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Background

Experiences is a new area of innovation which is 
supposed to generate value to firms and society.
Leads to the innovation of new ”service 
characteristics” and requires development of new 
competencies and preferences.
Interactive (or open) innovation could be a 
framework for change that could be critical in this 
area: need for coordination, strong impact of 
consumers’ preferences.
Interactive innovation means: To interact and to 
situate, variation and selection.



Survey to Danish firms

Focus only on firms that have experiences as a 
primary activity.
61 different NACE codes, which can be grouped into 
four main industries: Tourism, Art and culture, 
Entertainment and leisure, Design, image and 
branding.
Experian contained 14,009 such enterprises.
Net sample of 4,498 enterprises response rate of 29 
%
Comparison with CIS.



Main questions

Is innovation an important phenomenon in the 
experience firms?
Does innovation take place in an open and 
interactive process?
Are experience companies that work with different 
realms of experiences simultaneously more 
innovative than those who do not?
Is product differentiation on local markets a preferred 
strategy?
Are companies that value leadership more 
innovative than those that do not?



Importance of innovation

As shown by Sundbo (RESER2008 paper), a larger 
share of experience firms are innovative than the 
share of average Danish firms.
66,6 percent of the innovative experience firms have 
a positive development in turnover (chi square = 
59,192 and p = 0,000)  whereas only 56,0 of the 
non-innovative have a positive development in 
turnover (chi square = 33,856 and p = 0,013). 
Innovation is important.



Dependence on other companies

Experience firms are more dependent on cooperation with in 
connection with product innovation than is the average Danish firm.



Innovation sources

When it comes to innovation sources (ideas for innovation), experience 
firms are more narrowly situated in the context of the single firm and its 
customers than is the average Danish firm. 



Interdependence between product characteristics: 
entertaining, learning, sociability

Firms that say they integrate all three realms are clearly 
more innovative than those who say they integrate none or 
only some of the three realms.

Companies seek to pull together different voices of customer 
experience opportunities rather than responding to or specialising 
in only one of them. 



The “situatedness” of innovation in a 
company

In the experience firms, involvement of employees in the 
achievement of common goals appears to be a crucial activity: 
firms that value leadership are more likely to be innovative.



The situatedness 2

The enterprise try to offer something which is not locally typical or typical of other markets. 

Divided by region, the attempt to create products whic are not typivcal of local market is even 
true for Copenhagen, 73,7 % (average 81,3 Chi square = 16,680 P = 0,002).

Product differentiation in this sense  means that the specificity of the company and 
niche strategy is important.



Conclusions and further questions

Innovation is an important phenomenon in experience firms.
Interactive innovation is critical:

– On the one hand, an experience company or organisation are situated in 
the context of customers, its products and its leadership.  

– On the other hand, it exists as an open and dependent system which is on 
the alert for new knowledge and resources from many sources. 

What does this mean for the organization of innovation? What network 
structures does it require? What organizational structure?
How does interactive experience innovation interact with local culture?
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