
THE EXPERIENCE ECONOMY AND
LOCAL DEVELOPMENT

Luis Moura Ramos
Faculty of Economics,
University of Coimbra
lmramos@fe.uc.pt  



Experiencies…
By the end of January (2011), Holliday Inn hotels in London and 
Manchester will offer its guests human bed warmers. Two promoters, 
dressed in pijamas, will lay in the beds for 5 minutes, leaving it ready 
for the guest. The initiative is based on the fact that a warm bed is the 
best kickstart or a good night of sleep.(in Invisiblered.blogspot.pt)

Labels: 
experience, 
Guerrilla Marketing



“Experience” Carsten Höller



Experiencies…
Since the New Museum's Carsten Höller "Experience" 
exhibition opened last Wednesday, city agencies have 
been investigating three of the show's installations: a 100-
foot tube slide, a mirrored carousel and a saline sensory 
deprivation pool. 

Despite the controversy around the show, "Experience" has 
been breaking museum attendance records, bringing in 
twice as many visitors each day to the museum as 
compared with other shows. 

in http://culture.wnyc.org posted in 1 November 2011.



A tourism product is what you buy. But a tourism experience is what you 
remember… (Canadian Tourism Commission)



The experience economy and local development
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Experiencies as products

• Increasing competition in the market means that “goods 
and services are no longer enough” and that producers 
must differentiate their products by transforming them into 
“experiences” which engage the consumer.

• An experience can be considered a product since it must 
be produced or staged to be made available

• Experiences represent an existing but previously 
unarticulated genre of economic output that have the 
potential to distinguish business offerings



• Elements that make up an experience including those 
elements that render an experience meaningful

Experiences as products

1) High degree of concentration and 
focus

7) One does and undergoes 
something

2) The involvment of all senses 8) There is an element and sense of 
play and expectation

3) The perception of time is changed 
(made irrelevant) 9) One feels in control of the situation

4) One is affected emotionally
10) There is a balance between the 
challenge and one’s capacity to meet 
it

5) The process is unique and has 
intrinsic value for the individual 11) There is  a clear goal

6) Contact with “the real thing” In Trine Bille (2010), refering Boswijk et al (2007) 
The Experience Economy: A  new perspective



The experience sector

The customer who buys a service buys a set of intangible 
activities carried out on his/her behalf.

The purchase of an experience, on the other hand, buys time 
enjoying a series of memorable events that engage the 
consumer in a personal way.

Examples of experience are sport, art and culture (the theatre, 
film, music, TV, etc.), museums, tourism, gastronomy, design and 
architecture, computer games, entertainment on mobile phones 
and advertising.



The experience sector

Experiencies
• are even more immaterial and intangible than services 

since the users must be more engaged than in services 
because the experience takes place in their minds, being 
the customer a co-producer

• the aim of services is to solve the customers’ problems, 
the experience industry seeks to give the customers what 
can be defined as a mental journey (people may 
experience the same performance in different ways)



The experience sector
• Pine and Gilmore (1999) take “the experience” beyond 

the provision of goods and services to the recognition of 
experience as a distinct economic offering

• As an economic offering, experiences can add value to 
a business’s goods and services and are distinct from 
both.

• Economic actors gain an advantage in the market by 
staging and selling memorable experiences that are 
enjoyable and personally engaging the customer.

This is claimed to be a vital part of the future of capitalist 
economies. Why?



The experience economy

Self-actualization (pursue
inner talent creativity fulfillment)

Self-esteem (achievement
recognition respect)

Belonging – love (friends
family)

Safety (security stability)

Physiological (food water
shelter warmth)

Maslow’s Hierarchy of Needs



The experience economy

• Experience economy is a notion that intends to 
conceptualize a new trend in economic development, in 
which the driver is people’s search for identity and 
involvement in an increasingly rich society.

“Experience economy” - Pine and Gilmore (1998) 
The experience economy can be conceived as the next 
step in the development of new economically dynamic 
sectors. 
Economy and society had developed “from the ancient 
agrarian economy, to the industrial economy, to the latter 
service economy and that the current economy is shifting to 
the experience economy”



The experience economy
The experience economy can be added to the various 
theories about ‘economic societies’ that succeed one 
another: 

Agricultural society

Industrial society
Services or knowledge
society

Experience society



The experience economy

• The experience economy involves the growth of
leisure consumption and the development of
costumer relationships.

Experiences can 
become integrated in all 
economic activities, 
also the ones that were 
earlier seen as trivial





The experience economy
The driver is people’s search for identity and 
involvement in an increasingly rich society.

In this context, the experience economy does not refer 
to a particular industry or a specific segment of the 
economy
Since 
the experience component of a product or service is 

increasingly becoming the basis for profit,
 and because an experience component in theory can be 

added to all products and services



The experience economy
The recipe to follow for the economic actors, cities 
and regions is:

Just add
experience!



The experience economy – a new idea?

The experience economy and other complementary 
approaches:
Creative industries – late 1990s the first Blair 
administration set up its Creative Industries Task Force to 
outline the promotion of creative industries as economic 
drivers 
“Those industries which have their origin in individual 
creativity, skill and talent and which have a potential 
for wealth and job creation through the generation and 
exploitation of intellectual property”
• “Creativity” as a central input to the production process
• Intellectual property (and not only copyright) as a 

characteristic their outputs



The experience economy – a new idea?

Creative class – Richard Florida (2002) 
• Business today move to where the creative class lives 

because human creativity is now the most important 
resource for business.

• In other words, the spatial dimension and the interactions 
generated on a limited territory are crucial for creativity to 
emerge and contribute to the economy. 

• The ability of cities and regions to attract and retain the 
creative class labour will determine their future levels of 
economic growth



The experience economy – a new idea?

The same diagnosis
• Today, consumers are flooded by a market full of products 

with similar prices and technical performance. A good 
product can easily be copied at a lower cost.

• One traditional (but socially disruptive) response to 
increased competition, and to the downward pressure on 
costs, is to shift a significant share of value-added and 
labour-intensive production activity abroad

A similar solution
• Alternatively, the situation can be addressed by fostering 

competitiveness, growth and income within Europe, 
through an optimal use of “creativity”.



The experience economy – a new idea?

This fact is acknowledge by the report from the EC  “The 
Economy of culture in Europe” (2005) that proposes the 
following definition:
The “cultural sector” 
- non-reproducible and aimed at being consumed on the 
spot (a concert, an art fair, an exhibition)
- mass-dissemination and export (a book, a film, a sound 

recording).
The “creative sector”
- may also enter into the production process of other 
economic sectors and become a “creative” input in the 
production of non-cultural goods



The experience economy – the local is back?

• Primary experience sector – companies and institutions 
that have the production of experiences as the primary 
objective
• Detachable experience products and services – can be 

transmitted to consumers all over the world
• Attachable experience products and services – covers 

economic activities where the majority of the production  of a 
certain experience product or service is bound to a specific 
place

• Secondary experience sector – experiences are add-
ons to artefacts or services



The experience economy – the local is back?

• Some support the idea that the experience economy 
brings new perspectives for local development and 
growth. The experience factor gives economic actors an 
advantage when their products (including places) are 
brought on to the market.

• Thus in terms of geography the experience economy
seems to be less amenable to concentrate in large
metropolitan areas.  part of the experience
production and consumption is space bound



The experience economy – the local is back?

• Experience products, activities and places are connected 
to places like villages, beaches, mountains and cities of 
different sizes and histories

• Both central and more peripheral places are places of 
consumption. Globalization integrates all sort of locations 
in the global flow of information, people and money in the 
experience economy.

Central places Peripheral places
Are magnets of inhabitants and 
tourists because they offer a wide 
array of experience products

Peripheral places may offer particular 
experiences rooted in authenticity and 
natural environments



The experience economy – the local is back?

• Places are constructed through branding, placing them on 
the global market 

• Branding concerns the way the city, the region, competes 
with other localities to attract consumers by creating and 
communicating narratives about its attractions

• Many actors emerge in the development and production 
of experience products. Small service producing firms, 
networks of firms, multinational corporations, urban 
planning authorities, civic organizations Networking!!!

Small cities may find niches in the global demand for 
experiences



The experience economy – the local is back?

2003
• “Denmark in the Cultural and Experience 

Economy” – a report jointly published by the 
Ministry of Trade and Industry with the Ministry 
of Culture

2005
• “Experience Economy in the Copenhagen 

Capital Region” - a report for the Capital Region 
of Copenhagen

2009
• About 1/3 of all Danish municipalities have 

formulated strategies based on experience 
economy or tourism

In recent years, policy-makers and planners 
throughout Scandinavia have embraced the rise of the 
“experience economy” as they believe it to bring new 
perspectives for urban and regional development also 
in peripheral cities and regions.



The experience economy – the local is back?

Smidt-Jensen, Skytt, Winther studied the employment 
change in the Attachable experience products and 
services in Denmark (1993-2006).
They considered  (Hotels and Restaurants; Entertainment, 
Culture and Sports):
- Strong employment growth (30%) well above the national 

average (5,7%)
- Contrary to the Danish economy (-1%) it registered 

significant growth rates in 2002-2006 (21,8%)
- Large municipalities (>100 000 inhabitants) have 

dominated this development



The experience economy – the local is back?

- Hotels and restaurants – very strong growth in large 
municipalities (52%) compared with a mere 9,1% growth 
in small municipalities

- Entertainment, sports and culture – more evenly 
distributed growth being higher than average in small 
municipalities. 

- For small and medium sized municipalities outside the 
growth centers, the municipalities along the coastal areas 
or with rich history (traditional tourist places) registered 
the highest increases



The experience economy – the local is back?

Freire-Gibb (2011) argues that most important factor in the 
rise of the experience economy in Denmark is that “it came 
after as unusually strong period of growth that lasted 15  
years and was considered a golden age”.
With the arrival of the economic crisis, skepticism towards it 
has increased.
Some factors suggest that the culture and experience 
economy 
 grows at a faster rate than general growth in boom 

periods
 grows less in the periods of recession

“ I see experiences but where is the economy? “



The experience economy – the local is back?

Where do we stand?
- General increase in income and welfare
- Technological development
- Increasing globalization
The driver is leisure consumption and so, conditions are met for a mass 
market for experiences

In this economy, the value of physical products only constitutes a
fraction of the price. A growing proportion of it is related to the
“experience” factor.

Small cities, peripheral regions have unique resources to offer
experiences, they just need to be accessible and known, they need to
integrate the global flow of people and information.
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