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Structure of the presentation

* Empirical background
* Problem situation

» Exploration of practice
* Tool development

* Practical use
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The Experience Turn

The experience economy represents a turn in both
business strategies and local development strategies.

The manifestations of the turn within these two
domains are interwoven and the focus on space,
place and new social practices are central to both.

The growing demand for meaningful experiences that
IS a driving force In this turn presents many
opportunities to be exploited by firms relying on
experience-based value creation.

Creating meaningful experiences is important to
human welfare.
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Experience-based value creation

- A wide variety of firms practicing experience-based
value creation in Nordland county in Northern

Norway:

o Viking museum
o Aviation museum

o Hamsun centre (Literature centre)
o (Cultural festrval

o Aquarum

o Ecological farm with darry

o Recreated stone-age settlement

o Restaurants

o Fishing villages

o Wildlif

¢ Cottages/centres

o Mountam clmbmg, glacter expedition

and tre

o Seafisl
o Down-

cking
ing, kayaking, boat trips

hull skimg

o Motorbike trips

o Golf

« Common challenge: how to improve, practice?
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Method: Social reconstruction

1.

Based on John Dewey’s pragmatic philosophy

Conceptual reconstruction > new understanding:
l. Indeterminate situation — a need for more / new knowledge

ii.  Transformation into problems that can be addressed
systematically

lii.  Articulation and prioritization of specific problem situations
Ilv. Selection and development of potential solutions

Institutional reconstruction > new practice:
. Implementation, testing and evaluation of suggested solutions

ii.  Permanent, practical implementation of solutions that are
considered effective for reaching the ends
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Conceptual reconstruction 1-
Experience-based value creation

Expenience-based
value creation

T

Attendance based Detached
experience production experience production
Consumer —® Product/ productionsite Product —» Consumer
.//K 4 / \
Expen.ence spaces Experience spaces
Experiencescapes Experiencescapes
ES1 ES2 ES3 ES4 ES1 ES2
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Conceptual reconstruction 2 —
The stages of attendance-based experience production

Distinction between backstage, stage and front stage in attendance-based
experience production (Based on Sundbo and Hagedorn-Rasmussen 2008)

Backstage

Organization and
management - invisible

Strategy
Production flow
Logistics
Marketing

HRM

Training
Technology
Innowvation
MNetworking

Stage

Producer perspeggtipeo ntstage

. Customer perspective
Performanc(live

or recorded)

The creative, -
ot e Experience| space/scape .
artistic™ proces P P Customer
Artists, directorg | visible (experience
designers etc. The employee
H Ale
. Physical f \ :.
Participation =
Personality \ |
Servicescapes Yoo
Experience ‘logistic *'_
Sensuous input
Physical experienc Christine
Material ‘support’
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Conceptual reconstruction 3 —
EXxperience spaces deconstructed

Experience space: elements and relations to action (Based on Mossberg 2007)

Physical
environm ent

Temperature,
sOUnc
rusic, smell

Functionality:

lanyaut,
decoration,
fumiture

style, afefacts

Holistic
ehvironment

Ferceived
BXpErience
space

Symhbals: signs,

Internal Actions

reactions

Cognitive Individual action:

Affective Stay longer, do as

Physialogicall | njanned, refain
from going,

|

SpEnd Mare maongy

social interaction

Customer &
employee
reactions

between customers
| & EMployEES
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Conceptual reconstruction 4 —
EXxperience spaces observed

« H. Lefebvre: "All social practice is spatial practice”

«  EXperience spaces / experiencescapes —the
spatio-temporal shapes of experience co-creation:

- ES 1. Centres for day trips (e.g. museums, aquarium, glacier)

- ES 2: Facilities for longer stays (e.g. fishing villages, hotels )

- ES 3: Rooms within buildings (e.g. restaurants, dairy at farm)

- ES 4. Mobile experience spaces (e.g. climbing, kayaking, biking)
- ES 5: Fixed trails (e.g. golf, down-hill skiing, viking museum trail)
- ES 6: Festival areas (e.g. cultural festival, viking village /market)
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Conceptual reconstruction 5 —
EXxperience spaces deconstructed

Experience space: elements and relations to action (Based on Mossberg 2007)

F'h],r_sin::al Holistic Interr:lal Actions
environm ent environment reactions
Temperature, Cognitive Individual action;
50und Affective Stay longer, do as
music, smmell F'h'_',fﬂll:llﬂglﬂal I:llarIrIEd, refain
Functionality: from going,
300t by Coros wed spend more maongy
decoration —*| Experience ol -
LMt - space Sacial interaction
WmitLre Customer & téetwe?n custamers
Bmployvees
Symhbols: signs, ferggl?nf"ne: — PIyS
style, artefacts
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Conceptual reconstruction 6 —
Value drivers in experience spaces

The 40+ elements (or potential value drivers) of
experience spaces mapped in the Arena project
grouped in 7 main categories:

Natural elements (e.g. landscape, weather, smell)
Buildings, architecture, area (e.g. accessibility)
Premises / functionality (e.g. design, furniture)
Atmospheric conditions indoors (e.g. sound, temp.)
Signs, symbols, artefacts (e.g. artefacts, signposts)
Facilitation for customer co-creation (e.g. interaction)
Employees (e.g. language, guiding, storytelling)

’ Norwegian Institute for Urban and Regional Research



Conceptual reconstruction 7 —

EXxperience spaces as scaled levels of related elements
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Institutional reconstruction 1 —

Material and human value drivers in experience spaces

Qualitative assessment of experience spaces based on analyses and
ratings of the quality of each element that constitute the space in question

Elements that Categories(assessment, rating)
constitute experience 2 3 4 5
spaces
A. Natural environment
1. | Landscape

(cultural - wilderness)

2

Weather

{unstable — stabile) —
(context dependent)

3. | Temperature
{outdoors: cold —
mild) (context
dependent)

4. Smell

{outdoors: much—
little) (context
dependent)

rn

Sound/noise
{outdoors: much—
little) (context
dependent)

q
ql
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Institutional reconstruction 2 —
Material and human value drivers in experience spaces

B. Builtenvironment, architecture, area

Architectural style
(aesthetics) (generic —
authentic)

Design
(aesthetics) (sumple -
advanced)

Alaintenance
(degree of wear)

Transport
(easy — difficult)

10.

Access
(easy — difficult)

11.

Intensity of use
(high - low)

.| Universal design

(low — high degree)

13.

Tidiness
(outdoors) (low — high
degree)

14.

Connection to
place/local context
(low — high degree)

p
ql
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Institutional reconstruction 3 —
Practical use of the framework of value drivers

Bottom-up, practice-based, context sensitive approach to:

« Identification of improvement potentials in own
business / experience space(s)

« ldentification of what guests (consumers) from
different cultures appreciate / value

« l|dentification of better (“best”) practices in
attendance-based experience production

«  Benchmarking of value creating practices in
experience spaces

« Guidelines for experience-based value creation
/JINIBR
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Socioeconomic and territorial studies of experience-based value creation
Approaching two dimensions of the experience turn

Experience-based
value creation
Attendance based Detached
experience production experience production
Consumer —® Product / production site Product —» Consumer
Experience spaces Experience spaces
ES1 ES2 ES3 ES4 ES1 ES2
-
Approach 1 Approach 2
(cultural geographyv) (economic geography)
- Social and cultural - Economic value creation
value creation - Business development
- Place development - Industrial development
(urban/regional) - Production-oriented
- Everyday life - Innowvation
- Consumption- - Resources
oriented - Organisation
- Design, use, meaning -Innovation system
- Attractivity - Clusters
- Place quality - Networks
- Land use - Competence
< . > - Infrastructure

Potential conflicts of interest n land use:
commercial vs. non-commercial ereation of

experience value
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Sosiookonomiske og territorielle studier av opplevelsesbasert verdiskaping
Tilnzrminger til to dimensjoner ved ”the experience turn”

Opplevelsesbasert
verdiskaping
Frammetebasert Distribuert
opplevelsesproduks;j on! opplevelsesproduks;j on’
' l
Forbruker —* Produkt / produksjonssted Produkt —* F(?Lie:
o
Opplevelsesrom Opplevelsesrom
ORl OR2 OR3 OR4 OR1  OR2
w,--
Tilnserming 1 Tilnsgerming 2
skultur-:' (okonomisk gﬂgl'aﬁ)
bvgeografi) - @konomisk
- Sosial og kulturell verdiskaping
verdiskaping - Bedriftsutvikling
- Stedsutvikling - Naringsutvikling
(by/region) - Produksjon
- Hverdagsliv - Innovasjon
-Forbruk - Ressursgrunnlag
- Utforming. bruk, - Organisering
betydning - Innovasjonssystem
- Attraktivitet - Klynger
- Stedskvaliteter * r > - Nettverk
- Steds-/arealbruk - Kompetanse
- Infrastruktur

Interessemotsetningeri stedsbruk: kommersiell vs.
ikke-kommersiell skaping av opplevelsesverdi
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