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In a sector where business models are being evaluated and re-

evaluated – both reactively to address severe public funding cuts and 

strategically to new activities afforded by the digital economy – exploiting 

the Experience Economy is one attractive opportunity for resourcing the 

sector’s future. 
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Date Milestone Comments 

15 April 

2013 

Interview  

May 2013 Project approved by funding bodies  

October 

2013 

Project contract signed There were some questions about the VAT; this 

4 month delay on the part of the funder was 

demotivating to the project team 

September 

2013 

Competitive Analysis produced by 

Research Team 

Analysis reviewed the Conceptual Culture 

Market 

Provisional Product Segments 

Partner Concepts (Appendix 1) 

November 

2013 

Project team meeting  

26 February 

2014 

Project Manager appointed; Project 

team meeting 

Agenda: The aggregated sales platform for 

existing experiences (each with common 

'value-add' components); regular experiential 

discussion forums, hosted by a range of 

partners; quarterly larger-scale, speaker-led 

events, hosted by a range of partners.  

March 2014 Partner Collaboration Agreement 

signed 

 

20 March 

2014 

The Coffee House Experiment (#1), 

Royal Academy of Arts 

N=20 (of 45 total attendees) 

26 March 

2014 

Project team meeting  



Date Milestone Comments 

31 March 

2014 

Coffee House Experiment – 

Preliminary findings produced by 

Research team 

Covered consumer event knowledge and 

expectation; strengths; areas for improvement; 

demographics 

30 April 

2014 

Project team meeting  

8 May 2014 The Coffee House Experiment (#2), 

Royal Academy of Arts 

N=12 (of 45 total attendees); planned with 

insufficient time to receive ethical approval from 

University of Salford to undertake on-site 

interviews 

28 May 2014 Project team meeting  

22 July – 1 

August 2014 

Online consumer panel of London 

residents and CulturalLabel.com 

customer and conference 

attendees surveyed  

 

August 2014 Marketing Cultural Experiences – 

Market Survey, produced by 

Research Team 

Analysis assessed the size and profile the 

addressable London market for paid cultural 

events   

• 2 Assess current cultural event 

activities, preferences, amount spent 

on recent events  

• 3 Evaluate interest, expectations and 

price sensitivity for 4 target partner 

events  

Summer  Project team meetings Cancelled 

12 

September 

2014 

Options Analysis sent to Nesta 

regarding concerns over readiness 

for public project launch 

The inflexibility of the initial project planning 

meant that all subsequent milestones became 

less relevant. Allowing an element of the 

unknown into project planning (to react to 

discoveries as the project progresses) would be 

helpful for future projects  

5 November 

2014 

Nesta approves a soft-launch of the 

website plus a sector-facing 

advocacy campaign 

 

November 

2014 

Event planned at Whitechapel;  Cancelled; not enough ticket sales to cover 

costs 

November 

2014 

Soft launch of Cultural Experiences 

website 

 



Date Milestone Comments 

13 

November 

2014 

Final project meeting  

December 

2014 

Launch of sector advocacy 

campaign at REMIX London 

Launch of advocacy publication, Golf, Art and 

Spa Days; workshop and online resources 

Digital 

legacy 

Platform archived at 

www.CultureLabel.com/experience 

Additional materials available through 

www.remixsummits.com/experiences 

http://www.culturelabel.com/experiences
http://www.remixsummits.com/experiences






 





 

 

 

 















PROJECT BUDGET     

Component Days Total costs 

  
 

  

TECHNOLOGY     

Setup frameworks 6 £2,100 

Load/Stress test 2 £700 

Concepting 5 £2,750 

Wireframing 6 £3,300 

Design 15 £8,250 

Setup & Configure CMS/PIM components 20 £7,000 

Setup & Configure transaction component 12 £4,200 

Setup & Configure API Manager 5 £1,750 

Setup & Configure ERP 20 £7,000 

Setup Search, Data Index & Service 5 £1,750 

Mobile build 12 £5,400 

Vendor dashboard 5 £1,750 

Admin dashboard 6 £2,100 
Digital marketing components setup / 
integration 12 £4,200 

User Acceptance Testing 10 £3,500 

Technology Subtotal 141 £55,750 

RESEARCH     

Competitive analysis 4 £1,400 

Survey – Supply 3 £1,050 

Focus group - Tourism B2B 4 £1,800 

Survey - Gift B2B 11 £5,000 

Survey - Gift & Tourism B2C 11 £6,350 

Product evaluation 21 £5,734 

Report 19 £6,462 

Academic oversight 4 £1,212 

Research Subtotal 77 £29,008 

PROJECT MANAGEMENT & CAMPAIGN     

Project Management & Delivery 80 £20,000 

Sector Campaign (e-book, website, events) 58 £20,000 

Arts Subtotal 138 £40,000 

TOTAL 356 £124,758 
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http://www.sciencedirect.com/science/journal/02615177/27/6
http://www.nesta.org.uk/library/documents/Academic_report_Social_Interpretation2.pdf
http://www.nesta.org.uk/library/documents/Academic_report_Social_Interpretation2.pdf



