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sion of i rdi inci
Concem?;tzgnlmiss as a cardinal principle. The designers translated this
ey w ti}uc Fulfs as: the mechanics of making sure a trash receptacle
in sight of any guest and the h i
umanics of assigni

:lrun[l]b:[: ofd cast members whose sole role is to pick up any Ering & lrge

as o
rash i at oeis not Enake itinto a receptacle. Well, not quite  Diff i

N ¢ role: they're also to make eye contact and smile erent kinds
w e‘flever. they’re within ten feet of any guest to reinforce of experiences
. the “happiness” impression. rely on
. The cues trigger im i

e i i i
g cues (0 fdg " pressions that fulfill the theme in the different kinds
| costome - An experience can be unpleasant merely of impressions
y some architectural feature has been overlooked
:lilxr 2:311"zz:pprecwltetli, or uncoordinated. Unplanned or inconsistent visual and
ues can leave a customer confu
sed or lost. Have

o . ou ever b
ansure of how to find your hotel room, even after the frontjjdesk staff flfé::;

calls “the next evolution in food service: a marketplace experience for vir-
tually every taste profile.” To fulfill its theme of “Fresh World Flavors,” the
development team decided on a set of impressions they call “The Five F's
and a W.” At seven modules, each featuring different foods from around the
world with a Fresh display of the seasonal ingredients that make up the
day's specials, the costumed chefs cook each entree on the spot in a Fast
and Forthright manner. Everything is laid out in front of the guests, with no
backroom kitchens, Amidst the explosion of color and aroma, the chefs
customize each meal to taste, just For You, all the while keeping up an
engaging banter that makes it Fun for both the chefs and the guests, result-
ing in a decided Wow! as it all comes together.

ften rely on radically differ-

Different kinds of experiences, of course, O
ent kinds of impressions. Al East Jefferson General Hospital in Metaitie,

Louisiana, just outside of New Orleans, CEOQ Peter Betts and his manage-
ment team redesigned the hospital around the impressions of warmth, car-
ing, and professionalism. They convey these three key impressions by
means of having team members weat easily read nametags that list profes-
sional titles and degrees and knock before entering a patient’s room, among
other things. The hospital designates any area accessible to guests—which
include not only patients but family members, clergy, and |
Companies must any other visitors——as on-stage and all others as off-stage. It
introduce cues then confines unpleasant activities (such as transporting
. . blood) and “hall conversations” (o off-stage areas, while
affirming the _ . ] . i _
carefully crafting all on-stage arcas with appropriate cues
nature of the that enhance the experience. Toward this end there are
experience painted murals on the ceilings of rehabilitation rooms
where patients frequently exercise on their backs, and dif-
ferent kinds of flooring to identify locations (lobbies are carpeted, paths to
dining areas slate, (0 conference rooms terrazzo).'® :
Lewis Carbone, president of the Experience Engineering Co. in Bloom-
ington, Minnesota, developed a useful construct for “engineering” prefer-
ence-creating experiences. Carbone divides impressions, of “clues,” as hé
calls them, into “mechanics” and “humanics,” or what might be called the
inanimate and animate. The former are “the sights, smells, tastes, sounds.
and textures generated by things, for example, landscaping, graphics

ELIMINATE NEGATIVE CUES

nsuri i ;
e OI;ngOEl?t(? integrity of the. customer experience requires more than layer
di_[‘[}i]_‘li\gl; e51 ive cues. Expenepce stagers also must eliminate anything St(hat
© st oo S,t contradicts, or distracts attention from the theme. Guests to
- litt:rs (liuct-ed spacm?s—malls, offices, buildings, or airplanes—find
e do e \c’;’lth mean'mglcss or trivial messages. While customers some
e ann‘ee 1nst@ct10ns, too often service providers say it poorly or
oo A ;r\liapléilopnatc medium, such as the sign we encountered gn a
féciines ) Coglrlli ! am Ga;den Hotel room: “For your comfort, this chair
: ive psychologist and industri i I
. al design
fan gives © 1 gn critic Donald Nor-
”tru%ti ;ES”ZIU r’Il‘lﬁe of thunllb for spotting bad design: Look for posted
: ey can only serve to form i :
Seemingly mi : . POOT 1Mpressions.
r-'examplgeya?mt]rdcue.s Ca‘? impair any experience. At most restaurants
normal m’ 1 ost droning “Your table is ready” cues customers to ex ec;
VR 1:21 SfervweéThat phrase is now so familiar it forms no impI;es
n. nforest Cafe, however, the ho )
L ’ s st sets the stage ;

ead by proclaiming for all to hear, “The Smith partyg for what lies

scents, recorded music, handrail surfaces, and so on. In contrast, ‘human ur adventure is about to begin!” Should X
ics’ clues emanate from people. They are engineered by defining and chore l to appear at the third call th h o the Smith party Experience
ographing the desired behavior of employees involved in the custome ests that the Smith’s “safari t ¢ host informs the other ¢ A
encounter”*? To avoid givi ffs safari has left without them.” stagers eliminate
T ) . . ) ; giving off cues at odds with i ; i
At Disney, for example, to avoid any possible association with rowd eme-park cast members always :::ﬁ]eiisp:ﬁmes’ Disney da!-')t’th"t]g fthat
, Never step- Istracts frrom

Jocal carnivals or run-down amusement parks, management set the impre _ P out of charact i
, . er while on-stage. Onl
. Only when off-stage the th
i eme



56 « THE EXPERIENCE ECONOMY

ers talk freely amongst

in an area prohibited to customers; can cast memb
Sturbridge Village and

themselves. Many historical villages, such as old
Plimoth Plantation, both in Massachusetts, also require employees to stay

in character (eighteenth—century farmers and the like at Sturbridge, Pil-
grims and Indians 5, such as Colonial Williamsburg and

at Plimoth). Other
Jamestown in Virginia, significantly diminish the integrity of their experi-
to talk the talk of their

ences by allowing period—costumed employees

present-day guests.
The idea of “role-appropriate”
people with more workaday jobs.

teamn members must personify “the E
climinates potentially negative cues. Not allowed, for example,
shirts without ties on men, extra-long fingernails and certain shades of pol-

rfumes on either. The “EJ Look”

ish on women, and strong colognes Of pe

helps the staff create the hospital’s desired impression of “professionalisrn”
and has proved so offective that people they meet out and about in the com-
munity often jmmediately identify them as being from East Jefferson.

Too many Cues, particularly when put together haphazardly—such as
overservicing in the name of customer intimacy—<can
ence. As a writer for Fortune put i
chartered homes ins
are no check-ins, no chec
inflated telephone charges
list of calls is sent (0 YOu lat
night minimuim. Even better, no 5¢
no bellman waifing t0 be acknowle
lurking in your room watch
night to hide chocolates in the bed.”?! Lest they slow
the better experience of an away-from-home home, hotel
work harder to eliminate negati
and desktops with service communications; assign off-

answer phones SO front-desk staff won’t have to interra

with paying guests 0 field telephone calls; make sure

perform their tasks unobtrusively; and o forth. Only then
be made to truly feel at home.

clothing and behavior can also apply t©
At East Jefferson General Hospital, all

J Look”—a set of dress standards that
are casual

Too many
haphazard cues
can ruin an
experience

MIX IN MEMORABILIA

People have always purchased certain goods primarily
they convey. Vacationers buy postcards evoke treasured sights,

purchase shirts or caps with embroidered logos

also ruin an experi-
t in extolling the virtues of staying in
tead of hotels while traveling: “There

kouts, no bills to puzzle over, no
(you dial direct and an itemized
er), and only a two- Of three-
rrice-industry intrusions..
dged or tipped, no maids :
ing TV, no agents sneaking in at -
ly lose their clientele to.
chains should:
ve cues: stop cluttering end-tables, dressers;.
stage personnel O
pt conversations.
belimen and maids:
will their guests

for the memorics
golfer:

to recall particular course
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or rounds,'spouses select greeting cards to celebrate im
tant occasions, and teenagers collect T-shirts to remenll)t())'rn
roc'k concerts, They purchase such memorabilia as tan, 'b?r
artifacts ?f the experiences they want to remember. -
‘ Such items are often among an individual’s m.ost h
ilslhedhp0§sessions, worth far more to them than the c:ste(l);"
’ I:, (;])u g'ts;cfarlnz;rrtllfszlct. Take .somethlng as simple as a ticket stub, a natural by-
D jewjé lrn ebxperlel_lce. Perhaps you have some tucked away in the
oo O moymozli (w1th.0ther val‘uable items), or your children have
some car fragmenlz ef and displayed in their bedrooms. Why do we keep
these tom freer Ma.s 0 Lpaper? Because they represent a cherished experi-
L cate o the mjo(lri ese_a_galllf baseball game, a fa}vorite musical, a mean-
g remembrancec.avents that run the risk of fading away with-
Of course, that’s not the only—perhaps not even the pri
g e T

;alzli:’(;hszsen;mm:abﬂia. Greater still may be our desirgr;n zﬁ)w I::llf’;'[;

hane. onvy. }I)‘Egle_nccd to generate conversation and, not a small factor
o (,}iussa.n i dls more food for the thoughtful experience stager. As
nne SWitzerl,andar I0f (zinhne st‘I"ategy at the World Economic Forum in
e trans;nje; ated to u's, ‘Memorabilia arc a way to ‘socialize’ the
Xperience, o transt tlp;arts of it to others—and for companies entering the
ol ahont s \ dey are means to entice new guests.”
Yo WhiChy epen Htens of blll}ons of dollars every year on this class
; Simﬂa,r b t%] a[tlzra ,y sell at price points far above those commanded
 fing Stone CDncerton tcor.nmemorate an experienced locale or event. A
oliing Stone concert gdoer will pay a large premium for an official T-shirt
totuns e price o, fate a.nd city of the concert he attended. That’s

o e e pthmtb unctions less as an indicator of the cost of goods
ddition to gaining ai)relrlr?i?]rmag:z? f’int(;frilrlnem'tﬁn'l-“ng e o Hard Rock
e run-of-the-mi -shirts, the Hard R
_catioidg?e:afﬁlesit lt;) 1mal(e mulﬂple purchases simply by printing 21(':11:
huion of each epS » tlll1 ar l::afe on its T-shirts (a practice the Rainforest

ity ot Sound ,a B1 : .oltl er themed establishments sure to follow). The
A n—’lill‘ 1'1t1‘s nightclub and burgeoning media company, had
¢ at the nightclutljmlz/llsstlgfg Zl;ebl.:atsf gzlty $6f e A
o 1b. . st came from memorabilia.??
end}:g ;r:ler;(gggg;i:sisfﬁ?;;d. :Mh a:]lh experience is one approach to
1 : ; tuming items 1 erently part of the e i
;gifiogﬁtzﬁg ;Irleél}oral?lllg is another. Sports-themed r‘.astaurE::l]sse ﬁ;ﬁ
g Bests ¢ edit card S{gnature and transfer it to a baseball where it
: ght below Ken Griffey Ir.’s autograph. At Planet Hollywood a

People purchase
memorabilia as
tangible artifacts
of experiences




The price point
is a function of
the value of :
beri thousand who requested one—whose story of an experience

remem e.rmg at the Ritz most touched the hearts of the associates who
the experience  read cach appeal. The Jimited-supply doorknobs became 2
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experie ; "
gugsts ‘r;(;ﬁs i}iﬁiﬂf‘m positive cues and devoid of negative ones, their
B oes, (If goosts don tpay for memor‘abgia to commemorate their c;(pcri_
wasn’t all tha£ greatn) T\l:'ant to-do this, it probably means the experience
stage such a distinctiv e special agepts of the Geek Squad, for example
 and lapel pins with thz Computergrepmr experience that guests buy T—shins:
wore in the experience company’s l.ogo from its Web site. If airlines truly
shop in those seat-po k-itagmg business, more passengers would actually
would inspire houl:e;ofd fi?talogs for mementos. Likewise, mortgage loans
 souvenirs in licu of nickelmaii]?f]?ﬁf:;' Hglroier}.' checkout lanes would stock
ance policy certificates would be suiiabrl,fl:] ;cil;fz?rlji;n?d perhaps even fnsur-

guest’s sighature could appear at"the bottom of a digitally altered movie
scenc in which the guest stands mext to a favorite movie star, Arnold
Schwarzenegger or Demi Moore, perhaps, whose signature already appears
on the photograph.

A third approach is to not sell memorabilia but 10 give it away. When the
Ritz-Carlton in Naples, Florida, installed a new computerized safety system
with key cards, management decided to give away the old doorknobs to
past guests instead of selling them or tossing them out. Each
of the 463 knobs was engraved with the classic Ritz-Carlton
tion and crown insignia, converted inlo a distinctive paper-
weight, and given to those guesis-——among the more than six

ENGAGE THE FIVE SENSES

The sensory stimulants that accom i

enhance i Pany an experience should su

b s o T o iy s s e e

smell of polish with cri will be. Stmart shoeshine operators augment thé

e the dhocs an Sh.sp' snaps of the cloth, scents and sounds that don’t

Savvy haie stylists zha r:]mcar buz1 do make ‘the experience more engaging.

sons but because the ad%00 or aPP_IY lotions pot simply for styling rea-

oce. Similarly bencjr( more tactile sensations to the customer experi-

use sight and sé)und " gTOCeTs pIpe bakery smells into the aisles, and some

o .51rnulate .thunderstorms when misting their produce

fest way 1o sensorigaligmg eXpetience. Indeed, in most any situation the eas—’

oA Bamezfi& a 1\?ml‘)\uce: add tast.e sensations simply by serving

fion to its superstores, cnco?lrelleiias fOUH;] fs cales 1o be a wonderful addi

c‘rhe]asitr}? t‘he likelihood they’ligbugy I;ZC(’E(: ;c:];plfllclyfcnc])? I;Et:ll;lrl © there, thos
est Poin i i ) :

the first to S::riars‘l;‘:clif;]gkffzzhg?f;fg:(l)l(ied b)tl RuS;Vernon, was one of

of . _ - ry store. Retail guru

ownies, walnut nasties lzggvgznit Sl;?:feroli tempta;ion with its killer

) X 15, - razies.”

r.l\:/’eer;s (:;rector of public relations, as saying, “We dosn’t hi?ta?g ct);eis tK ay?

[ ste a product. Some people come in on a Satarday e

physical reminder of a memorable stay, and, Ritz-Carlton

certainly hoped, a cue o relive that experience in the future. The sense of

obligation created within guests was worth far more than the Ritz would

have gotten by selling the doorknobs.

Finally, a fourth approach companies can employ is to develop a wholly
new sort of memorabilia. For instance, Hillenbrand Industries of Batesville,
Indiana, developed a new memorabilia capability for the funeral industry.
The concept emerged from the practice in many funeral homes of craft pro-
ducing “memory boards” for display at viewing and memorial services.
Hillenbrand sought to bring greater efficiencies to the process but also to
preserve the one-of-a-kind collages families now put together to commem- -
orate the lives of lost loved ones. Hillenbrand did this by developing a pro
prietary system to digitize, merge, and print mMass customized collages 10,
both paper and video output media. ;

But these Lifescape collages serve merely as a prop for the experiencef

Hillenbrand really offers. A self-guided kit that walks a family, group of

friends, or coworkers through a series of steps to create their own memo=
d the initiative, “is the:

ries. “What we sell,” says Gary Bonnie, who heade

lifescaping experience of gathering with others, rummaging through old
photographs and other mementos, and recalling fond memories. The col=
lage just happens to be the outcome; the true value is experienced in going

through the process we've helped script”” Accordingly, Hillenbrand charges and eat their way around the store. Russ’ .
for the kit experience, whether or not people actually buy the collage. = ome see the sights, smell th r;' Russ’s favorite saying is: The more
business can mix memorabilia into it$ rs of WPM.' 725 ’ e delights, and taste the won-
' ; : sensory an

With the proper stage setting, any
offerings. If service businesses such as barks, grocery stores, and insurance
companies find no demand for memorabilia, it’s because they do not offé

anything anyone wants to remember. Should these businesses offer theme t: sta : .
ges of life. Consider the task of feeding an infant. it will be

Services turn i . . .
th sensory phe nto engaging experiences when layered experience, the
phenomena. This can be seen in the very earli- MOre memorable
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M and others initially gave away services in order
to sell their goods. Service proviclers,/ consciously or not, recognize the
value clients place on the experience, but rather than charge separately for
it, they just surround their core services with experiential effects. Theme-
based restaurants, for example, still charge for the food when customers

come in for the experience.
- sas Consider Chrysler’s new showcase storefront, “Great
| LK ] L .
;e t angh on Cars, Great Trucks” in the Mall of America outside of Min-
egins when neapolis. Visitors learn about the history of Chrysler and the

jou give away automobile, and among other activities get to sec a tantaliz-
xperiences in ing concept car, play a race car simulation, hear the sounds
order to sell emanating from different engines, and sit for a picture in a
Dodge Viper. The store manager told us that Chrysler

eXISt,mg designed the showcase “to get out the word to consumers—in
offerings a nonthreatening, nonsales environment—about what great
cars and trucks Chrysler builds.” When we suggested the
company should charge admission to the showcase experience, he replied,
“0Oh no—if we did that, customers would feel they had a right to tell us what
they wanted to do here.” Exactly what it should want customers to do!
Ultimately, a business is defined by that for which it collects revenue,
and it collects revenue only for that which it decides
truly selling a particular econo,
customers to pay for that exact
ing an admission fee. Appe
greater preference for your o
but unless you charge customers for
you control, your experience is not
the most engaging experience aroun
retail establishment, but unless you charge peop
or participating in the activities performed—just
as do concert halls, theme parks, motion-based attraction
s~ -you’re not staging an economic experience.?®

offerings better, just as IB

rience venue
Even if you reject for now the idea o

uncertainty, or doubt, it should still be y
What would we do differently if we charged admission?
force you to discover what experience W
ful way. Bottom line: your experience wi
until you explore how to stop giving it away for free.

Movie theatres, whose owners
business, already charge admission to see the movies
theatre itself? Jim Loeks, part owner of the Star movie comp

to change. You’re not

mic offering unless you explicitly ask your
ffering. For experiences, that means charg-

aling to a buyer's five senses may create a
ffering versus its commoditized competitors,
using it—not for owning it—in a place
an economic offering. You may design
d your service offering or within your
le specifically for watching
for entering your place,”
s, and other expe-.

f charging admission out of fear,
our design criteria. Ask yourself:
This exercise will :-
ill engage guests in a more power- :
11 never be worth an admission fee

have always recognized they’re in show
——but what about the

lex in South-
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f}lilc[ll’] (?fiff_llﬁ?ltl, dcc‘lares, “It should be worth the price of You're not
3 million \]’isito?sg: il;t;)r t;; theatre.” Today, the Star charges | truly selli 0
etitor for a movie zhank percent more than a local com- Y Hng an
gnce which. aceordin s to its f‘l‘m-house~thcmed experi- experience
s ) g to Locks, “creates a sense of place unfess you

people want to go to every week.” With 65,0 '
: ) ,000 square feet of C
;e;stam ants and stores now being added to the complex in the d hz?rg‘e
ture, the Star may charge admission to the theatre whether admisston
ot not people also sec a movie.?
ner"(It‘lgnnﬁ3 e;bout a tpurc.asﬁataik:r that already borders on the experiential. The
ou go to a Sharper Image or Brookstone i ‘
vide a place where conswners can i st ity tech dome™
g play with the latest high-tech devi
watch the customers as the e
y meander around the store. Man ’
‘ . WO
gream of 'actually using, let alone owning, most of these physicil gogg:.na:
(;11'1‘16 01;1 in thelofﬁc.c. But notice how many enjoy playing with the ge
:)Jvn ;zlagsa getsilh.stenmg to miniaturized hi-fi equipment, sitting and I}gzirf,g-r
sage chairs and tables, and then /e ' i
valued—namely, the experience.® ave wthout paying Jor what they
Could such an establishment charge admission? Today, only a few peo

pl; “lzé)uld likely pay just to get into the store, though surely not enough
people (not at least as the companies currently manage the stores) to sustagin

. fl

fﬁz :)I(Ill);ninci ;0 attdract guests, especially on a repeat basis. The merchan
ould need to change more regularl il .
: ¥y, perhaps daily, even hou
gterm(:pstratlons, showcases, contests, and a plethora of othir cxperieniilzl.
Shaac el;)rlls would comp%ete the sharpened experience of a visit to the
o r:'lpth m;lg.c‘ Indeed, IF would no longer be mere image but an escape
; e reality of shopping elsewhere in the mall. As a result, the retailir

ght very well sell more goods.
Or consider Niketown. It is steeped in such experiential elements as

zﬁ:?t(s) \[,2:5 cf::;(t)un%cle pell]sit shoe models, displays of Sports Hlustrated mag-

2 ring athletes wearing Nikes, a usab

5 : . ,» 4 Usable half-court basketb

& h_::;;rédand v1d;j0 clips of everyday athletes viewed in an intimate theatrail

Njketm’vic'co{j h;lg to a company press release for the opening of the ﬁrsl‘:
in Chicago, that store was “built as a theater, where our consumers

toi.;lsle l\ﬁlll(diepce parli;icipating in the production.”™ Through these flagship
e aims to build its brand and stimulate buvi i
ail outlets. And despite sellin ol which et oot
: ( g shoes and a 1, whi ibali
. , pparel, which must cannibal
ither retailers’ volunie to sonie degree, Nike nevertheless maintains thaEtl :ﬁz

Tocati i
/ ons are meant to be noncompetitive with other retail channels
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If so, then why not explicitly charge people just to enter
Niketown? An admission fe¢ would force the company 0
stage compelling events inside. We might actually see guests
use the basketball eourt, perhaps 0 20 at it one-on-one with
past NBA stars or to play a game of H-O-R-S-E against a
WNBA player. Customized Nike T-shirts, commemorating
the date and score of events——complete with an action photo
of the winning hoop—could be purchased afterward. There
might be interactive Kiosks for educational and entertaining exploration of
past athletic triumphs. Virtual reality machines could let visitors be Tiger
Woods and then have themselves videotaped saying, “1 was Tiger Woods.”
All of Nike's signed stars could talk about their favorite sports moment,
teach clinics, and sign autographs.

We're convinced Nike could generale as much admission-based rev-
enue per hour at Niketown as Disney does at its venues. Granted, an
admission fee will make it more difficult to lure first-time guests (“You
imean I liave to pay (o get in there o eat?”), but it will be easier to get them
to come back. And there’s another benefit to charging admission. For those
experience stagers, like theme restaurants, struggling to attract guests for
return visits, the admission fec alters the buyer’s evaluation of the value of.

the total offering. For when restaurants {ry to recover all the costs of stag-
ing an experience from.the food alone, people quickly get used to getting
the experience for free and then begin to view the food as grossly over-
priced. So why go back? With an admission fee, guests rightly perceive
each offering they consume—goods, services, and experiences—as rea-
sonably priced in its own right. The same principle applics to direct manu-
facturers, Web site operators, insurance agents, financial brokers, busi-

ness-to-business marketers, and any ot

r experience

't be worth

admission fee

ntil you stop

iving it away
for free

experiences around
would readily benefit from charging admission
Schwarz, the Imaginarium, Oshman’s, Victoria’s S
pany, and, of course, Disney itself.
Disney’s foray into speciality retail
disappoints. Other than the Disney vid
mall stores pretty much look and feel like everyone else’s mall
and the blame lies squarely on
Because no one pays to get in t
shopping trip ratlier than a magica
real effort into the architecture and
store in midtown Manhattan, where upon entering
ment that you have been transported to Disney Worl

ecret, the Nature Com

her cue-less business that wraps free

costly goods or services. Many retailers, in particular, -
. Warner Bros., FAO

ing outside its primary propetties -
eos playing in the background, its:
stores,
Disney’s failure to charge admission.’
he door, Disney provides a pedestrianf-
1 adventure. Even when Disney puts’
furnishings—such as at its fiagship:
it seems for a mo-
d itself—it doesn’
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harmonize all the cues. The elevator at the mi
appear . midtown store, for ex
olrjlge 0181 Eg;l; él;jsllij I;’:lnd oEt to be an entrance into Snow White's czssgl II)JIEE
the medieval surro gd_roc music confronts you that has nothing to do ;Vith
 (here, they d(; o l:; 1‘Illntghs. And Tcrywhere you find costumed employees
talking amongst themselvees t;r;'lhagistthilei;n: ctr ?)) o)y out of characier,
it s Yes. ot Disney’s intention.
:)f ar:n :drf[lgssi(;?]rfzef:uuon_ But that execution stems gireCﬂy froxl; ﬁf:;:gi
certaindy diminict chcr} one reimbursable later for merchandise—and it
erluinly diminishes the Disney brand by failing to live h
gh experiential expertise. up (0 the company’s
Perha i .
portion 5; tt}l:; Sr:f:‘; ftlyfto start charging admission is to do so for only a
New England. the C(-)m our fun-filled 'Jordan’s Furniture locations across
wonic replica; of thr pany stages myriad experiences (from audio-anima-
BOUI‘bon—SI;reet-themec](\)/[_m-’mm, brothers Barry and Eliot Tatelman, to a
those away, but at the Aaud1 Gras atmosphere). Barry and Eliot stili give
io the Motion Odysse lrM von, Massachusetts, store they charge admission
ulating a roller ngstey 3Chme, which takes audiences on a thrill ride sim-
complete with wind . 3 une buggy, an out-of-control truck, and so forth
bositess that's oot han wa_lter cifects. As Barry often says, “There’s n(;
I the ful}-ﬂeds (;Jv;; busu‘less.”
stores but entire %ﬁopp?nfr;igfcli ];:lc]z?omyél we will see not only retail
allowed . s ge admission beforc a pe i
Disney’stzr?:_rfj(:; 1111I a store.?2 In fact, such shopping malls alreapd;SZI;islf
ihe form of o oorki niversal SFudios, for example, charges admission (inl
and Hotel corljlpie)? %nfegz)istl(lj Sllty ];Valk, us does the Opry-
Minnesota Renaissance Festi\‘:f;]e.theuéit{]mk 3180. about -the
n California, the Kitchener-Water] myOGarhC Festival
Ontario, Canada, and a host of othe o ktObc.rfeSt m
_harge admission or what are rc;]ieasonal festivals that
malls. Consumers find these festivafs Oturdlgor shopping
ntrance fees because their owners explicit(; . _WOl‘t_h 'the
e exper] . y script distinc-
et gfzzgi’iétsie?rt?lu?d pgmcularly enticing themes and then stage a
A e Mo ! capeivate guests before, after, and while they shop
o fair i Senaissance Festival, for example, handsome knights
{enry and Queen Ig(ref]t visitors 1o the twenty-two-acre domain of King
he Realm guide on Sfiit eime outside of Minneapolis, hand them a News of
estivitice. Throman ntmhated parch‘ment, and invite them to enjoy the day’s
..meﬁmagiciansg ju;gftelz d;ZdZ?;zui'menyH:jakers i Renaissance cos-
. ans, ; , singers, danc
-.mr of bumbling commoners known as lguke & Sncot[i(ilf]rizsliei[ll‘ldy Z‘(’:CCI(I)::

Not only retaif
stores but entire
shopping malls

will charge
admission

t
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0, you would be following the lead of
Renaissance Festival, the American
d a host of other companies that have

your goods as memorabilia. In doing s
not only Disney but the Minnesota
Wilderness Experience, Bamboola, an
already entered the Experience Economy.
The same principle applies to business-to-business companies: staging
experiences for their customers will drive demand for their current goods
and services. The business equivalent of a shopping mall is, after all, a trade
show—a place to find, learn about, and, if a need is met, purchase offerings.
Trade show operators already charge admission (and could charge even
more, if they staged better experiences); individua! companies can as well.
If a company designs a worthwhile experience, customers will gladly pay
the company to, essentially, sell to them.
In a business-to-business setting, Diamond Technology Partners of
Chicago accomplishes this with an experience offering it calls the Diamond
Exchange. This thrice yearly gathering of executives, “fellows” (top part-

rities ranging from computer pioneer Alan Kay

ners as well as outside autho
to University of Chicago economics and psychology professor Marvin

Zonis),?? and Diamond’s own “knowledge leaders” explores
“the digital future” to help determine its impact on guest

in business-to- ! ’ :
3 Djamond Exchange director Chunka Mui

. companies.
business Y )
] . describes it as “a long-term conversation between top execu-
situations, stage  (jves and some of the world’s leading experts in strategy,
experiences technology, operations, and learning. Its point of departure is
in a world that is increas- |

where customers how our members can compete 1

what they gain from the explicitly s
insights, revealing self-discovery, and engaging in

teractions—is worth it

And because it demonstrates its capa
company strictly forbids any solicitation of potential consulting engage:
ments at the events) Diamond greatly increases its chances of gaining sig
nificant consulting work to help members further explore what they learn.
Will every company be able to charge admission? No, only those that
like Diamond or Club Disney, propetly set the stage by designing rie
expetiences that cross into all four realms: the entertaining, the educational
the escapist, and the esthetic. And onl i '
lined above to create engaging, memorab
sion is the final step; first you must design an experience werth paying for

such ordeals create our most lasting r

pay you to sell ingly transformed by technology.” Current and potential:
clients gladly pay tens of thousands of dollars a year to

to them attend the Diamond Exchange for the simple reason that
taged events—the fresi

bilities in a nonsales atmosphere (the

Get Your Act
Together
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EMEMBER THE LAST TIME

. ou H .
1ce, at a restaurant, automotive shop you received particularly poor ser-
¥

or alrlipe counter perhaps? For many,

o sing ) ecollections of a company—and ofter;

A Occas.i el orget consistently dependable service
o . !

” i gecas ‘;1; .n’;‘Jshap. .Compames that falter on the

Cexperionce 1 1y o y: The casiest way to turn a service |

| Sxpericn, e poor service, thus creati e
of the most unpleasant kind TR @ memorable

“The su i
: rest Wway to provide poor service is to walk

ur best cocktail-hour

every client through
no matter who the indi-
. Customers have been receivin

ers embraced the same princi leg
ed to dramaticaily o
¢ as the forces of

mmoditization t i .

well. So servjcehgltr ;1:: dmanufacn%nng now attack services To turn a
e call time and d CIS teengineer their call centers to service into an
aff 1o save on fixed o ;)S\:fnsizg already harried front-line experience

s and overhead. T ;
eir employe ) . The end result? i

'L employees spend less time with clients, and the tililt ‘ provide poor

i € service

‘do spen - deli

:fQCUSI'l;lg glnno longer delivers the same level of service

ing O €osts at the expense of what cli ‘
: oditizing themseives. Why should cu
“monstrably poorer service?

But the inverse princi
principle also holds tra
e: Customizing a i
service can be a

ents want, these companies
stomers pay a higher price



