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The present thesis work concentrates on two key objectives: 1) Conduction of the re-
search regarding Finnish experience industry and its entertainment market 2) Crea-
tion of applicable business plan with the base on gathered theoretical background.
The research focuses on covering the aspects regarding current experience market
state in order to find correlations and disputes. The thesis scope is to analyse three
business models that offer various experiences from the entrepreneurial point of view.

To understand the current state of experience economy and entertainment industry in
Finland, quantitative research was conducted. Data for this study was collected
through such research method as empirical survey conveyance. Qualitative data parts
were included in data analysis as well.

The final result of the study demonstrates the fields on experience market that could
be potentially improved. Based on the acquired market knowledge, suggestions for
further development of Finnish experience industry were presented and explained.
Additionally, on the basis of conducted research a business plan is created including
the framework for establishing a new experience company which would operate in VR
field.
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1 Introduction
1.1 Background

Experience — is the way for companies to build a relationship with customers more personal
than ever (Pine & Gilmore 2011, 13). As was concluded by Pine and Gilmore (2011),
experience plays a significant role in a modern economy and creates another level of
interaction between consumers and organizations. Modern companies with future-forward
orientation began to include experiences in the general company representation to build a
deeper bond with the customers, add value to their offers, and create loyalty towards the
brand. Nevertheless, experience takes an essential part in a customer’s life as well.
Nowadays, people tend to search for more emotionally rich experiences and pay extra for
having a uniqgue memory or unusual emotions besides the product itself. Especially now,
after the pandemic period, customers crave something new. Pandemic time and multiple
lockdowns led to an increase in demand for diverse amusements and entertainments.
(Papyrakis 2022, 14-18.)

At a time when the experience economy emerges worldwide (Sundbo 2021, 81-83), the
intention to make research on Finnish experience industry is made — to obtain deeper
knowledge and understanding regarding local experience economy and its expansion. The
choice of Finland as a country for analysis is concluded by the factor that the author is a
Finnish resident who gained personal experience of interaction with the local entertainment

industry and is willing to contribute to the Finnish economy improvement.
1.2 Objectives and research methods

The thesis work is dedicated to conducting Finnish entertainment market research. The first
step in the analysis process is a study on general Finnish economy state and its experience
industry. Such factors as key players and current offers in the entertainment sector are to
be researched. The thesis will summarize the up-to-date information regarding the
experience economy in Finland by providing the author’s overview of the current industry
trends. Additionally, some global industry trends are to be presented as well. The following
step is studying general industry aspects that can be described as advantages and disad-
vantages. Last but not the least step is to focus on suggesting possible improvements of

Finnish business practices.

As well as describing general aspects and the uniquenesses of the current offers in the

entertainment industry, another topic is to be covered within the thesis. It is finding the



entrepreneurial potential of the experience industry on the territory of Finland. The
assumption is that there is a niche for establishing new companies in the entertainment
sector. The theory is planned to be analyzed by studying several business models and

identifying their possibility for taking the niche.

Another objective that has high significance for the researcher is to collect information from
a hypothetically interested audience. The information-gathering aim is to have a clear
perspective on the potential (or its absence) of chosen business models. Hence, qualitative
research method, such as questionnaire conduction, is implied to reach the aim. An
additional research method is the usage of various university platforms for theoretical
information gathering and deeper analysis. Portals like Yammer, LAB Primo, Re-
searchGate, Google Scholar and others are the tools that can help to acquire knowledge

related to the thesis topic.

As a result of the market research and data assessment, a business model with the highest
potential indicators and the best factors for development on the Finnish market should be
identified and distinguished. The final objective can be determined as a written systematized
business plan based on the acquired knowledge and on identified previously fitting business
model. The framework can become a solid ground for the beginning of the author’s
entrepreneurial path. The business plan should fulfill the ambition of becoming a strategic
guideline for establishing a new company on the territory of Finland.

1.3 The research scope and delimitations

The thesis has multiple delimitations to increase the quality of the work. As was mentioned

before, the focus is specifically concentrated on the Finnish experience industry research.

First delimitation is the geographical area of studies. The field is narrowed down to the
Uusimaa region and the capital of Finland — Helsinki — in particular. The region is the most
populated due to 1.7 million citizens on its territory which is 31% of the whole country’s
population (Tilastokeskus 2022). Based on these statistics, the author decided to take into
consideration only the above-mentioned region whilst it has the highest index of business
and entrepreneurial development, including the experience industry (Helsinki-Uusimaa
Regional Council 2021).

Second delimitation is the specification of experiences that is needed to be done. The
experience market expands progressively nowadays as well as the variety of new
experience offers (Sundbo 2021, 90-120); thus, the scope could be too broad with inclusion
of the whole experience variety. Regarding this conclusion, only three experience types are

to be researched. Virtual Reality, Silent Discos, and Time Cafés are the ones to be studied.



Final delimitation is the questionnaire respondents’ specification. The chosen group is stu-
dents who potentially could have an interest in entertainments and experience variety. This
delimitation is needed to gather opinions and perspectives of the specified audience to fur-

ther implementation of It to the business plan.

The scope can also be identified by outlining the main research question and the following
sub-questions:

Which business model in the experience industry has the highest potential in Finland from

an entrepreneurial point of view?

Sub-question 1: What is experience economy? How does it diversify from other economy
types?

Sub-question 2: What are the platforms for experience search in Finland? How could they

be improved? What upgrades could be implemented?

Sub-question 3. What are the current industry global and local trends, advantages,
disadvantages, and opportunities of the experience industry in Finland?

The author is dedicated to writing a business plan that will show her competence by
providing a summary of acquired knowledge and studied theory in the business field. An

outcome of the work is a business plan that can be applied in the future.



2 Introduction to the experience economy
2.1 What is experience and experience economy?

Experience is a term that can be examined from multiple angles. The concept can represent
the process of proficiency or knowledge acquirement from observing, practicing, or
analyzing (Cambridge Dictionary 2022). It is one side of the concept that could be applied
to the working or studying field, for instance. Sundbo (2021, 1) states that experiencing is
how we sense, feel and select memories which opens the term from another angle, putting
the emphasis on an emotional part, rather than logical. The author is determined to use the
notion of experience as a combination of mainly positive emotions, values, and identities
from the perspective of the value creation process — a process for the sake of business
growth and development. (Lorentzen et al. 2019.) In the research, the experience concept

is examined from a viewpoint of its role in the economy and in business in general.

The first mention of the experience economy as a concept was made by B. Joseph Pine Il
and James H. Gilmore in (1998). They were the first ones who presented the concept to the
world in the Harvard Business Review publication. The experience economy is portrayed
as the fourth stage of economic development — it goes as the most modern interaction in a
market (Pine & Gilmore 2011, 7). The evolving economic value progression is shown in

Figure 1.
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Figure 1. Progression of the economic Value (Pine & Gilmore 2011, 7)



The experience economy offers a new type of economic offering — value. The offering has
evolved afterward such economic propositions as commodities, goods, and services.
Nowadays, it is an individual separate economy stage that has its own rules of cooperation.
The progressive economic value brings new meaning to the consumers. The immersive
options allow space for self-actualization and thoughtful engagement via economic trading
processes. (Berry & Carbone 2007, 26-32.)

2.2 Difference between service economy and experience economy

The experience value was for a long time a part of the service economy and was placed in
the same spot with basic service providers like car washing, laundry, or luggage care.
Eventually, experiences have become a separate economic offering — as the value of
experience and basic service provision differs dramatically. (Pine & Gilmore 2011, 11-12.)
Businessmen and entrepreneurs noticed the experience potential of creating distinct
additional value that could bring more income. Several diversifications are made to

distinguish one value from another.(Boswijk 2006.)

To start with, experience is a separate type of economic value as the relations between a
company and a customer have a noticeable difference. During service economy dominance
on the market, the relationship between a company and a customer could be described as
the ones with a top-down attitude. The companies tended to dictate the terms on the market
where the customer had minimum voice power. (Boswijk 2006.) Customers had a possibility
to choose among service providers’ variety and choose a better option for them; however,
the channels of getting constant feedback and customer’s response have not been
widespread yet. In other words, customers did not participate actively in creation and

production stages or could bring minimum effect to it. (Pine & Gilmore 2011, 8-20.)

Additionally, the service economy is concentrated on the specific offer provision usually for
a particular target group. The experience economy has the same characteristic. The
difference is it is not obligatory for service companies to provide services that affect a
customer on a personal level. (Pine & Gilmore 2011, 8-20.) They do not necessarily need
to create a personal connection with their client for staying competitive on the market. For
instance, house cleaning services or document preparation services do not require causing
positive emotions that are related to a unique personal experience — the value is built on
the service itself. The service quality plays a key role and emotions would have an additional
part in this case. To simplify, the customer may feel neutral about provided service — without
positive or negative emotions experiencing, just satisfied with the result. (Lorentzen 2015,
Section 5.)



Meanwhile, companies, that are eager to provide an exceptional experience to their clients
and increase their income based on that, adopt a pattern of intensive cooperation with
customers which allows causing rich emotions in the purchasing process. There is no more
top-down attitude that dominated for decades where companies could dictate what
customers will consume. (Morgan 2010, 218-230.) Modern focus concentrates on
discussion and communication. Customers obtain more power and a stronger voice in the
production process. In other means, companies try to communicate as much as possible
with their customers to get necessary feedback that helps in understanding the needs and
demands of the consumers. (Berry & Carbone 2007, 26-32.) Customers, for their part, share
an opinion of their expectations to fulfill their needs and have a satisfying offer as the final
result. The dialogue creates a deeper and stronger correlation between parties and allows
experience to develop as an economic value. On contrary with the service economy
patterns, experience-concentrated companies are dedicated to creating a strong bond with
customers on a personal level. (Pine & Gilmore 2011, 8-20.)

2.3 Experience economy characteristics

Experience economy, as a relatively new economy type and it has characteristics that di-
versify it from other types. Their specific details are to be studied in order to gain valid

theoretical base. The characteristics are presented below.
2.3.1 Personal attitude and personal level connection

The main diversification of experience economy from other types of economy is engaging
each customer in the purchasing process on a personal level. According to Pine and

Gilmore (2011, 21), the engagement can be described in the way:

the experiences are inherently personal. They actually occur within any individual who
has been engaged on an emotional, physical, intellectual, or even spiritual level. ...
Each experience derives from the interaction between the staged event and the

individual’s prior state of mind and being. (Pine & Gilmore 2011, 21.)

For instance, Universal Studios applies the concept in its theme park operation. Visitors
have different experiences as their cultural backgrounds may significantly vary. Nostalgia
and good moments reminders create a special connection between people and the objects
that are displayed in the theme park. (Pine & Gilmore 2011, 21.)

Customers, who expect to get any type of experience for their money, may get as a result
have emotional distinction (Boswijk 2006). For instance, the situation can occur among any

music festival visitors. One group could share in their feedback that they enjoyed the



festival, liked the music, and got pleasant memories from the event in general. Another
group, on the contrary, may say that their experience cannot be described as pleasant at
all — as their music preferences differ from the festival's music, it was too crowded or too
loud, and the food quality could be improved. The situation that is represented here shows
how people, who paid the same amount for the ticket to be in the same place and attend

the same festival, may experience various from each other emotions. (Nijs 2014, 182-185.)

That is a challenge of experience — for providers and for users it is harder to evaluate the
result as the criteria are commonly blurry and vivid (Morgan 2010, 218-230).

2.3.2 Emotions in consumer behavior

Emotions can be observed in consumers’ interactions with a company. A more precise
explanation of the experience as an added value was made by Nijs (2014, 34-42) in her
work Imagineering. The author highlighted the importance of emotions as a part of the new
economy type. The conclusion is that emotions make the economic offer more valuable as
a customer purchases a chance to get a memorable experience besides the good or service
itself. Nijs describe emotions as a tool for responding to the customer's emotional needs
and demand to experience new feelings in an individual way or any other way (Nijs 2014,
34-42).

The demand for unique experiences and new emotions is also illustrated by Gilmore & Pine
(2011, 25), Lorentzen (2019, 12-14), and Sundbo (2021, 88-89). In addition, Nijs (2014)
emphasizes the importance of understanding that emotions could be both negative and
positive. The majority of experience providers, such as Disney or Hard Rock Café, or
Tomorrowland music festival, are dedicated to creating bright and positive emotions for their
customers. Thus, these customers represent the target group that is satisfied with the
purchase and eagers to make the same purchase again. Nonetheless, it is not mandatory
to create value only around positive emotions. (Sundbo 2021, 63-66; Pine & Gilmore 2011,
21.)

Experience can be considered as a negative one as well. It still can have a demand on the
market as a certain group of people is ready to pay for extraordinary and memorable
emotions even if they are negative. For example, the concept is presented in a restaurant
chain in the United States — Dick’s last resort (2022). The staff Is specifically trained to be
rude and obnoxious toward clients. It is encouraged among employees to make mean jokes,
make pranks, and laugh at visitors. The core value offered by the place is a unique
experience of being creatively humiliated by the service staff, and customers pay to

experience negative emotions. The concept of negative emotion provision functions



successfully as the restaurant chain expanded to 11 locations. (Dick’s last resort 2022.)
Thus, the experience value can be built around positive and negative emotion provision,

and in both cases, the value may be lucrative. (Sundbo 2021, 3-16.)
2.3.3 Categorizing experiences

The emotions are not the only part that determines the specifics of experience. Experience
can be classified into four categories that determine the experience nature by the specter
dimensions: active participation, passive participation, absorption, and immersion (Pine &
Gilmore 1998).

The first experience category that can be named is entertainment. The entertainment can
vary from watching reality shows to attending a festival. Consumer patrticipation tends to be
more passive, rather than active, as customer’s main action is observation. In other words,
the role of a customer is to be a spectator. It puts entertainment in the absorption dimension.
Next experience category is education. Education is a part of the experience as well. It
includes such things as masterclass attendance, seminar participation, or a dance lesson,
for instance. Education, as an experience, requires more active participation from clients in
comparison with the entertainment sector. The third category that is presented in Harvard
business review is escapist experience. The category involves customers actively in the
action and requires immersion from the participants. Escapist experience contains such
examples as patrticipation in a theatre play, playing a musical instrument, or mountain
climbing. The category absorbs amusement characteristics from the entertainment sector
and learning processes from the educational sector. Last but not the least category is
esthetic experience which could be considered as one that requires immersion and passive
participation in the process. The customer plays a role of a spectator and merely has an
affect on the environment. The examples of such experience are visiting an exhibition or
observing the lanscape. The four distinctive experience categories are shown below in
Figure 2. (Pine & Gilmore 1998).



Absorption

Entertalnment Educational

Passive B 1 Active
participation participation

Esthetic Escaplst

Immersion

Figure 2. The Four Realms of an Experience (Pine & Gilmore 1998)

The framework allows noticing the spot in the middle. The space acquires broad
characteristics of every sector. The place where the spectra meet symbolizes the
experiences that can provide the richest and brightest emotions. In other words, it is a
symbol for the experiences that might engage all the above-mentioned ways of
participation. Such experiences are the possibilities for income increase. (Pine & Gilmore
1998.)

2.3.4 Performance special skillset

As with any other economy stage, the experience economy has a need for market players
to have a special skillset to be able to perform and compete in the business field.
Experiences should cover customers’ demands as well as commodities, goods, or services
should. The goal is to be reached by making experiences deliverable and desirable. (Mor-
gan 2010, 218-230.) In other terms, deliverability and desirability can be constructed by
conducting research, comparing, and analyzing processes that have already become
common practices; however, the ability to explore, script, and perform are the ones to be
mastered. The core objective, in the particular experience economy case, is to know how
to shape the value around an experience as the central point. By Nijs (2014, 43-48), it is
stated that modern companies that are dedicated to increasing their annual turnover should

acquire new methodologies to stay competitive on the market.
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3 Experience economy in Finland
3.1 General Finnish economy state

Finnish economy in 2022 is severely influenced by such factors as Russian war against
Ukraine and continuous coronavirus post-pandemic effect. These factors have a negative
impact on the general economic outlook. The decline can be observed in the export and
import sectors of the country. The cause of the decreased numbers is sanctions that are
implied by Finland and other countries due to Russian aggression. (European Commission
2022.) According to the Finnish Customs Statistics (2022), the value of exports to Russia
from Finland decreased by 28% from April to June 2022, and the value of imports to Russia
diminished by 43% in total. Another factor that confirms a significant drop is the stated
aggregated deficit — EUR 1.9 billion in 2021 and EUR 6.3 billion in 2022 within the January-
June period. The 3-time differentiation highlights the challenges that occurred to Finland
and its trade sector. (Finnish Customs Statistics 2022.) The route change in the economic
relationship with the country-aggressor weakened the purchasing power of Finnish
consumers. The inflation rate is expected to reach 6,4% which makes a ~4% rate increase

in comparison with the year 2021 (European Commission 2022).

Despite the above outlook, Finnish economy holds a strong position and faces challenges
with better indices in contrast with the time prior to the pandemic crisis. To begin with, the
employment rate shows a satisfying result as it has grown to 74% meanwhile the
unemployment rate fell to 6%. The unemployment rate presents the lowest results since
2008. (Munifin 2022.) These rates give a field for the estimation that more people on the
territory of the country would be able to participate in money rotation. Another aspect that
could be considered positive for the Finnish economy is its GDP growth. To bring more

clarification on what stands behind the above-mentioned percentage rates, there is Figure

DINGECONOMICS.COA

5 below which gives a visual representation.
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Finnish Customs estimate that a 1.8% growth will be reached in 2022. For comparison,
2021 reached a 3% result and 2020 finished with a negative result of -2,2% (Finnish
Customs Statistics 2022). According to the World Bank, the Finnish GDP was at the point
of 299.16 billion US dollars in the year 2021, meanwhile 2020 resulted only with 271.84
billion US dollars. The experts make the prediction that 2022 will result in more than 280
billion US dollars. In other words, the prediction is that Finland will have a better economic
output this year than it did at the beginning of the pandemic. (World Bank 2022.) GDP
growth of the current year is partially affected by the increased inventory numbers.
Furthermore, the situation is mainly stabilized by government goods consumption and by
investment enlargement. Investments have increased especially in the construction sector.

(European Commission 2022.)
3.2 Current Finnish experience industry state

The experience industry counts 9,109 companies that are devoted to entertainment on the
Finnish territory (BoldData 2019). The Uusimaa region, has the biggest experience share
on the market — 39% which stands for 3,562 companies. The second and third largest
entertainment cities are Tampere and Turku. (YTJ 2021.) The experience sector includes a
variety of entertainment options. For example, theaters, museums, art galleries, clubs, and

other places. (Boswijk 2006; Lorentzen et al. 2019.)

After the COVID-19 pandemic, entrepreneurs have faced challenges, and Finnish
businessmen were not an exception. The concerts were postponed or canceled, the number
of people was strictly limited, and attendance to the majority of public places was not
allowed (Finnish Government 2020). However, the Finnish experience industry is currently
in the recovery stage. The first factor that influenced the rehabilitation is the Finnish
government’s help. During last year more than 470 businesses received compensation from
the government which in total amounts to 14 million euros. The sum is a payout for the
June-December period. (Yle 2022.) Finland’s Resilience Plan states that an overall sum of
40 million euros will be provided to the culture and creative sector. The measure should
create new job positions, make the regions more attractive to customers, and increase the

GDRP ratio of the creative sector. (Finnish Government 2021.)

Next factor that confirms that the industry recovers is the increased tourist humbers.
Statistics Finland (2022) shows that tourist arrivals accounted for 188,040 people in June
2022. It is almost 50,000 more arrivals than in May 2022. The statistics are still lower than
before the coronavirus time, conversely, a positive tendency is present. (Trading Economics
2022.) The increased tourist flow helps the country to boost its turnover and expand the

experience market.
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In addition, experience in industry development is a part of Helsinki-Uusimaa Regional
Council priorities. One of the priorities — Successful Helsinki-Uusimma — is devoted to
increasing the region’s growth through service field improvement and innovation
implementation. The “Well Ahead” program is going to help to accelerate the experience
industry and bring it to another level. The program objectives are planned to be reached by
2025. (Helsinki-Uusimaa Regional Council 2021.) Therefore, the industry growth could be
expected.

3.3 Finland’ current economy state outlook

To the author's estimation, the current economic situation could be described as
complicated but also promising for development in an entrepreneurial way. The overall
Finnish economy state is currently undergoing a period of certain instability but presumably
is going to enter a steadier stage in the next year. (Finnish Custom Statistics 2022.)

Current period could be advantageous for new business establishments as the post-
pandemic and worldwide drastic political situation causes a higher demand for new
experiences and for ways of mental distraction. The economic instability provides an

opportunity to take a niche and gradually develop there. (Papyrakis 2022.)

Nonetheless, political and economic situations may cause serious challenges for particular
experience sectors. Businessmen and entrepreneurs should consider the risks related to
the Russian market and put extra effort into their risk management. The businesses, that
had a prior concentration on Russian tourists, are entering the pivotal moment when they
must adapt to the new market realities and change their target group focus for being able

to stay and perform in the Finnish market. (European Commission 2022.)

The overall conclusion is that year 2022 in Finland is an opportunistic but also complicated
time for business establishment. To the author’'s mind, it is essential to evaluate and access
all possible risks that might occur in the current economic state before trying to enter the
market. Such estimation is crucial at this point because with many opportunities comes a

big number of challenges as well.
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4  Finnish experience platforms observation
4.1 Tripadvisor

Experiences that are provided in the Finnish market should be observed from the potential
customer's point of view. To get a clear picture of customers’ perspectives, Internet
platforms that provide experience search services should be analyzed. The analysis tries
to reach the goal of understanding how easy for a consumer or any other interested person
is to find a fitting entertainment within these platforms.

To start with, there are several platforms that have a website and an application for a
suitable entertainment search. The first one is Tripadvisor (2022). The platform operates
both as an app and a website. It offers its users an opportunity to book a hotel, flight,
transportation, etc. In addition, Tripadvisor is a service that helps to compare and contrast
various offers with the help of users’ reviews. The service advantage is its user-friendly
filters that ease the search. Additionally, filters help to categorize offers that are presented
on the app or on the website. (Tripadvisor 2022a.)

The main significance for the analysis has the “Things to Do” tab. The tab shows the
experiences that can be done in Helsinki. Talking about search convenience, Tripadvisor
provides a wide range of search categories: starting with city tours and ending with
helicopter and air balloon tours. Likewise, the portal shows the most popular attractions
among website users. Activities have a rating system, which is based on users’ reviews and
feedback. That means that a person, who is interested in choosing an experience, can find
an answer to how other people felt about the experience and what to expect from it. In
addition, Tripadvisor has a Map tool that helps to understand where exactly each
experience is located and how far away it is from the city center or any other location. An
additional tool that eases finding suitable experiences is a Search bar. It allows users to
search for desired experience with the keywords. The platform shows the experiences that
contain these keywords or that could be related to them. (Tripadvisor 2022a.)

Nonetheless, certain inconvenience also exists. The first noticeable weakness is a relatively
low number of reviews for entertaining experiences in the Uusimaa region. For instance,
VR game clubs, Time cafés, and Silent Discos have 1-25 reviews on average and do not
exceed 100 reviews. (Tripadvisor 2022b & c.) The lack of reviews can affect general
feedback quality, might give incorrect experience representation, or might miss necessary
information. (Saunders et al. 2009, 203-210.) Another disadvantage that users might notice
is a lack of categories. Even though Tripadvisor has 30 experience types in the “Things to

Do” bar, the range could still be improved for better search convenience. Such
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classifications could be added: exhibitions, concerts, theatres, entertainments, festivals,
etc. These tabs could contain more information about the choices for time-spending as a
local. The content could be concentrated on more various entertainment types than options
for tourists that are the main focus of the platform. Moreover, Tripadvisor Keyword search
works inefficiently for the Helsinki area. For example, if a website visitor wants to look for
VR games zones in Helsinki by inserting keywords “VR”, “Virtual reality”, or “Virtual reality
Helsinki” — the search suggests results of VR clubs that are located in Estonia or Lahti. Also,
not all possible market offers are represented within the keyword search. Henceforward, a
user might experience difficulty in finding fitting entertainment. (Tripadvisor 2022b & c.)

4.2 Kide.app

Next platform that can be used for experiences search is Kide.app (2022). Platform has an
application and a website as well. The main difference and competitive advantage of the
Kide.app is the focus on the Finnish market. The application was developed in 2015 and
since that moment gained an auditorium of 270.000 users. The platform’s target group is
Finnish students; thus, events, products, and announcements that are posted on Kide.app
are targeted at that particular group. The original idea of Kide.app creation consists of a
desire to improve student life and connect students with the event providers. The creators
wanted to solve the problem of long lines and make ticket purchases more accessible.
(Kide.app 2022a.)

The platform has multiple purposes. Firstly, the platform is used for ticket purchasing. The
portal announces events and the sales start-time by making publications on the app or web-
site. The service has an e-wallet that is used as storage for purchased tickets. In addition,
users can exchange their tickets in the e-wallet. The e-wallet function makes ticket share
more convenient and accessible. Secondly, it is also possible to buy online products that
are related to student life. For instance, overalls, patches, clothes, etc. Thirdly, users can
purchase membership cards and become a part of a community. Overall, Kide.app is a
service for students which helps them to stay up-to-date and receive information about the

events in the area. (Kide.app 2022.)

Talking from the positive side, Kide.app is a platform that has a user-friendly design,
especially for event search. The service has an advanced filter system where a user can
choose a desirable event category. In general, there are 13 experience categories that can
be picked including theater, movies, festivals, excursions, and other student events.
Another tool that simplifies experience search is a possibility to choose the location.
Kide.app suggests events in both ways: showing offers in a specific city or all over Finland,

depending on the user’s choice. In conjunction with the previous tool, filtering time range is
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also present on the platform. It improves experience quality search. A user has the option
to choose the time when the event is planned to happen and see a timetable for up to two
weeks. (Kide.app 2022.)

Mentioning the app’s potential, it could be said that Kide.app has a capacity for growth.
Currently, the service portal shows only upcoming events and does not have a list of
entertainment that can be experienced on a daily basis (not as a special occasion). As an
upgrade, developers could include more categories like regular city events, interesting
places for visiting, and experience recommendation updates. With the application’s
popularity among Finnish students, Kide.app could have become a portal with the most

convenient experience search, in the author’s opinion. (Kide.app 2022.)
4.3 Other platforms

There are several other services that could be potentially used for experience search in
Finland. The first one is Facebook. Social media platform provides a tab “Events” where
users can make posts about upcoming events or search for entertainment options. In
comparison with Tripadvisor and Kide.app, Facebook events are not as developed and
convenient for finding desirable experiences. It has fewer filter options but could be used
as an additional search tool. However, platform is also available in a website and app form.
(Facebook 2022.)

Event Tribe portal presents information about various events that are happening in the city.
The website has the advantage of advanced keyword search and could be used for finding
events that are related to Virtual Reality or Silent Discos, for example. It does not show
recommendations of “daily-basis” experiences but could fit a user who would like to find a

special occasional event. Event Tribes is presented only as a website (Event Tribe 2022.)

My Helsinki website is a compilation of recommendations for tourists or first-time city
visitors, to author’s opinion. It has articles and top activities lists which could help to navigate
people who are not familiar with the city. However, for a local or for an experienced visitor
the presented information might not be fitting for experience search demands. The website
has an advanced search, but it shows only several options; hence, My Helsinki might be
partially useful for experience search, but the results might be only a surface of all existing
offers. (My Helsinki 2022.)

4.4 Suggestions for experience platforms’ improvement

Experience platform observation leads to the conclusion that there is room for improvement.

The most convenient portals in search terms are Tripadvisor and Kide.app, to the author’s
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mind. These portals provide the biggest search tools variety including filter range, keyword
search, map, recommendation lists, and feedback system. Nonetheless, there is a potential

for better experience representation and exposition on the Finnish market.

The suggestion concludes with the idea of combining Tripadvisor’s and Kide.app’s features
and merging them into one application for more advanced experience search sake. It could
be done in two ways: by creating a totally brand-new app or improving one of the above-
mentioned. It can be assumed that it is easier to upgrade an app that is already present on
the market rather than starting creation a new one from scratch. The assumption is based
on an understanding of how time-consuming the whole new app launching process is
because it involves many steps (app plan creation, development stage, designing, finding
investors, running a marketing campaign, acquiring new consumers, etc.) Thus, the author
suggests to Kide.app to consider possible upgrades for expanding as a service and

probably gain even more market share in its niche.

Kide.app has already acquired a solid user base. (Kide.app 2022a.) The user audience
could be introduced to new features; therefore, users’ interaction with a platform would en-
hance. The attitude would give an opportunity to find desirable experiences from the offers
that are constantly present on the market (Ping Zhang 1999). In other words, Kide.app could
offer events, interesting places, experience locations, lists of entertainments, and improve

the experience search to succeed even more.
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5 Empirical Survey as a Quantitative Method of Data Collection
5.1 Empirical survey justification

The decision to conduct a survey was done to make the research more credible. The main
objective of the survey is to collect data related to students’ preferences in their experience
choices. Information that is gathered helps to analyze general tendencies in how students
choose to spend their free time. In addition, questions are supposed to give a clear answer
about which experience type can have higher demand among potential target customers.

5.2 Research method description

Once the decision to acquire data with a help of a survey is made, the methodology should
be chosen. The author has decided to use the Survey strategy for the empirical research
part. The quantitative research method helps to acquire data and feedback from a large
population and transform it into statistics. The method itself is considered descriptive and

helps a researcher to see the opinions’ correlation. (Saunders et al. 2009, 144-145.)
5.3 Population

The thesis research is focused on students and their experience with the entertainment
sector; thus, the author has decided to collect data from a wide group range to get a general
overview of respondents’ preferences. The decision to make the survey generic has been
done purposefully — the goal was to understand the opinion diversification and correlation

of its difference among student various sub-groups.

The main respondents’ criteria are defined by the factors that they are currently studying,
have or had an experience of living in Finland, willing to share their opinion about the
entertainment sector. That is the meaning behind the author’s population (Saunders et al.
2009, 212-213).

5.3.1 Population justification

The target group is chosen because the author herself is a student; henceforward, there is
a possibility to easily communicate with peers, observe, and gather data. Then, the author’s
personal experience lies in an assumption that students, as a target group, would have a
high interest in new entertainment offers on the market. The assumption comes from
personal observations and is followed by a desire to test how truthful this assumption truly
is. To put it in another way, the author supposes the chosen target group has a demand for

new experiences on the territory of Finland.
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5.4 Probability sampling method

The probability sampling method was chosen for the research. The method’s distinctive
feature is that respondents are not chosen intentionally. During survey conduction, the
margin error was also considered — a statistical error when survey results may be diversified
from the actual population opinion. (Saunders et al. 2009, 218-219.)

The rate could be called relatively high, as the author could not conduct a large-scale survey
among all students in Finland and gather all opinions about their preferences. However, the
acquired data represents the population’s opinion and is reliable, according to the author.

The survey questions can be founded in Appendix 1.
5.5 Data collection process

The survey was drafted and created in Online Google Forms where the data is summarized
and could be observed in a convenient way. To obtain more responses, the decision to post

a gquestionnaire on multiple social media platforms was made. Such platforms were used

university portal yammer

linkedin

whatsapp student chats

instagram

facebook.

The attention was dedicated to posting on as many social media channels as possible to
reach wider and more various audience. The survey publication consisted of a brief
description of the author, an introduction to the research topic and to the following

questions, the questions themselves, and a link to an online form.

Additionally, as the aim was to gather as many responses as possible, the decision to make
extra concentration on Instagram to achieve the goal was made. To reach the desired result,
storytelling was chosen as a tool for increasing the author’s followers’ involvement and
response engagement. The author started sharing her thesis process two months prior to
the survey itself which had become the first step. The following steps were sharing the
author’s feelings with her audience to create an emotional connection, reminding the thesis

topic and briefly explaining it, attaching the link in multiple Instagram stories for easier
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accessibility, and highlighting what impact the Instagram followers could bring to the re-
search. The final step was a repeated request to participate in the survey after several days

of publication.
5.6 Survey answers analysis

The following content introduces the reader all the results that were acquired within the
Online Google Form survey conduction. The outcomes of the questionnaire are presented
in charts and graphs. The visual representation is made automatically by Google. Some of
the answers to open-ended questions are analyzed using the qualitative method. The whole

survey version can be seen in Appendix 1.

Overall, 116 respondents participated in the survey which is considered as moderately high

response level for the university-scope research. (Saunders et al. 2009, 220-221.)
5.6.1 Opinions regarding Finnish experience market expansion

The main objective of the following question was finding out do respondents feel a need for
the Finnish experience market to provide more entertainment options. The Figure 6 shows

the given answers.

Would you want to have more entertainment options in Finland in general?
113 responses

® Yes

® No
| mean, there are already a lot of options
| guess.

@ Itdepends

. There's enough in south, | want it to be
more evenly distributed

Figure 4. Opinions regarding Finnish experience market expansion

Based on the gathered information, the prevailing majority has an interest in experiencing
new entertainment offers. That confirms the initial assumption that the market is not
oversaturated, and the respondents are interested in experience market expansion.

Students largely express openness to new experiences in the survey.
5.6.2 Frequency of going out

Moving to the general preferences on time-spending, the question regarding time-out-of-

home spending frequency was asked and the results can be seen in Figure 7.
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How often do you usually go out?
114 responses

@ >1time p week
® 1time p week

1-2 times p month
@ Sometimes in a year
@ Not interested at all

29.8%

Figure 5. Frequency of going out

The statistics demonstrate that there is a fondness to go out rather actively than not — it is
shown that more than half of participants go out at least once a week. Nonetheless, the
group of students who like to stay at home and spend the majority of their free time alone
also should be taken into account as statistics show that the group is almost a third of the

total.
5.6.3 The preferable amount of time spent at home and out of it

To get a clearer perception of respondents’ preference for their time spending, the question

in Figure 8 has been asked.

How much do you like to spend time not at home?
114 responses

60

51 (44.7%)

40

30 (26.3%)
20

18 (15.8%)
12 (10.5%) 3(2.6%)

Figure 6. The preferable amount of time respondents spend at home and out of it

The “0” option means a preference to stay at home all the time, meanwhile “5” stands for a
fondness to go out as much as possible. It can be stated that the major part of respondents
has a tendency to go out when they have a chance but at the same time to stay at home if
they don’t feel the desire to spend the time somewhere besides the home. The result can
be interpreted in a way how often marketing offers should be sent to the clients to attract

their attention and not trigger them with annoyance.
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5.6.4 Friend group size preference

Another interesting factor that is revealed within the survey is how large are the friend

groups and with what number of people respondents like to spend their time, not at home.

With how many friends do you usually hang out with?
114 responses

@12
® 24
>5
@ Only me, myselfand |

Figure 7. Friend group preference

The options with the highest percentage are “1-2” and “2-4” people options. The relative
43% and 36.8% of respondents state a preference for spending their time with average-size
friend groups. The information might be helpful for further business plan creation and
adapting marketing strategy to the gathered data. For instance, desining special market
offers based on these statistics.

5.6.5 Preferable type of entertainment

The following graph shows the types of entertainment that have the most popularity among
guestionnaire participants. The respondents had the possibility to give multiple answers in

Figure 9 and provide their own options as well.

What kind of entertainment would be the best for you (multiple choice possible)
114 responses

Party: festivals, concerts, clubs. .. 67 (58.8%)

Sportive: hiking, camping, sport...
Special: theme parks, game lo...
Cultural: exhibitions, museums,...
None of it

41 (36%)

60 (52.6%)
—73 (64%)
2(1.8%)

1(0.9%)

1(0.9%)

1(0.9%)

1 (0.9%)

1(0.9%)

Travelling to different countries
Shopping

i don't like loud noises or big cr...
Activities geared towards newc...
Restaurants

Figure 8. Preferable type of entertainment
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The top 3 choices gained a slight percentage difference. The prevalent answer is
participation in various cultural activities such as going to museums, exhibitions, and
theaters which have been chosen by 64% of people. Meanwhile, party entertainment and
special offering entertainment received 58.8% and 52.6% relatively. The demand for the
above-mentioned experiences is stated as the option “None of it” gained only two answers.
Analyzing these answers, it can be observed what type of entertainment people prefer and

the overall interest presence in the responses.
5.6.6 The overall awareness and interest in the experience models

The next survey result is an answer to a question about which experience type is more
preferable among the respondents. Three experience types are represented in the form:
Virtual Reality game zones, Silent Discos, and Time Café. The objective is to understand
how familiar participants are with these experiences and how much they are interested in
them. All three experience types had questions that are structured the same. The attach-

ments can be seen in Appendix 1.

The first experience that was presented in the survey is VR game zones. As can be seen

in Figure 11, the answers show how aware respondents are about the specific experience.

Do you know about VR game zones?
116 responses

Yes 76 (65.5%)

No 40 (34.5%)

Figure 9. The VR awareness statistics

After asking about awareness, the respondents were asked about their level of interest to

experience Virtual Reality as entertainment. The answers are shown in Figure 12.
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How interested are you in visiting it?
115 responses

60

45 (39.1%)

40

20 22 (19.1%) 23 (20%)

10 (8.7%)

Figure 10. The interest in VR

The awareness level could be called relatively high as 76 respondents out of 116 answered
that they know what a Virtual Reality game zone is. The interest level is also excessive as
option “0” stands for “not interested at all” and option “5” stands for “high desire to experi-
ence” — 68 respondents are very interested and 22 responded that probably would want to

try it.

Next experience is Silent Discos. The experience was presented with the same questions

as the VR experience as can be seen in Figure 13 and Figure 14.

Do you know about Silent Discos?
116 responses

Yes 75 (64.7%)

No 42 (36.2%)

Figure 11. The Silent Discos awareness statistics

The interest level shown in Figure 14 varies significantly from the above-mentioned experi-
ence type. It can be noticed by a reader that, even though survey participants have the
same level of awareness about both experiences (76 and 75 people answered “yes” to the
question), the level of interest differs dramatically. It is noticeable that 48.3% of participants

showed that they would want to experience Silent Discos.
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How interested are you in visiting it?
116 responses

Figure 12. The interest in Silent Discos

Last given experience is Time Café. It is visible in Figure 15 that survey participants are not
aware of the concept as well as about VR and Silent Disco concepts. Only 20.7% know
what Time Café is and how it works. The prevailing majority — 93 people — are not familiar

with the concept.

Do you know about Time Cafe concept?
116 responses

Yes 24 (20.7%)

No 93 (80.2%)

Figure 13. The Time Café awareness statistics

Nonetheless, the interest in Time Café takes second place among all three experience
models. A total of 81 people shared an opinion that they are interested or could be interested
in experiencing Time Café. These results lead to the conclusion that Time Café could be
developed as an idea; however, it needs a strong marketing campaign to increase aware-

ness and attract people for trying the model.

How interested are you in visiting it?
114 responses

40
30

20

12 (10.5%) 12 (10.5%)

9 (7.9%)

Figure 14. The interest in Time Café
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5.7 Survey results summary

The survey has shown that the most preferable experience business model is the VR game
zones. The conclusion is made due to the awareness and interest numbers rate that is the
highest in comparison with two other models. The respondents have higher interest in trying
entertainment offers of the VR model; hence, it has higher potential for further development
from the perspective of customers’ demand. Further research should be conducted to iden-
tify does the VR game zone business model has a potential regarding other factors and
aspects.

It can be stated that the information about respondents’ preferences about their way of
spending time was gained. Opinions about going out frequency, friend size group, prefera-
ble entertainment type were shared and analyzed. The author broadened her perception on
the experience and entertainment demand with the help of respondents who agreed to

share their thoughts. The overall picture would be helpful for business plan creation.
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6 Experience variety
6.1 Introduction to experience business models

Experience, as a new economic offering, has been developing gradually over the past
decades. Nowadays the range of experience suggestions reaches diverse target groups
and evolves significantly in quality, variance, and creativity. (Sundbo 2021, 81-83.) With
constant technological development, consumers become more demanding and selective in
their entertainment choice. Nonetheless, the same progress creates not only more intensive
competitiveness but gives the possibility for a new niche presence as well. (Lorentzen 2015,
Section 5.) From all experience variety, three experience types are chosen for deeper

analysis.

The thesis research scope includes such experience types as Virtual Reality, Silent Disco,
and Time Café. The audience’s opinion is presented above, in the Empirical Survey chapter,
and the part of market research is devoted to a more thorough examination. These types
are to be studied from such perspectives as: whether is niche free or not, how competitive
is the field, how complicated is to run a business of this type, and how much potential it has
for further development on the territory of Finland.

6.2 Virtual Reality experience

The first experience type to be examined is the VR experience. VR acronym stands for
Virtual Reality (Greengard 2019, 1-6). VR set is now widely applied for such purposes as
video gaming, business online meetings, professional training in medicine and military
sectors, and in others. It is expected that the technology will be applied in more areas in
foreseeable future. (Mihelj 2014, 4-5.)

The technology enables users to experience and engage with virtual 3D reality with the help
of their senses. The virtual world is built as accurately as possible to the real world; thus,
users totally immerse in the experience. (Whatls 2022.) There are several types of virtual
reality technologies that already exist on the market. The interaction goes on different levels,
starting from the engagement of sight sense and ending with the engagement of sound,
touch, sight, and even smell senses. (Farshid et al. 2018.) The most common and well-
known example of VR is computer games. A user interacts with the virtual world with a help
of the computer screen and its sight sense. Computer games are placed in the category of
non-immersive or low-immersive VR technologies. (Greengard 2019, 165-168.)
Furthermore, new technologies are already used for more immersive entertaining purposes.

Currently, the market offers more engaging products such as VR headsets or glasses.
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Basically, the glasses have 2 monitors that allow the user to have 360 degrees view “inside”
the 3D program. In other words, a player sees only the digital world. (Lynn et al. 2020, 58.)
Such technology is usually used in game zones, VR clubs, or lounge zones. Then, the most
advanced VR technology on the market for mass usage is VR wireless headsets and gloves
that provide the possibility to move in the surrounding. (Farshid et al. 2018.) Players
experience a high level of immersion as 3 to 4 senses are engaged in the gaming process.
Special arenes are built for gaming purposes; thus, players can freely move in the arena
and be fully immersed in a game with a help of sound and digital pictures coming from
headsets. (Xiong et al. 2021.)

Currently, VR technology has a noticeable presence on the market (Forbes 2021). For
example, the whole VR market size stands at 12 billion USD in 2022. The VR gaming sector
takes 1.9 billion USD in the same year. Moreover, the industry is expected to grow even
more in the next years. According to Thomas Alsop, the VR gaming headset market is
estimated to increase up to 32% in comparison with the previous year. The forecast claims
that expansion will not slow down, and the market size will grow every year. (Statista 2022.)
Another factor that shows VR potential is the rapid widening of VR technology usage.
Presently it is already applied for educational and training purposes and has quickly been
adopted by companies in various industries such as constriction, retail, design, and others.
(Forbes 2021.) The technology gains popularity: therefore, the market expands. It can be
said that VR has entrepreneurial potential and should be considered for possible wider
implementation on the territory of Finland.

6.2.1 VR Finland

Finland economy is on its development stage at the current moment (Trade economics
2022). To understand what role VR plays in Finnish economy, a market analysis is

conducted and presented below.

Virtual Reality experiences already can be found in the Finnish market (YTJ 2021). Several
companies help to accelerate the VR industry and bring together people who are
enthusiastic about virtual reality and its progress. For instance, one of those companies is
called Helsinki XR center (2022) which is dedicated to stimulating the Finnish XR industry
and supporting startups who are going to operate in the field. The importance of this type
of companies’ existence should not be overlooked as they boost VR development by uniting
experts, organizing events where knowledge could be shared, cooperating with universities,

and bringing young talents to the industry. (HXRC Team 2022.)
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Helsinki XR Center conducted research devoted to analyzing current market state (HXRC
Team 2022). Interview is supposed to reveal challenges, obstacles, and possibilities
announced by entrepreneurs who operate on the territory of Finland. The research was
conducted between January and August 2022 among 42 Finnish companies and gives the
most recent data. The interview statistics have confirmed that the main industry
concentration is in the Uusimaa region as 330 employees out of 455 work in the region. The
overall turnover of SMEs exceeds 6 800 000 € meanwhile the larger turnover per company
has reached 800 000 € a year. Respondents described that their main challenges are
finding professionals who are familiar with modern technologies, the recruitment process, a
problem finding investors, consumers with a low level of awareness of VR technologies,
and others. In general terms, the respondents believe that the industry will grow and
continue to develop. It is expected to happen due to peer collaboration, networking events,
collaboration with higher education, increasing consumers’ awareness, and the desire to

expand internationally. (HXRC Team 2022.)

Helsinki is the location for most existing offers (YTJ 2021). A potential customer already has
a possibility to find a VR game zone in the city. Below presented several companies that

already operate on the market.
6.2.2 Key players

There are 3 companies that offer to experience Virtual Reality gaming: 360XP (2021), True
VR (2020), and Pikseli (2022). They are located in Ullanlinna, Linjat, and Kalasatama
districts relatively which could be described as neighborhoods that can be reached
conveniently by car or public transport (Google Maps 2022). Talking about the general
analysis of these market players, the first and the second companies have accounts on
several social media platforms such as Instagram and Facebook but do not have websites.
It can be considered as a disadvantage because it is hard for potential customers to find
proper information about the companies’ services; thus, it might lead to client loss. 360XP
Finland and True VR both lack of capacity and fitting people in (4-6 people can play at the
same time). Therefore, both experience providers might meet with the service offer
limitation because of the capacity factor. Furthermore, the game zone interior could be
significantly improved for both locations as the experience consists also of décor and the
game zone decoration. (360xp Finland 2021; True VR 2020.)

Nevertheless, the key player on the market is Pikseli (2022). The company could be called
the most progressive and the most attractive to customers in the author’s opinion. The
reasoning behind the assumption above is the comparison with two other competitors,

360xp and True VR. The advantages, which Piskeli has, are the website content and layout,
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a bigger variety of games, a more organized for gaming purposes premise, and special
offers for several target groups. Moreover, the Pikseli provides multiple experience options:
individual VR gameplay, VR escape rooms, and event organizations. Another advantage
that can be mentioned is that it has multiple locations; thus, Pikseli is gaining strength on
the market. To the author’s opinion, Pikseli can be considered as the biggest player on VR

game zone experience market. (Pikseli 2022.)
6.2.3 Virtual Reality advantages and disadvantages

The following points highlight VR’s advantages:
1. First, the VR market is lucrative and gradually developing.

2. Next, the Uusimaa region is not oversaturated with VR offers; hence, low
competition level allows it to enter the market relatively easily. A significant
percentage of potential customers already have awareness and know what VR is
and have an interest to experience it by themselves.

3. The last point is the overall gaming process is engaging full immersion, wireless
headsets, possibility to freely move and experience virtual worlds. Another
advantage is competitiveness — it might attract more customers because of the
possibility to participate as a team. The experience can be fit for conducting
birthdays, team building, and as an activity for big friend groups (Statista 2022;
BoldData 2022; Greengard 2019, 165-168.)

The characteristics below emphasize VR’s disadvantages:

1. the main obstacle in the business model is a large number of investments needed.
The starting capital should cover all expenses such as qualitative headsets,

computers, TVs, and running the premise costs.

2. Another challenge is a complicated process of building renovation. The location
should meet the requirements and standards, match the hygiene norms, be useful
for performing business purposes and be attractive to the customers (Farshid et al.
2018.)

6.2.4 Virtual Reality outlook

After market analysis conduction, it could be claimed that the VR industry has a high
potential for further development. The increasing customer interest, overall profitability, and

growth predictions confirm that the niche can be considered a prospective one.
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Those entrepreneurs, who have an interest to run a VR entertainment business, have a
possibility to enter the market and maybe even conquer it, in the author’s opinion. There
are potential customers with awareness and demand, relatively low competition level, and
a higher chance to find investors. The virtual Reality industry is the industry that can be

developed in Finland.
6.3 Silent Disco

The next experience which is chosen for deeper analysis is the silent disco experience. The
silent disco is a new technology that is used for providing a unique dance music experience
(Barnett 2016, 37). All participants have wireless FM headsets that allow freedom of
movement. The music is transmitted from one station to every headphone. The Silent Disco
differs from ordinary parties with speakers and audio systems in a way that participants
have a higher immersion level as sound is experienced on a deeper level. (Barnett 2016,
37-39))

The technology provides an opportunity to experience dancing and listening to music differ-
ently from a common way of doing that (Tarr et al. 2016, 343-349). The advanced
experience happens due to binaural beats. In other words, binaural beats could be
described as a phenomenon when sound waves with diverse frequencies are delivered to
each ear. Then, our brain combines these two signals that were received by the ears and
creates a new “third” sound. Binaural beats cause a strong immersion effect and create a
deeper sound experience. An extra advantage of using the technology is the 3D effect. 3D
audio can form a feeling of a sound that comes from behind a listener or from the front side.
(Dobda 2013, 69-71.)

An additional benefit of Silent Disco headsets is being multi-channel. The advanced setting
allows a listener to enjoy diverse music meanwhile being at the same party in the same
room. For instance, the same song that is sung by diverse singers is transmitted via several
FM channels. Depending on the preference, a person might enjoy the singing of a man or
a woman, techno, or electro song style, increased instrumental or voice part. (Tarr et al.
2016, 343-349.) A common practice at Silent Disco parties is several DJs. Depending on
the event, the music styles can be related to one theme or can diversify significantly. The

volume can be regulated as well. (Dobda 2013, 69-71.)

Silent Discos gain popularity thanks to an extra advantage — silence. Nowadays, it is
possible to organize parties with hundreds and hundreds of people and decrease the noise
level dramatically. (Bouwer er al. 2020.) The result is achieved by headphone usage. As

the music is not played via speakers or audio systems, the noise level is lower in comparison
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with the common club. The Silent Disco benefit brings the opportunity to conduct parties
and events in the city centers, sleeping neighborhood areas, and in places with a restricted
noise level. (Barnett 2016, 38-39.)

6.3.1 Silent Disco Finland and key players

The popularity of Silent Discos gradually increases worldwide (Dobda 2013, 69-71), and the
popularity increase is happening in Finland as well. The market already has multiple Silent
Disco options for people who want to experience parties differently from a common way.

The first concept representative is Silent Entertainment (2022) company. The main com-
pany’s purpose is headphones leasing. The organization does not conduct Discos by itself;
however, it solves the problem for the people who would like to experience sound immersion
and gives them an opportunity to rent the equipment. The renting process is relatively sim-
ple: a customer states how many headsets and transmitters they need, pays the deposit,
pays the actual price, conducts their event, and returns leased equipment. The delivery is
performed by Silent Entertainment. The company offers the headsets and transmitters for
such events as Silent Discos, private parties, seminars, walking tours, intimate art experi-

ences, conferences, and many others. (Silent Entertainment 2022.)

Additionally, one-time parties are also organized on the city territory. For example, Heidi’s
bar organized a Silent Disco party in 2019. Apparently, the event was conducted only two
times (Tripadvisor 2019d.). Such festivals as Qstock, Ruisrock, and Provinss were con-

ducted in the same format (Silent Entertainment 2022).
6.3.2 Silent Disco’s advantages and disadvantages

The following characteristics describe business model advantages:

1. Possibility to listen to multiple music channels and switch between them meanwhile

being present in the same room. Option to turn music want whenever you want

2. Option to run a company that would sub-lease the headphones. Easier to track the
number of headphones and their return. Possibility to gain the company’s trust and
provide headphones for team meetings, seminars, lectures, or other group

meetings.

3. Noise reduction for the surrounding. It gives an option to organize parties in crowded
neighborhoods, city centers, and sleeping areas without disturbing people who do

not participate in the party.
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4. Experience sound differently. Headphones can transmit additional beats changing
the original sound which creates a unique experience. Opportunity to spend time

with friends, as a group, in interesting way.

5. Applicable for various purposes. Headphones can be used at club, at home parties,
music concerts, festivals, etc. For instance, classic music concerts may use
headphones as a tool for providing exclusive concert that is a diverse experience
from other common offers in the music industry. (Dobda 2013, 69-71; Silent Enter-
tainment 2022; Bouwer er al. 2020; Barnett 2016, 37-48.)

Next characteristics define business model disadvantages:

1. Technical problems occurrence. Such a type of problem could easily ruin the whole

experience.

2. Thenitial audience interest, according to the survey data, is on the low level. It might
be challenging to convey the value to the customers. High marketing investments

could be needed

3. Headphone’s loss percentage. The number of people who would take accidentally
or on purpose the headsets. An additional expense to the owner. (Barnett 2016, 37-
48.)

6.3.3 Silent Disco outlook

The market analysis has shown that there is a potential for Silent Disco niche development.
The suggestions that could be taken into consideration by potential businessmen are the
following. Silent Disco parties may become an additional value to the already existing clubs
and dance bars. Those clubs and bars can organize Silent Disco parties once a month or
several times per month by conducting them on their premises’ territories and renting the
equipment from outsourced company. For example, from Silent Entertainment. The Silent

Disco can become an additional value.
6.4 Time café field

Last but not the least experience type is Time Café. The idea was born in Russia in 2010
by Ivan Mitin. The businessman called the place with an alternative name — anti-café. The

prefix symbolizes the reverse from café operating. (Wiejak 2017.)

The time café concept consists of the idea of a customer paying not for goods but for the

time spent on the premise. In other words, people come to time cafés to enjoy the
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experience of being in the space. Specifically, the business model operates in the following
way: a customer arrives at the premise, gets a card with a mark with the arrival time, and
enjoys the food and drinks for free (usually it is a snack bar with water, tea, and coffee as
beverages), and pays at the end of their stay for the time that was spent in the café. Each
time café establishes a certain price rate per minute. If a customer reaches a specified time
limit — for instance, 1 hour — then the price counter stops, and a customer pays a fixed price
rate. The main value of the experience is enjoying the café’s facilities and the general
atmosphere. As the main value is time, owners tend to decorate the space and make it
comfortable and pleasant for the clients. For instance, as a visitor of time café, it is possible
to have a good time in lounge zones with various coaches, unusual armchairs, soft floor

coverages, poufs, and other comfortable furnishings. (HuffPost 2017.)

its space organization and what exactly customers can do inside of it. Each café may have
its unique offers, and below are presented several possible ones. To begin with, time café
as an experience can be used for such purposes as learning, co-working, and
entertainment. (Wiejak 2017.)

As entertainment, time café can provide various offers for increasing experience perception.
In the premise, a potential visitor usually has the option to enjoy board games, diverse
gaming consoles (for example, Play Station), or watch movies in one of the rooms. The
whole space is organized in a way that visitors would have fun. There might be areas for
common use, where a big number of people can gather and spend their time altogether.
Then, sometimes there are more private areas where you can enjoy a more intimate
atmosphere. Also, it includes cinema rooms. (HuffPost 2017.) As a coworking space, time
cafés can be a fitting option for freelancers and students. Cafés bring diversification in
working routine, for example, if a person wants to change surroundings. As for learning
experience, time cafés can fit for educational purposes as well. It is common practice to
organize various masterclasses, lectures, and seminars because usually space can

accommodate groups of people for a comfortable learning process. (HuffPost 2017.)
6.4.1 Time café Finland and key players

The Time café market analysis supposes conducting research regarding market key players

that have the same or similar business model.

The representer of Time café concept is Helkati café (2022). The premise is located in
Helsinki and epitomizes the closest conception to the above-mentioned one. The café has
an entrance fee — 5 € - that is paid for the chance to see and pet cats that live in the café.

The visit time is limited to 1.5 hours. Visitors’ experience consists of the food and beverages
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that they can buy there, the surrounding atmosphere with an explicit interior, and time-
spending with cats. The organization’s website suggests booking beforehand the visit time
to be able to get inside the premise when the potential customer would want to. (Kissa-
kahvila Helkatti 2022.)

Additionally, owners concentrate to provide multiple experience options. One of these op-
tions Is to book your time slot for cat yoga where a customer could have a yoga masterclass
as a group practice with cat presence participation. Furthermore, the café organizes adult
trivia evenings. All interested customers can come and participate in a quiz and have an
outstanding social experience. It is also possible to conduct birthday celebrations or other

types of events.

It should be mentioned that the researcher has found only one café that has the concept of
paying for the time. Other market players and competitors are cafés with a regular food
purchase concept. Such companies as Espresso House, Robert's Coffee, and Kaffa
Roastery that operate on a regular café basis.

6.4.2 Time café advantages and disadvantages

The following points are related to time café advantages:

1. time cafés might be used for various purposes; hence, have an opportunity to attract
more diverse target groups — freelancers, friend groups, students, people who look

for a pleasant atmosphere for enjoying food and beverages, etc.

2. the grand opening can be done in a quick period as the premise does not need any

special equipment as a VR game zone.

3. Time cafés have a variety in their offers and potential entrepreneurs might adapt

the model to the demand in their area.
Next point are meant to describe disadvantages:

1. officeinfrastructure in Finland, especially in the Uusimaa region, is highly developed.
The prevailing majority of companies and universities can provide convenient
working areas for their employees or students. In addition, libraries, such as Oodi,
have multifunctional working zones. Thus, the demand for extra coworking spaces

is not expected to be high, and the business model may be not lucrative enough.

2. it might be complicated to explain the value to the potential clients —why should they

visit Time Café instead of working from the office or at the university.
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6.4.3 Time café outlook

Time cafés is business model which potentially will not have a great success in the Finnish
market. Uusimaa region, especially Helsinki, is highly developed in terms of food market
and coffee drinks offerings. Additionally, the area obtains comfortable co-working spaces
inside of universities, offices, and other institutions. Therefore, the struggle to show Time
café value to the Finnish customer might be challenging. The author tends to think that the
business model would not be profitable and is not worthy of adaptation.

6.5 The general conclusion regarding business models

The overall business models’ observation is completed. The analysis has shown how suit-
able each business model is to the Finnish market and whether it would have any potential

for further development.

Each business model could be transformed into a lucrative company that could progres-
sively grow and suggests unique experiences to potential customers. Nonetheless, only
one is to be taken as a basis for business plan creation. To the author’s mind, the Virtual
Reality business model is the most prospective among the all-researched ones.

According to the survey, VR has the highest audience interest and presumably would have
higher demand than Silent Disco or Time café experience offerings. Virtual Reality has a
high potential level not only because of the factor but also due to progressive VR industry
expansion, technological development, and new gaming possibilities. The future business
has a chance to grow by evolving in the industry and adapting to the most crucial advance-

ments.

Silent Discos have higher potential as an additional value to already existing parties rather
than a separate party type entertainment in the Finnish market, to the author’'s mind. Pro-
moting Silent Discos as limited special parties and creating artificial scarcity may lead to
higher customer attraction. The author’s suggestion to the people who might be interested
in Silent Disco business model is to focus on renting the equipment or establishing headsets

and transmitter leasing company.
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7 Business plan. Evolve VR
7.1 Business plan introduction

The author conducted research about the Finnish experience market and now gained a
deep understanding of the current political and economic situation. After acquiring solid
theoretical background, a business plan is to be created.

After the market analysis and survey conduction, the conclusion that a business model with
the highest potential for adaptation to the Finnish market is the Virtual Reality business

model.

It should be mentioned that the particular data below is presented with a help of a Russian
company that operates in the VR market and offers franchising partnerships. The name of
the company is War Point, and it provides free access to the information that the company
has been collecting since 2020 — the year when the VR game zone opened.

7.2 Business idea

The author has decided to call a future company Evolve VR. The business idea could be

described as follows.

In Evolve VR customers can experience Virtual Reality gaming with full immersion into the
gaming world. Clients can play games with a help of special equipment: VR headsets with
360 ° vision, sound transmission, and exceptional hand controllers. The technology allows
freedom of movement around the gaming area. Moreover, Evolve VR suggests a wide
game library choice where it is possible to find options starting from games for children and
ending with shooters for adults. You can experience adventures in Amazon, kill zombies in
an Apocalypse world, search for treasures in Ancient Egypt, and much more! With Evolve

VR you can explore entertainment from a different point of view.

Evolve VR suggests various packages depending on customer needs. We have options for
a birthday celebration where a customer can bring their own food to the game zone territory
and have a birthday party with us. Moreover, corporate packages are also on our offer list.
It Is possible to book the time in Evolve VR for you and your colleagues to organize a fun
and unique experience for everyone! We could help with catering options if you have such
a request. If you search for an unusual present, we also have a solution. Evolve VR sells
gift cards! You could choose from alternatives for one person, an option for a couple, and a

family option.
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7.3 Mission, vision, and core values

Evolve VR is a company where people experience the virtual world on another level. All
visitors would feel deep immersion in the gaming process with the help of the most

technologically advanced headsets.

The mission of the company consists in providing the most exciting VR gaming experience
going along with a special attitude to each customer. We care about our client's emotions
and want to create a special atmosphere straight from the entrance door. Evolve VR is

dedicated to creating the best experience for its clients in all aspects.

The Evolve VR vision is linked to constant development. The company sees itself
launching the first location and then gradually expanding on the Finnish market. One of the
Evolve VR aims is to become the leader in location-based entertainment. The company
believes that in the future it will be available to offer its services to a large audience and be
at the top of the experience industry.

The main value for the company is to provide the best services to its clients. The Evolve
VR should have the most modern and technologically advanced equipment so that
customers could experience the most interesting things that the Virtual Reality world can
offer. Besides qualitative equipment, Evolve VR would want to offer a safe, convenient, and

truly outstanding space for gaming where people would enjoy spending their time.
7.4 Customer analysis

Virtual Reality is a rapidly expanding industry that is starting to be present in various
business sectors in Finland. VR, as entertainment, is already present on the market and is
expected to gain even more popularity in the nearest future. A larger number of people
begin to explore the Virtual world. (Whatls 2022.)

It is planned to portray potential customers who already have or might have an interest in

VR as in an experience. Further, the representation is to be introduced.
7.4.1 Segmentation

The following section of the business plan is dedicated to segmentalizing potential
customers into several groups. The first division is to be by age. The age data provides an
entrepreneur a possibility to evaluate what options could be offered to this or another age
group and estimate in what way the groups are lucrative for the business. Figure 17 shows

data regarding age (War Point 2022).



38

AGE SEGMENTATION

41+ years
4%

31-40 years
15%

8-14 years
38%

21-30 years
28%

Figure 15. Age segmentation (War Point 2022)

According to the provided data, the most interested in VR groups are pupils (8-14 years)
and young people of 21-30 years old. Such information allows adapting marketing strategies
regarding the demands of these specific groups. Firstly, it should be mentioned that the
youngest segment group usually does not have a control over money; thus, the promotion
should be concentrated on their parents as they are the payable representatives. Secondly,
the prior estimation is to promote birthday party celebrations to the youngest group and their
parents especially. The birthday party celebration opens an opportunity to upsell additional

services and make more profit in comparison with an ordinary customer visit.

The second largest group is young people of 21-30 age. The group should be offered VR
game services with a different attitude. These people tend to spend their time in groups of
two-four friends, commonly not at home. The group presumably has a stable or semi-stable
income; hence, they have sufficient solvency. Regarding the conclusion, the type of people
of this age group could be offered options of conducting team building, university guild

activity, or any other type of events.

The next segmentation that can be done is segmentation by the income rate:

INCOME SEGMENTATION

Average

0,
3% High

49%
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Figure 16. Income segmentation (War Point 2022)

These statistics are provided by a similar company that also operated in VR sector — War
Point. As the reader can see, people who have above-average income tend to play VR
games and are the largest customer group. The people who have average income are also
common customers and a part of a large segment. The observation creates room for
assuming that in the future additional services, extra offers, and other upsells can be offered
in particular cases. Such segmentation gives a certain flexibility for decision-making
choices.

Behavioral and psychographic segmentation is to be analyzed in a detail below.
7.4.2 Target groups

To increase the possibility of attracting more customers to the VR game zone, the definition
of target groups is to be done. The analysis of each group’s drivers, obstacles, and motives
are to be presented below.

The first analysis step is the visual representation of target groups:

B2C

Individual
Team games _
celebrations
Pupils 8-15yo0 Students 17-24yo
. - in general men, searching for
blrthday party —

Figure 17. Target groups (War point 2022)

After a short visual representation, the author wants to go more into detailed target group
representation. The more detailed group description consists of groups that are interested
or could be possibly interested in VR are active people, parents, men in particular, Further
analysis of each group is presented:

ACTIVE PEOPLE — STUDENTS

The group includes students and young specialists. They consider VR as a way to spend
their time with friends and see playing as a group activity. Representatives prefer to spend
their time with 1-4 friends. The group has relatively plenty of free time, more eager to go out
and try new experiences, but is low on a budget. Some of the representatives actively
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participate in university events or team building. As the conducted research has shown,

students in Finland have an interest in experiencing VR.
Decision drivers:
- are looking for new emotions and experiences
- want to spend their free time with friends, as a group
- want to participate in various activities.
Decision obstacles:

- pricing can be challenging

- preferences regarding game types. Game graphics play vital role.

PARENTS

The group includes mainly women 30-45 years old. They have one or several kids, can be

married or already divorced. The type of customer wants to strengthen the bond with their

children and provide an experience that children would enjoy. Parents search for new

entertainment types which suit kids. Group representatives have money that they can spend

but at first, should be convinced that the purchase would be beneficial.
Decision drivers:

- the knowledge that child/children would enjoy

- price and joy ratio

- possibility to organize a birthday celebration.
Decision obstacles:

- children’s safety

- prejudice about games

- is the price rational.

MEN

The group is defined by the 25-40-year-old age, very possible prior gaming experience,

and a common preference for military shooter games, like Contour Strike. It is possible that

they have an above-average income. Usually, active people who have a group of friends

and prefer to spend their free time in an interesting way.
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Decision drivers:
- desire to participate in a new experience
- want to interact with advanced technologies
- want to spend time with their friend group
- shooter experience
Decision obstacles:
- booked time slots. Prefer the evening time when the game zone is busy
- dissatisfying game graphics cause unpleasant experience

- price in some cases.
7.4.3 Customer path

The following analysis step is creating a customer path. The author has decided to create
an imaginable interaction structure between a common customer and the company. The
presented below path in Table 1 does imply B2B interactions. For instance, interactions
between Evolve VR and other companies, which could be interested to organize team
building, are not implied.

customer
searches for infor
for their questions
on the website

booking online or
by making a
phone call

advert brings
them to Evolve VR
website

an afterwards
email with a
discount for

another game

instructions how
to use technology gaming time
is done

a messege reminder 1 day customer arrives
before booked time to the game zone

Table 1. Customer path
7.5 Competitor analysis

The customer analysis conduction is finished, and competitor analysis is the following step
in the business plan. The partial competitor analysis can be seen in Chapter 7.1.2 where
the market key players are presented. They are the direct competitors for Evolve VR.

Indirect competitors are the additional part that should be analyzed. The experience com-
pany that goes under the category is Megazone (2022). The company is oriented on laser
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tag experience provision. Laser tag is a shooting game that is conducted on a specially
designed territory with barriers and target zones. Players use infrared-emitting light guns to
shoot at designed targets. (English 2019.) The first advantage of the company is the ad-
vanced territory design with neon lighting and cyberpunk surrounding. The atmosphere
serves for the customer attraction. Next advantage is a user-friendly website with detailed
information for the clients. The website has multiple sections like FAQs, prices, general info
about the company, safety rules, etc. Additionally, the company’s services are adapted for
various target groups. They include birthday offers, offers for companies, offers for compa-
nies, and individual offers. (Megazone Helsinki 2022.)

Evolve VR could compete with Megazone by promoting its services to universities with pos-

sible partnership arrangements. To the author’'s mind, Megazone is a powerful competitor.
7.6 Establishment Process

The general steps for Virtual Reality game zone establishment:

1. Business plan creation. There the potential entrepreneur describes all the necessary
aspects for running the particular model. The financial reports are studied. The
franchisee is enlightened in general on how specifically one of the game zones
operates.

2. Negotiations with a franchiser. The estimated financial model is calculated. The

contract is signed by both parties.
3. The franchisee receives access to know-how guidelines.
4. The search for a location. Testing that premise meets the requirements.
5. The design project is created for the specific location.

6. Renovation and construction stage. The premise is readjusted according to the

design project. The equipment is to be bought and ordered.
7. The marketing campaign is launched.
8. Hiring employees. New personnel is taking the training sessions.

9. Game zone grand opening.
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SWOT was chosen for additional analysis conduction to get even more clarified perception

upon this business idea. SWOT analysis is a structured tool for developing strategic plan-

ning and assessing a company’s competitive position. The company’s position evaluation

is done by considering both external and internal factors which could possibly have an in-

fluence. (Roger et al. 2013.)

STRENGTHS

e developing market
* huge game variety
e high interet rate

® unique experience

OPPORTUNITIES
own game design
creating VR Arena
diverse customer attraction
nationwide expansion

Table 2. SWOT analysis

WEAKNESSES

e high investment rate
e technical problems

e construction/ renovation process
d

THREATS

e failure location choice
e failure marketing campaign
e unstable political&economical

SWOT analysis provides a potential entrepreneur a foundation for marketing and risk man-

agement. Marketing planning should be especially concentrated on w the strengths to pro-

mote them to customers and on the opportunities as well. The risk management can be

done based on highlighted weaknesses and threats.

7.8 Marketing plan

To make Evolve VR a competitive player on the market, a marketing plan should be created.

The summarized version of the marketing plan is presented with the 8Ps tool.

Product. The VR game zone itself and the games. The game genre: simulators, action,

shooters, horror, for kids, quests, team games. Goal: to have 20 games at the start and

expand the library to 50 in the first year.

Price. 30 min game time — 13€ per person. 60 min game time — 24€ per person. Extra 30

min +11€. The prices are compatible with market offers. For example, direct competitor
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Pikseli charges 20€ per 30 min game and 38€ per 60 min game. Non-direct competitor,

Megazone, charges 10€ per game and 18€ per two games.

Birthday and corporate packages are calculated depending on the request. A number of
people, game duration, and catering are taken into account for price calculation.

Promotion. Website creation on Tilda. A lending with multiple page options: front page with
key information and additional tabs. Additional tabs should contain information about the
company, games variation, prices, discounts, gift cards, birthday packages, corporate pack-
ages, feedback, FAQs, and contact information. The lending is planned to be modernly
designed for bigger customer acquisition. The website is to be tested on a small audience

with the help of Facebook Ads for customer path analysis on the lending.

Next promoting steps are to be done with the help of social media channels. The channels
that are planned to be used are Facebook, Instagram, and TikTok. TikTok would have a
priority as current promotions on the app can be done for free. In the future, a YouTube
channel could be used. The content on the company’s YouTube account would have a
visual representation of Evolve VR, general information, videos about events conducted,

and other creative content. Email marketing is also to be used.

Another promotion that could be done is promo codes for the next visits. The plan is to give
a discount for the third customer’s visit; hence, a customer would be motivated to come
back.

An additional step is a cooperation with other organizations. In other words, promoting
Evolve VR'’s services by offering a special beneficial deal which hopefully would lead to a
solid collaboration. For instance, universities in the Helsinki area could want to organize

events in Evolve VR multiple times per year.

Place. The location is Uusimaa region. The search for a building would be done in Espoo

and Vantaa areas.

The requirements for the premise. Location. The location should be reachable by public
transport. There should be a possibility to park a car nearby. Developed area with infra-
structure. The premise itself. Floors should be flat and even, without deformations. Floors

should not reflect light. No straight sunlight.

On the premise, there should be a lounge zone, reception, VR game zone, and dining table
zone. The technical aspects should include a ventilation system, a conditioning system. The

whole zone should take approximately 80 square meters.
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Positioning. the product mix includes gaming per person, a birthday package, a corporate

package, gift cards offer, and also gaming time options.

Time category. Offer per 30 minutes, per 60 minutes, and per extra 30 minutes. It is also
considered to make a discount on one of the days at the least popular time.

Processes. The customer’s experience consists of multiple factors and experience delivery
is one of them. The first performance that should be done on a high level is communication
with customers during the booking stage. It includes preliminary contact via phone and
email. The staff should have a clear understanding of all company’s offers to suggest a
client the most suitable for them option. The booking should be done correctly, and special
requirements should be noted. In addition, messages on social media channels also should
be checked on a daily basis. A phone call the day before booked time slot should be done

to remind a customer about their booking.

Then, the service should be provided also at the VR game zone. It includes welcoming a
customer, following the time schedule, telling the instructions and safety rules, and assisting
during the gaming process. The employees should be familiar with a game collection and
be able to suggest the proper game according to customers’ preferences. Moreover, the

employees should know how to act in situations if anything goes wrong.

Last but not the least is the payout stage. These processes require the employees to collect
a payment, give a customer receipt, ask for feedback, and promote the company’s pack-

ages to certain clients.

Physical evidence. The competitive advantage of Evolve VR should be its interior. The
whole premise should immerse customer in the virtual world starting from the entrance. The
game zone would be organized with a furnished lounge zone where would be puffs and
convenient resting zone, table zone where customers could enjoy food, registry place, and

the game zone itself.

The game zone for the safety reasons would be divided into separate sections where a
player could freely move. Each zone would have the equipment, a headset and controllers,

and a TV screen where the game would be visible to a non-player.

In general, game zone design should be modern and attractive. The premise should be
filled with neon LED lights and cyberpunk decorations. The Evolve VR should be recogniza-

ble and memorable in comparison with competitor companies.

People. The main objective is to have a team of determined, highly motivated, eager-to-

develop people with alike mindsets. The plan is to make a team out of other students or



46

recently graduated people. The author believes that among the young generation it would

be easier to find people who would match the above-mentioned requirements.

In the Evolve VR team should be several roles. Firstly, there should be at least two people
on the premise who would deliver the experience to customers. These two people would
take shifts and work at the registry, answer phone calls, and work with clients during the
whole gaming process. Secondly, the marketer position. Evolve VR plans to use multiple
promotion channels and operations on them should be done mainly on daily basis. Thirdly,
the owner and manager themselves. Two people who would take responsibility for person-
nel hiring, time scheduling, bookkeeping, negotiations with other organizations, overall man-

agement, and other things.
7.9 Risk evaluation

Evolve VR is a company only at the beginning of its journey. In order to have a chance to
prosper on the market and be competitive, the possible risks should be evaluated. Conse-
quences of risk underestimation may lead to profit loss and the possibility to lose its place
in the niche. The risks can be managed in four ways: by avoiding risks, decreasing risks,
transferring risks, and keeping risks on own’s account. Therefore, the risk description and

management strategy are presented below.
7.9.1 Property risks

The first type of risks that can have a significant influence on Evolve VR is property risks.
Several collapse types may occur in the premise — fire, pipe breakdown, problems with
wires, and electricity. Such accidental risks would be covered, at least partially, by insur-
ance. The building itself should be insured in order to be safe if any occasion of such type
would happen. Moreover, provisional measurements should be conducted on regular basis
to avoid risk. Provisional measurements are general premise maintenance in clean and

neat condition, following safety rules, and conducting regular building inspections.

The second risk may relate to equipment endurance. Problems with equipment operation
also may occur. For instance, headsets would not transmit sounds. To avoid the problem,
the entrepreneur should store an equipment guarantee certificate to be able to fix the prob-
lem if it occurred within the guaranteed time period. Additionally, to avoid equipment should

be stored according to its maintenance rules.
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7.9.2 Personal risks

Personal risks in the case of Evolve VR might be connected with a lack of labor or labor
stability. For instance, in situations when the company experiences busy hours and there
are not enough personnel to deal with customers. Such problem can be solved by decreas-
ing the risk method — creating an additional plan for such situations written for management
and personnel. It could be suggested what actions a manager should do to resolve the
situation (could answer incoming phone calls or work at the registry station, for example).
In addition, staff could be trained on how to perform the necessary tasks that might happen
within a rush hour — to be able to replace responsible each other and solve problems sim-

ultaneously.

An additional risk is a lack of customers. Such risk could be managed by the decreasing
risk method. The problem requires a strong marketing campaign, and probable partnership
with other organizations (universities, corporate companies). Another tool — avoidance —
could be performed by multiple pre-testing. For example, a draft of a website could be done
and spread on social media channels. Another option to conduct additional survey regarding

more specific preferences regarding future VR game zone company.
7.10 Legal form

The Evolve VR is planned to start on terms of General Partnership. The legal form choice
is specified due to the fact that the company is to be formed from scratch and managed by
several partners. The author is dedicated to run the business with several other people with

alike thinking who are to be found in entrepreneurship community.

General Partnership is comparably easy to form and maintain at the starting stages. The
easiness is concluded in tax payment format: the profits are distributed among partners
according to the profit- shares, and afterwards each partner pays tax on the received
amount. Each owner has an unlimited personal liability and equally shares responsibility for

company’s performance. (Vero 2022.) Partnership Agreement is to be created.

The possibility to change legal form into Limited Liability Company after three-four years

existence on the market is also considered.
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8 Summary and discussion

The thesis paper provides an observation of the current Finnish experience industry state
and its multiple aspects. The readers can familiarize themselves with the information re-
garding key players on the market, entertainment offers, and overall market state. Addition-
ally, the concentration is made on experience search platforms with the following sugges-
tion’s guideline on how it is possible to improve those platforms.

As a part of theoretical knowledge gathering and market research, the thesis work reaches
the goal to give a broad description of the experience and experience economy terms and
study them from different perspectives. In addition to experience economy general obser-

vation, three chosen business models are studied from an entrepreneurial point of view.

The major result of the thesis research is the identifying experience business model that
could be developed on the Finnish experience market. With a base on the extensive market
research and quantitative research conduction, the business model is chosen — Virtual re-
ality game zone. It has the highest potential indicators and obtains promising factors for
development on the Finnish market. As an outcome of the thesis work, an entrepreneurial
guideline — business plan — is created.

The research can be valuable to anyone who is interested in studying experience economy,
entertainment industry, and the aspects related to it as the thesis work can become a the-
oretical ground base for any further research. Additionally, the thesis opens an opportunity
to other researchers to study and analyze the topic deeper or from another perspective. The
entertainment industry has a potential for analyzing it by including different business mod-

els, other entertainment sectors, distinctive regions, and other possible aspects.
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Appendix 1. Your Free Time Survey

Are you a student from Finland?

e Yes, | am Finnish

¢ No, | am an exchange

e No, | am not Finnish, but | study here full-time
e Prefer not to answer

Would you want to have more entertainment options in Finland in general?

e Yes
e NoO

Your typical weekend looks like (multiple choice possible)

e staying at home by yourself or with friends

e active time in a city (cinema/bowling/parties, etc)
e nature (hiking, fishing, grilling)

e all of it: depends on the mood

e none of it

How much do you like to spend time not at home?

Prefer my cozy house Out all the time

How often do you usually go out?

>1 time p week

e 1time p week

e 1-2times p month

e Sometimes in a year
e Not interested at all

With how many friends do you usually hang out with?

e 1-2
o 24
e >5

e Only me, myself and |

What kind of entertainment would be the best for you (multiple choice possible)

e Party: festivals, concerts, clubs, drinking events

e Sportive: hiking, camping, sport competitions, marathons

e Special: theme parks, game lounges, treasure hunting, masterclasses
e Cultural: exhibitions, museums, theatres

e None of it

Do you know about VR game zones?
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e Yes

How interested are you in visiting it?

Not at all Extremely interested

Do you know about Silent Discos?

e Yes
e NoO
Not at all Extremely interested

Do you know about Time Cafe concept?
e Yes
e No

Not at all Extremely interested
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