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                                                                                        7    DISCUSSION

                                                                7.2     Theoretical   implications

                                
                    First, as summarised above, I have found that staged experiences can play several roles in 
forming consumers’ perception. The roles of entertainment, education, and escapism largely 
support existing findings. Amongst others, Holbrook (2006) has researched entertainment, 


fun, and enjoyment, and Kale (2004) has studied the learning aspect of experiences. Pine & 


Gilmore (2011) has looked at all three aspects and argue that staged experiences can for 
 example entertain concertgoers, educate skiers, and let paintball players forget and escape 
 everyday life. With regards to escapism, previous experience literature has already defined 
 escapism as a key feature of staged experiences, however without specifying what exactly 
 people seek to escape (e.g. Holbrook, 2000; Pine & Gilmore, 2011). I thus complement 
 existing theory by defining features that people want to escape from such as the focus on 
 work performance, clear hierarchies, adult life, and superficialities. 


In addition, I have also found roles that, to my knowledge, have not yet been researched. For 
 instance, a staged experience may suggest what kinds of people take part in the original 
 experience because both are thought to attract the same kinds of people. The projection of 
 Road Trip participants on Roskilde Festival visitors is though remarkable because the 
 participants of the two experiences come from different countries that are regarded very 
 unalike by the research subjects. The staged experience thus seems to affect participants 
 beyond the cognitive level.  


Similarly, I found that the staged experience can suggest what the atmosphere of the original 
 experience may be like. This is another noteworthy finding as the Road Trip atmosphere is 
 co-created with German participants while that of the festival is not.  


Moreover, I have found that not only intentional messages but also unintentional ones may be 
 mediated through participation in only one kind of activity. This is a vulnerability and 


limitation of staged experiences that also shows that experience stagers cannot stage an 
 experience with a fully predicted outcome as implied by Pine & Gilmore (2011) and Schmitt 
 (1999b).  


In addition to the roles themselves, I have found that the effect of these depends on the time 
 spent at the staged experience. Immersion seems to need time to occur, as this is only present 
 amongst the people who have been actively engaged on site for several days. The longer and 
 more engaged participants are, the more positively they speak about Roskilde Festival where 
 most have never been before. Moreover, the time also has an effect on the level of 


community spirit. Although it is not surprising that the longer one spends with a product or 


service, the more immersive and consequently effective it is likely to be, it, however, raises 
 the question about how much time it requires to immerse in a staged experience. 


Second, I have defined staged experiences from a consumer perspective. Practitioners have 
 previously defined experiences as “private events that occur in response to some stimulation” 


(Schmitt, 1999b, p. 60) whenever companies “engage customers (…) in a personal, 
 memorable way” (Pine & Gilmore, 2011, p. 5). However, these definitions are limited to a 
 company perspective and do not acknowledge the co-creative character of experiences. 


Because of the outside-in perspective of the current research, I suggest a definition that takes 
 the perspective of the consumer: An experience is a happening with novel aspects that one 
 actively takes part in together with other people, which results in forgetting everyday life for 
 a while. This supports previous definitions by researchers who describe experiences as "an 
 engaging act of co-creation between a provider and a consumer" (Poulsson & Kale, 2004, p. 


270) and adds the social aspect which has previously been researched by Tynan & 


McKechnie (2009). 


My definition includes another major finding of the research, namely that staged experiences 
 are not staged for consumers but co-created with them. This stands in contrast to Schmitt 
 (1999b) and Pine & Gilmore (2011) who focus on how marketers can create experiences for 
 customers. The latter zealously use the metaphor of the theatre stage with actors and props to 
 refer to businesses, employees, and goods and furthermore create a four-realm framework 
 that renders passive participation possible. However, the importance of the consumer as a 
 co-creator is neglected. 


The co-creational aspect of staged experiences is highly visible in the researched case. Unlike 
 Pine & Gilmore (2011), I therefore argue that no visitor can be purely passive. The authors 
 exemplify classical concert visitors as purely passive while viewers of a skiing experience are 
 active because “simply by being there, they contribute to the visual and aural event” (Pine & 


Gilmore, 2011, p. 45). I, however, argue that the classical concertgoers also contribute to the 
 visual experience with their fine robes and to the aural experience by applauding and 


shouting bravo. The authors’ four-realm model (fig. 5 in chap. 4.1.4) thus has its limitations. 


It could be argued that ‘passive participation’ is an oxymoron and I therefore suggest the 
x-axis be retitled low participation vs. high participation.  


In the case of Roskilde Road Trip, both the concertgoers and workshop participants clearly 
 contribute to the experience and are thus active co-creators. Without participants there can 
 neither be a Road Trip nor a festival. Participants are simply necessary for a staged 
 experience to exist (Getz, 2007). The co-creational finding supports Lusch & Vargo’s 
 (2006) concept that value is always co-created with the consumer.  


Moreover, I have found that it is regarded especially positive to be part of the concept phase 
 of a part of the staged experience which literature does not yet seem to acknowledge. Taking 
 part in the concept phase is particularly valuable to consumers because they feel they have a 
 bigger and thus more important influence on the experience. Hollensen (2003) argues that 


“customers are not prepared to accept experiences fabricated by companies. Increasingly, 
 they want to shape those experiences themselves” (Hollensen, 2003, p. 202). Although this 
 statement focuses on co-creation in general rather than in the concept phase, it shows that 
 having a say is important for consumers. According to the interviewees, the concept phase is 
 where they feel they have the biggest influence, hence co-creation in this phase is found to be 
 particularly important which is an extension to theoretical knowledge on co-created 


experiences. Additionally, staged experiences can let participants feel that they are 
 co-creating parts of the original experience. To my knowledge, this is another finding that 
 experience literature has not yet researched but which bears large potential. 


Third, based on the finding that staged experiences are always co-created, I argue that 


experience providers cannot claim what kind of experiences are the best. Schmitt (1999a) for 
 instance stresses that the best experiences are those that incorporate both sensory, affective, 
 cognitive, physical, and relational qualities. Relatedly, Pine & Gilmore (2011) claim that the 
 best experience is entertaining, educational, aesthetic, and escapism fostering (fig. 5 in chap. 


4.1.4). These claims of what is best are in any case highly problematic from a constructivist 
 perspective but even more doubtful when talking about something as subjective and 


individual as co-created experiences. Moreover, the personal experiences described by 
 Roskilde Road Trip participants do frequently not match these claims. Instead, what is 
 regarded the best experience is very subjective and therefore always in the eye of the 


beholder which supports Vargo & Lusch’ (2008) proposition that value is always defined by 
the beneficiary.  


Fourth, and closely related to the last paragraphs, I argue that experiences cannot be staged 
 with fully predictable outcomes. This finding is in accordance with Getz (2007) who argues 
 that “it is possible to get people involved, have them do specific things, and receive desired 
 stimuli, but it is not possible to guarantee or predict what individuals actually ‘experience’ 


cognitively and emotionally as an outcome” (Getz, 2007, p. 210). This also supports the 
 finding mentioned above that staged experiences may mediate unintentional messages.  


Finally, I argue that cultural differences can be seen as an asset. This stands in contrast to 
 many cross-cultural studies that usually research very different nations such as Asian and 
 American countries and consequently warn against cultural clashes and pitfalls (e.g. Sitkin & 


Bowen, 2010). But cultural differences are not always a challenge or just a “learning 


opportunity” (Cairns & Sliwa, 2008, p. 150). Instead, they can be a benefit such as in the case 
 of Roskilde Festival that can gain from the positive associations with Danish culture. That 
 being said, the research, however, also finds that it is misleading to speak about one national 
 culture like many cultural researchers do (e.g. Hofstede et al., 2010; House et al., 2004; 


Trompenaars & Hampden-Turner, 2012). With regards to Germany, interviewees express that 
 there are both big differences between the North and the South and between different 


generations. Consequently, these should be researched separately.  
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