is not demanded by the customers, which 
Skivfynd has problem with. A company however has to think and work in a long term per-
spective. This long term perspective combined with the company’s goals is needed in order 
to succeed according to Galleri Bergström.  

Sweden has a large opportunity and a strong initial point within the developing of the Ex-
perience Economy due to developed competence in the field of culture, design, technology 
(Berggren & Thyden, 2001) and several strong brands (Almqvist et al. 2001 in KK-
Stiftelsen, 2001). However Complete Film & Multimedia AB states the financial risk to go 
too far within technology and not being applicable to customer requirements and capabili-
ties. The focus needs to be on the customer’s use which limits the usefulness of innovative 
and newest technique. It is also important to create an internal identity and a logotype that 
generating what the companies are offering and stands for as said by Galleri Bergström and 
Ord & Form. The future prospect of Experience Economy in Sweden is seen as positive 
and will continue to increase (KK-Stiftelsen, 2003b) and will be long lasting (Wahlström, 
2002). Pine and Gilmore (1999) further states that the Experience Economy is here to stay. 
However according to Aftonbladet no one can declare to know the Experience Economy 
will look like in two years. Instead the companies have to maintain communication and re-
lationships with the customers in order to keep up with changes and trends in order to 
know in what direction the economy is moving.  
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6 Conclusions and Final Discussion  

In this part the conclusions made are stated that will answer the research questions and the purpose stated 
in the thesis. The introductory part of this chapter is to clarify the conclusions reached by the analysis. The 
subsequent part is the Final discussion which includes recommendations for different industries. The last sec-
tion contains recommendations for further studies.   

 

A new economical offering has emerged in the economy, resulting from a natural progres-
sion of increased added value in the economy. This has changed the industries conditions 
of conducting business and the features targeted in their offerings. There is a general con-
clusion within the 13 industries that mass production is not demanded anymore, made out 
from the empirical research and the analysis of this thesis. Every company within all the in-
dustries do customize themselves to some extent and add the importance to offer experi-
ences demanded. Further all the industries have adapted themselves to the Experience 
Economy in some way due to the increasing demand by their customers. The analysis also 
shows that the customers are more aware of trends, of what the world supply and they also 
have a need of doing things which the industries need to satisfy. This is especially notice-
able within the food industry and the art industry.  

The increasing demand of experiences has affected the industries and how they are posi-
tioning themselves in different ways. Within this thesis a trend has occurred as a conclusion 
of the analysis; the need to differentiate. Companies and their industries try to get attention 
through the use of differentiation. It is getting more important to differentiate away from 
ones competitors but at the same time keep ones competitors. This is a dilemma as there is 
a pattern within the analysis where one can see the pattern that some industries seem to 
have a harder time to add economic value on the experiences that they offer. These indus-
tries are the music industry, the tourism industry and the media industry. However it is all 
about to differentiate in the mind of the customers and not only within the company which 
the industries in this thesis do not highlight enough. Further some of the industries do not 
want to take a higher price instead they want to increase customers’ knowledge such as the 
music industry. 

It is of large importance that industries do generate their core values and what they stand 
for to their customers. The analysis shows that word of mouth and reputation are of largest 
importance to generate experiences within all the companies belonging to the 13 investi-
gated industries. This highlights the importance of generating core values and to mediate 
experiences that are memorable. Many of them do also use marketing as a tool but this is 
however not of as large importance, some cannot market themselves at all. This seems to 
be the case for marketing communication industry. The analysis shows that companies and 
their industries want their customers to remember them and connect them through their 
brands but no other actions are done and further no follow ups. This can be seen as a large 
risk as they do not have any control of how they are experienced by their customers and 
what their brand actually generates. The analysis proves that many industries may not think 
of the fact that it is the customer that generates and evaluates the experiences offered. 
There are further no efforts to generate something that is unique which will contribute to-
wards a memorable approach. This proves the fact they do not think of the importance to 
generate something to the customers that creates memorable experiences. To evoke and 
create memorable events it is important to stimulate the experiences internally as well. The 
industries that as a conclusion of the investigated companies offer these memorable experi-
ences are dramatic art industry, the tourism industry, the food industry and the art industry. 
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They are unique in their way and they are aware of the importance to mediate something 
special.  

It is the customers that define the experiences offered within the different industries; there-
fore communication internally within the company needs to be in line with what experi-
ences that they offer to their customers. All the different industries in the society therefore 
need to consider and internally implement the Experience Economy at every stage. Their 
also have to be a balance in what the experiences generates and how customers understand 
them, that is consistent experiences. The quality of an experience is also vital as the cus-
tomer should expect the same level of all the experiences offered. This is further of large 
importance as by this research there are proving facts that the technology is a vital aspect 
for the spreading of experiences. However it is important to keep the traditional instru-
ments and to generate consistent experiences through them as well.  

The increasing value of technology is present in today’s society and for the evolvement of 
the Experience Economy in Sweden. The technology is today more advanced than in the 
past and is steadily increasing in complexity. Further there exist an increasing notice of the 
application and benefits of using digital technology. By this research the importance of 
finding new ways and increasing the customer range are of importance. The growing value 
of adding technology is an important aspect that benefits the spreading of experiences in 
the Swedish society. This seems to be especially true within the media industry. However 
the increasing technology does also have its disadvantages as the customers may not afford 
to purchase it as the case within the film and photo industry. Thereby the assumption that 
increasing technology will make customers to purchase a product or service more is not al-
ways true.  

The analysis proves the fact that communication works as a one of the basis components 
towards mediating experiences. It is of remarkable importance out from the selected com-
panies and the analyzed industries to cooperate and communicate with the customers to be 
able to mediate the experiences offered. However to be able to do this the internal com-
munication aspect and strategy must work as a functional part within the company. Further 
willingness to change is vital. The communication aspect is however seems not to be dif-
ferent within the chosen industries instead it is vital for every single company to be able to 
produce experiences. Sometimes employees may resist changing which may slow down a 
proposed process into the Experience Economy. This must further be solved by commu-
nication as stated, as this is the foundation towards implementing the economy.  

The importance of the environmental aspect to generate experiences cannot be seen as 
common within the different companies and their industries. Many companies do not em-
phasize the environment enough so that as it can be seen as something that generates ex-
periences on its own. This proves the fact they do not think it is of importance to generate 
something to the customers that creates memorable experiences by the use of the envi-
ronment. Environment is not seen as an experience if it is not paid for but in contradiction 
to this not all environments can change as within the many companies within the art indus-
try.  Further business to business industries do not think it is of the same large importance 
to offer experiences through the environment, this is however also the case within the me-
dia industry and the meal industry. It is of importance to notice that some industries as the 
art industry do not want to change their environment as it will decrease the experiences 
that one want to generate.  

All the investigated companies within the industries have to some extent adapted towards 
the Experience Economy. However to enter the Experience Economy customized offer-
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ings are vital and the creation of memorable experiences. Especially the tourism industry 
seems to personalize their offerings according to the Service Economy. The meal industry 
and the fashion industry are two industries that do customize their offerings into detail, ac-
cording to the investigated companies within this thesis, when interacting with their cus-
tomers according to the Experience Economy. Not all industries within this research have 
taken the step and have entered this economy. The ones that have implemented the Ex-
perience Economy out from the investigated companies are the art industry, meal industry, 
dramatic art and marketing communication industry. These companies that are in the Ex-
perience Economy do also deliver ‘great customer experience’ as conclusions from the 
analysis. This further strengthens the conclusions made about the industries that are within 
this economy. The media industry however seems to be close to becomes a part of the Ex-
perience Economy but they are not aware of what kind of experiences that they would like 
to provide their customers. The tourism industry also appears to be close to becoming a 
part of this economy however they need to improve their communication skills. The indus-
tries that appear to be from a larger distant from the Experience Economy are the music 
industry and the experience based learning industry. This as both the companies inter-
viewed within the industries have large lack of creating experiences by evoking and mediat-
ing senses. The literature industry also seems to have problems to evoke and create all the 
senses needed to combine them as a part of the Experience Economy. The fashion indus-
try, the film and photo industry, the architecture industry and the design industry do all ap-
pear to have problems with internal communication. As the communication within the 
company is a part of evoking and creating memorable experiences in the society this is 
something that the industries must work on. The design industry may have problems due 
to the fact that they focus more on professionalism than the emotional aspect and the feel-
ings it should generate as there is a need to create emotional experiences where the con-
sumer is more engaged in the experiences. Within this research the analysis further shows 
that the companies within industries that have a business to business, do focus more upon 
their professionalism and how things are done instead of the experiences itself and the 
creations of emotions. Experiences are more accepted and worked on within industries 
where experiences have been present sine the beginning such as within the fashion, tourism 
and dramatic art industry. Further some industries appear to not combine themselves with 
experiences and as a part of the changes in society. Industries must be aware of the fact 
that they create experiences before they can be a part of the economy itself. This seems to 
be the case within the architecture industry and the media industry that have not thought 
much about it within their businesses. 

The demands of experiences are increasing within the society as shown in the analysis and 
the conclusion. The indications of an Experience Economy that are spreading in the soci-
ety and the demand of more experiences are clear and there are no indications that the de-
mands of experiences are going to diminish. However even though all customers are not 
demanding experiences the pressure from different markets and competitors within indus-
tries are clear. There are no intentions that this are going to change negatively instead the 
demand of experiences may increase further. The Experience Economy is an economy that 
is implemented in some industries and is on the way to be implemented in others. However 
experiences exist in all the companies and its industries within this research. This is not a 
trend instead it appear to be a natural economic step and companies needs to adapt this 
economy especially due to satisfy customer demand and to satisfy their own economic 
profit for the future. This proves the fact that goods and services are no longer enough to 
survive in the future.  
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6.1 Further Studies 

This thesis is done from a producer perspective. When researching for the field of Experi-
ence Economy the authors come across theories in the field of a consumer perspective that 
has and affect on what experiences that companies. A company has to adjust the experi-
ences to the customers target skill and knowledge level to different levels of challenges. 
This is demonstrated by Csikszentmihalyi and Csikszentmihalay (1998) that illustrate how 
challenges vary trough time as the customers learn more skills and knowledge about some-
thing, the offering become less interesting. This also affects the resulting perceived experi-
ence in a bad manner. When people are getting better at what they are doing new chal-
lenges are required in order to enjoy it further. Therefore the experiences are forces of 
growth that have to be constantly updated and reinvented by companies to attract custom-
ers.  

The authors also imply that further research could be done within the field of measurement 
tools for the Experience Economy. It is hard for companies to evaluate to which degree 
the offerings are valued. Today it do not exist any standardized measure tools for evaluat-
ing experiences and which features that make up the value of an experience. Voss (2004) 
stresses that this is due to financial assessment of experiences which can be difficult to 
identify since it is often buried under multiple layers, internally in the company. Companies 
often claim that experiences offer rather intangible than tangible benefit but also because 
experiences are considered subjective that varies from person to person.  

This thesis has been based upon Knowledge Foundations definition about the 13 industries 
that is included in the Experience Economy on the Swedish market (Appendix, 1). Further 
investigations can be made looking upon the geographical aspects in Sweden and evaluate 
whether the implementation of companies and industries, within the Experience Economy, 
differs between different counties in Sweden. Additionally the authors state that it would 
be interesting to investigate whether the Experience Economy is recognizable in other in-
dustries outside the Knowledge Foundations definition about the Experience Economy. 
Thereby evaluate whether the Experience Economy can be implemented in the whole soci-
ety and not just within the 13 industries.  
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Appendix 1- The 13 Industries  

Independent of size of the industry: 

Industry Producer Company 

Architecture Industry for architecture Arkitekthuset Jönköping AB 

Art Artists and galleries Galleri Bergström 

Design Industry for design (not 

fashion) 

Struktur Design 

Dramatic Art theatre and concert halls   Skånes Dansteater 

Experience 

Based learning 

E-learning and education PowerHouse 

Fashion Producers of accessories and 

fashion clothes. Styling 

Anonymous fashion company 

Film/Photo Directors, scriptwriters. 

Movie- and video producers. 

Photographs 

Complete Film & Multimedia AB 

Literature Authors, publishers Air Historic Research AB 

Market Commu-

nication 

Industry within commercial, 

PR and events 

Ord & Form 

Meal  Restaurants and  Catering Företags Catering AB 

Media Producers of newspapers 

magazines, radio and TV. 

Aftonbladet and Bonnier Re-

sponsmedier Group AB 

Music  Music publishers and record 

companies 

Skivfynd 

Tourism Arrange of journeys  West Vilt 

The 14 companies, adding the 13 industries defined by the Knowledge Foundation, 

2004a. 
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Appendix 2- Company Presentation 

 

Aftonbladet 

Aftonbladet Hierta AB is the parent company in the group that mainly publishes Afton-
bladet. The newspaper is an independent social democratic newspaper within the media in-
dustry that dominates the evening press with one other competitor. The Headquarter is 
situated in Stockholm and works within the business to customer business. In 2002 
‘Aftonbladet Nya Medier’” is founded and is a fully owned subsidiary that handles Afton-
bladet on the internet. ‘Aftonbladet Nya Medier’ also provides news by many different 
channels such as radio and e-commerce and are functioning as the groups division of oper-
ating research and development. In the year of 1830 the company became a newspaper and 
as the first newspaper in Sweden to introduce news via the internet. In 1999 they bought 
blocket.se, which is an advertising market on the internet. In 2005 the company bought an-
other online service on the internet; hitta.se that is a telephone and address catalogue 
online. In 2006 they started there own TV channel. Today Aftonbladet has about 700 em-
ployees.  

 

Air Historic Research AB 

This company is a publishing house within the literature industry and was founded in 1991. 
Air Historic Research AB’s is situated in Nässjö and their main task is to make researches, 
produce and further to publish books and articles on different air historic subjects. The 
owner has a prolonged interest within air history and started the company when making a 
book on his own and after this other producers have came along. The company do not 
have a store instead books are sold directly to an intermediate and/ or end customers. 

 

Anonymous Fashion Company  

This company works within the fashion industry in Stockholm. In 1963 the founder ope-
ned the first hairdressing salon. His vision was to offer an exclusive solution within hair 
care in combination with beauty and fashion. The business became a real success as he 
mastered the art of hair design and styling witch attracted customers from the high society. 
He then became elected as the official hairdresser to the Royal family in Sweden and the 
company is today a purveyor to the H.M. the King. When the founder passed away 1993 
one of his former students inherited the business. Today the company consists of the par-
ent company and three subsidiaries which include three salons, a school and together there 
are 60 employees within the business to customer business. The company makes its own 
collections and also provides courses in new cutting and colouring techniques both inter-
nally and externally.  

 

 

Arkitekthuset Jönköping AB 
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Arkitekthuset Jönköping AB is within the architecture industry and was founded at 1944 
however from the start they used the name Widen’s Arkitektkontor. After the Second 
World War there occurred a housing-shortage which provided several projects for the 
company. Since then the company has increased slow but steadily in size. In 1980 Widen’s 
Arkitektkontor merged with Ingvar Selse Arkitektkontor and together they established Ar-
kitekthuset Jönköping AB. Today they are 14 employees and attempt to keep it at this qu-
antity. During the years they have had seven recessions and seven booms. Today they are 
in a boom and strive to keep this position and maintain the labour in the order to keep the 
competence in the company. They work with the architecture of houses, industries, scho-
ols, planning work of Jönköping city and further.  

 

Bonnier Responsmedier Group AB 

Bonnier Responsmedier Group AB is a company within the media industry that gives out 
free magazines as shopping and household magazines to households in the Nordic coun-
tries. They also sell advertisement space within their magazines to other companies. They 
are the Nordic leader within free media. Bonnier Responsmedier Group AB contains the 
Swedish, Norwegian, Finnish and the Danish market. The company belongs to the Bonnier 
Magazine Group AB that is a subsidiary to Bonnier AB. The company was founded 1969 
and provided a free book of coupons to households in Sweden. In 1984 it was sold to Eg-
mont Richter AB; however it was bought back in 1990. In 1994 the company was sold to 
Bonnier AB. In 1998 Bonnier AB bought the magazine “Vi i Villa”. This Magazine is a 
publication that is targeting against households owning a house. Today it is the largest free 
magazine in Sweden with 2.4 millions readers each issue. In the year of 2000 “Vi i Villa” 
was launched in Norway. In 2001 the company bought a Finnish business which provided 
a book of coupons to households in this country. At the same time “Vi i Villa” was intro-
duced in Finland with the finish name “Suomela”. Further Bonnier AB bought the Danish 
“Vi Villa” named “idé-nyt” in 2002 which made the entirely Bonier Responsmedier Group 
AB cover all four Nordic countries with their two business areas. They also have a shop-
ping paper named “Easy Shopping”. Today is distributing “Easy Shopping” and “Vi i 
Villa” to all the Nordic countries.  

 

Complete Film & Multimedia AB 

Complete Film & Multimedia AB was established in 1987 and is situated in Gothenburg. 
The company acts within the film and photo industry. The business to business company 
makes all the steps within a media production i.e. presentations, commercial movies, and 
interactive educations as well as production for exhibition halls that is distributed trough 
CD, DVDs, VHS, internet and intranet. They focus upon companies within the segment of 
vehicle-, petrochemistry, medicine- and engineering industry, offering both service and 
products to its clients. Services in form of filming, video editing, sounds, 3D and transla-
tion to other language in the media industry.  Companies that have Complete Film & Mul-
timedia AB as supplier are i.e. Husqvarna, AstraZeneca, Philips, Schenker, Volvo and Väg-
verket. 

 

Företags Catering AB 
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Företags Catering AB is situated in Jönköping and was founded in 1993. The company is 
within the food industry and is one of the largest catering companies in Jönköping. The 
company has three sphere of activities; catering, restaurant and vending machines. They 
own three restaurants all situated in Jönköping; ‘restaurant Guvernören’, ‘Café Arken’ and 
‘Smakfullt’. and the company all together have about 40 employees. The company works 
within business to business as well as business to customer. Their market is within a 100 
kilometres radius. However the radius within a 40 kilometres area is in focus.   

 

Galleri Bergstöm 

The company was established 1995 and is within the art industry. Galleri Bergström offers 
modern art in Jönköping and has both international and Swedish artists at art exhibitions. 
The company also arranges art travels over the world, have different art courses, rent arts 
to companies and they also make art interior. The owner has been in the art business for 
almost 40 years and plans to keep the company alive for two more years as the owner is go-
ing to retire. The Galleria has one new art exhibition each month and a total of 12-13 each 
year. During each summer the owner runs a galleria in Båstad. 

 

Ord & Form 

Ord & Form is a small company within the marketing communication industry. The com-
pany was founded in 1988 and works with planning and the implementation of marketing 
communication within different companies, this to help companies to reach stated pur-
poses and goals in the best possible way. The company is situated in Uppsala and the cus-
tomers consist of business to business companies and public companies. They were bought 
up almost three tears ago and now have an employed managing director instead of an 
owner that runs the business. Ord & Form often works with large companies on a regional 
level. There costumers are among others Banverket, NCC, JM, Skansen, Skolverket and 
Sandvik Mining and Construction AB. 

 

PowerHouse  

PowerHouse is a company within the experience based learning industry that offers quali-
fied vocational training. They have three educations that generate creativity and all the edu-
cations are intended to generate vocational training towards companies within the Experi-
ence Economy.  These are digital media production, game and 3D. They also offer educa-
tions within television, film and make-up.  

All the educations are two or three years long and 30% have to be practice, which is done 
all over Sweden.  PowerHouse and their educational programs are approved by KY, which 
is the authority for qualified vocational training. They also work as a supervision authority 
for the educations. All the educations at PowerHouse are approved for two years thereafter 
they must apply at KY again. Moreover all the educations need to be demanded at the 
market before KY makes any approval.  
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Skivfynd 

Skivfynd is a private owned store within the music industry that is situated in Stockholm. 
The company was founded in 1965 and the owner of the company runs the business on his 
own as a business to customer business. Skivfynd is concentrates upon jazz and blues mu-
sic and offers both CD and LP records. There is also a range of video and DVD products. 
The majority of the customers are in the age group of 50-85 years old and many of them 
are regular customers since the start of the store in 1965. Skivfynd also offers mail orders 
and regularly sends out catalogues with music that are offered today. The catalogues can be 
ordered through the homepage or one can have a subscription. The future for the company 
is to liquidate the store and only sell through the use of internet, this because of the major-
ity age of the customers and the decreasing demand of jazz and blues music. 

 

Skånes Dansteater 

Skånes Dansteater is one of the leading producers of contemporary dance in Scandinavia 
that operates within the art performance industry. The company was founded in 1995 and 
present modern dance to a broad audience base. Their ambition is to create dance that is 
inspired by themes and ideas that are relevant for the audience today. The productions are 
both small and big and Skånes Dansteater is based at Storan stage in Malmö but also tours 
regularly in Sweden and internationally. Every year about 70 performances are made by the 
company. All together Skånes Dansteater has 26 employees of which 14 are dancers. 

During 2005 they have moved to new production location in the West Harbour in Malmö. 
From here they will work with smaller and more intimate productions as the same time 
they will also play at the big stage at Storan stage, when having larger productions.   

 

Struktur Design   

Struktur Design is a consulting business to business company within the design industry. 
The Company was founded in 1994 and it offers services within industrial design to help 
customers to develop and create more competitive products on the market. This is done by 
improving not only the functional aspects but also aesthetics and cognitive aspects. Struk-
tur Design analyzes their clients market and their competitors, review available technology, 
draft ideas and delivers strategy based design solutions.  

 

West Vilt  

West Vilt was founded in 1989 and is a company within the tourism industry. West Vilt is a 
family company situated in the countryside Humla. They offer different kind of adventures 
both inside and outside as slingshot, axe throwing, basketball, climbing in nets, freebee, 
bow and arrow and air-gun. One can also go hunting in the nearby forest and smoke the 
animal at their farm. They also offer catering, meals in their gourmet restaurant and having 
an abattoir. One can also visit their farm shop and the food sold there are always home-
made culinary gourmet meet such as kangaroo, crocodile and frog’s leg.  
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Appendix 3a- Interview Guide in English 

 

Interview Guide  

Hi,  

Some sources indicate that the Swedish economy has gone from being an information so-
ciety towards an experience society where offers do not only contain just products and ser-
vices but also the creation of experiences to the customer. The purpose of this thesis is to 
study how Swedish industries have applied and adjusted themselves to this new society.  

To make it easier when making the interview we ask You to start telling us in general about 
the company and its development of milestones during the recent years. We also want to 
know about the sales and if it is done by the company itself or by retailers.  

1. What is Experience Economy according to the company?  
1.2 How has the Experience Economy been applied into the company? 

1.1.1 For what reasons have this economy been imple-
mented? 

1.1.2 How do you do within the company to make every 
employee strive towards similar goals? As application 
of the Experience Economy. 

1.1.3 What department is the most driven one? 
1.1.4 Where can the weak link are found within the com-

pany? 
1.1.5 What directions towards the employees are made for 

the implementation? 
1.1.6 Have there arisen some general changes within the 

company to adjust itself to the Experience Economy? 
(the last 10 years) 

2. How is added value created within the company, to generate more custom-
ers; that is attributes as product, the environment, the emotional and the 
senses? 

2.1.1 In what environment are the products and services of-
fered? How important is a pleasant environment for 
the business? 

2.1.2 How much effort is put on developing the environ-
ment where the selling is done? 

2.1.3 How has the company developed and built up this ex-
isted environment? As technology, information and 
communication 

2.1.4 How much focus is upon the product and its attrib-
utes to create added value? 

2.1.5 How is the price setting on the products and services 
in the company motivated? What do you charge for? 

2.1.6 How are the customers involved in the development of 
products and/or services?  

2.1.7 In what degree is the value of experiences imple-
mented in this process?  

2.1.8 Have this attributes changed during the last 10 years? 
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2.1.9 How do your company marketing the products or ser-
vices?  

2.1.10 How important is the brand for your company to be 
able to mediate these added values to the customers?  

2.1.11 Have your company notices any difference in the cus-
tomers habits during the last 10 years?  

2.1.12  

3. What advice would you give to businesses that have not come as far as your 
company? (Within the Experience Economy) 

 

Is it okay that the name of your company is in this thesis or would you like to be anony-
mous? Further will We send the result of our master thesis to your Company in June.  

 

Thank you for taking the time to be interviewed.  

 

Regards, 

  

Nina Nordell and Mikaela Claesson  

 

 

Jönköping International Business School  
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Appendix 3b- Interview Guide in Swedish 

 

Intervjuguide 

Hej,  

Vissa källor påstår en indikation över att den Svenska Ekonomin har gått från ett Informa-
tionssamhälle till att vara ett Upplevelsesamhälle, där erbjudanden inte längre består av rena 
produkter och tjänster utan är omvandlande till att skapa en upplevelse för konsumenten. 
Syftet med Vår uppsats är att studera hur Svenska verksamheter har tillämpat och anpassat 
sig till detta nya samhälle. 

För att underlätta telefonintervjun ber Vi Er att börja berätta lite generellt om verksamhe-
tens utveckling i form av de milstolpar som finns hittills idag. Utöver detta vill vi veta lite 
om hur försäljningen går till, och om den sker med egna eller fristående återförsäljare.  

1. Vad är upplevelseekonomin enligt Er verksamhet? 
1.1 Hur har Er verksamhet tillämpat Upplevelseekonomin?  

1.1.1 Av vilken anledning har ni tillämpat denna ekonomi? 
1.1.2 Hur gör ni för att få alla anställda att sträva efter gemensamma mål? 

Såsom applicering av upplevelseekonomin 
1.1.3 Vilken avdelning är mest pådrivande? 
1.1.4 Var uppstår det vanligen svaga länken inom verksamheten? 
1.1.5 Vilka anvisningar ger Ni Era anställda för realiseringen? 
1.1.6 Har det skett några generella ändringar inom Er verksamheten för 

att anpassa sig till Upplevelseekonomin? (senaste 10 åren) 
 

2 Hur skapas mervärde i Er verksamhet för att generera fler kunder, i form av attribut så-
som produkt, miljön, de emotionella och sinnesorganen? 

2.1 I vilken miljö erbjuder Ni Era Produkter/tjänster och hur viktigt är det för Er 
verksamhet att etablera en behaglig omgivning? 

2.2 Hur stor vikt lägger Ni på att utveckla omgivningen där försäljningen sker? 
2.3 Hur har Er verksamhet byggt upp denna miljö? Såsom teknologi, informations-

vägar, samordnig mellan olika sektioner och lärande. 
2.4 Hur mycket fokus ligger i själva produkten och dess attribut att skapa mervär-

de?  
2.5 Hur motiverar Ni ert val av prissättning på Era varor och tjänster, vad är det ni 

tar betalt för? 
2.6 På vilket eller vilka sätt kommer Era kunder med i produkt-

/serviceutvecklingen? 
2.7 I vilken omfattning kommer Er verksamhets upplevelsevärden med i denna 

process? 
2.8 Har dessa attribut ändrats under de senaste tio åren? 
2.9 Hur har Ert företag valt att marknadsföra produkterna/service? 
2.10 Hur stor roll spelar varumärket för Er verksamhet att förmedla dessa mer-

värden utåt till kunder? 
2.11 Har Er verksamhet märkt någon större skillnad av Era kunders konsum-

tionsvanor de senaste tio åren? 
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3 Vilka råd skulle Ni vilja ge till verksamheter som inte hunnit lika långt som Ert? (Inom 
Upplevelseekonomin) 

 

Går det bra att Ert företagsnamn finns med i uppsatsen eller vill Ni vara anonyma? Vidare 
skickar Vi resultaten från våran D-uppsats i början av juni.  

 

Tack så mycket för att Ni tog Er tid att bli intervjuade. 

 

Med Vänliga Hälsningar 

 

Nina Nordell  Mikaela Claesson 

 

Internationella Handelshögskolan i Jönköping 
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Appendix 4- The Four Realms 

 

 Estethic Entertainment Education Escapist 

Aftonbladet  x x  

Air Historic Re-

search AB 

 x x  

Arkitekthuset 

Jönköping AB 

x x  x 

Bonnier Re-

sponsmedier 

Group AB 

 x x  

Complete Film 

& Multimedia 

AB 

  x x 

Anonymous 

Fashion Com-

pany 

x   x 

Företags Cater-

ing AB 

x   x 

Galleri 

Bergström 

x x x  

Ord & Form    x 

PowerHouse   x x 

Skivfynd x    

Skånes Dan-

steater 

x x x  

Struktur Design    x 

West Vilt  x x  x 

The 14 companies, adding the four realms by Pine & Gilmore (1998; 1999).  


