
The Experiential 
Future

Instead of looking for  
happiness, identity, status  
and meaning in material things,  
people are increasingly finding  
them in experiences. Social media  
has evolved to become less about  
conversation and more about visual  
storytelling, with online behaviour preferring  
the display of experiences over possessions.  
Epson’s Experiential Future study shows that  
brands that harness the power of experiential 
technology to create lasting visual memories for  
people, will reap the rewards of loyal customers, 
dedicated followers and more repeat business.  

 Neil Colquhoun  
Vice President CISMEA and Professional Displays,  
Epson Europe B.V.
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Introduction 

Epson’s Experiential Future research sought views on the  
use of immersive technologies at events, visitor attractions, 
leisure, hospitality and retail destinations across Europe.  
We asked consumers about their experiences with large- 
scale projections, interactive displays, holograms, virtual  
and augmented reality. 

The findings highlighted a significant societal shift in consumer 
attitudes with an increasing demand for immersive experiences 
at events, visitor attractions, and retail stores from all age  
ranges in European society. 

In particular, the study found three distinct trends driving  
the growth of experientialism across Europe: 

Event-goers want to be immersed in experiences

Experiential shopping environments could help  
draw shoppers back to retail stores 

Millennials and Generation Z consumers are 
willing to spend more on event tickets if they  
include immersive elements

 
From passivity to participation;  
the experiential era is here  

Demand for experientialism is on the rise. Today, event-goers don’t 
want to be bystanders – they want to be immersed and interact at 
events and attractions. A visitor experience that triggers emotions 
and creates a powerful connection with audiences can not only help 
businesses attract new consumers but also encourage repeat visits. 

Younger event-goers in particular demand more immersive 
experiences. Millennials are the most likely to have participated 
in an experiential event, whilst over half don’t believe immersive 
technology is used enough at events or visitor attractions. 

Our evidence suggests that successful brands and event organisers 
are already deploying a range of immersive technologies to build 
loyalty and encourage repeat visits. We found nearly two-thirds 
(65%) of Millennials would revisit an experiential event, as well as 
nearly two-thirds of Generation X (63%), over half of Generation Z 
(57%) and Baby Boomers (56%).

67%
67% of Millennials attended 
an experiential event in the  
last 12 months

59%
 59% of European consumers 
want to physically participate  
in events – not just watch

55%
55% prefer events or attractions 
that include an experiential 
experience element

 

Stonehenge
DJ Paul Oakenfold made history as the first musician to hold a 
live event at Stonehenge in 2018. Projection specialists Motion 
Mapping brought the historic site to life with a spectacular video 
projection display using a combination of Epson’s EB-L1755u 
projectors with the U03 lens for the stones and the W05 lens for 
the DJ booth. “We had the huge responsibility of transforming 
Stonehenge artistically like never before,” said Stuart Harris, 
owner and creative director, Motion Mapping. “There was a lot 
of discussion about content, making sure it was fitting with the 
stones and the type of gig whilst being respectful to the heritage.”



“ Retailers could harness the power  
of immersive and experiential  
shopping to encourage more  
people to shop in-store.”  
 
 Neil Colquhoun  
Vice President CISMEA and Professional  
Displays, Epson Europe B.V.

Experientialism can help  
get shoppers back in-store  

The future of retail is experiential. In fact, more immersive 
experiences would lead many shoppers to visit a store they 
normally wouldn’t. Our study found three-quarters of respondents 
(75%) would change their shopping behaviour if more shops had  
an experiential element. 

There are already some excellent examples of retailers adopting 
these technologies such as the use of immersive projection 
mapping, gesture control and motion sensors. Nevertheless,  
the findings show an opportunity for more brands to harness  
the power of experientialism and get shoppers back in store.

 
 
 
 
 
 
 
 
 
 
 
Millennials are driving  
an experiential boom 

Our study found Millennials today no longer want to show off their 
purchases, but rather look to impress friends with images of unique 
experiences, sights they have seen and visually striking events they 
have attended. 

3.34 is the average number of experiential events  
Millennials attended last year

57% of Millennials surveyed would be prepared to pay  
more for a ticket if it includes an experiential element

 69% of Millennials think that experientialism will  
become the future of events

 
Consequently, demand is growing among young consumers for 
distinctive, immersive experiences and events that stand out in social 
feeds and spark discussion. This is leading to technology being used 
by brands in new, exciting ways in order to connect with their visual-
led audiences. 

In addition, more than a quarter of Generation Z (29%) and Millennials 
(27%) attended an experiential event outside their home country in 
the last 12 months, showing that many young consumers are willing 
to travel further afield for such an engaging experience

80%

80% of Generation Z and  
Millennials would change their 
shopping behaviour if more  
retail outlets contained an 
experiential element

72%
72% of Millennials agree that  
having an experiential experience 
makes an event more interesting 
and exciting

67%
67% of Millennials would be  
more likely to shop at retail  
outlets if they had an  
experiential experience

29% 29% of shoppers would visit a  
store they usually wouldn’t if it 
contained an experiential element



The future is experiential 

 
“It’s clear that we are in the midst of a shift towards 
experientialism by consumers of all ages. Brands today 
ignore experientialism at their peril. 

“Our study highlights how important immersive and 
experiential elements are for the success of events  
and visitor attractions, in retail, hospitality, and leisure.  
It shows that businesses can embrace new technologies  
to create memorable experiences, engage with 
contemporary audiences, engender customer loyalty  
and keep people coming back for more.” 
  
Neil Colquhoun  
Vice President CISMEA and Professional  
Displays, Epson Europe B.V.

The research
Results are taken from an online survey of 9,750 adults aged 16-65 years old  
across 26 countries. Each had attended an event or attraction in the last 12 months. 
The online study was conducted by Arlington Research in the UK, France, Germany, 
Italy, Spain, Portugal, Republic of Ireland, Netherlands, Belgium, Turkey, Greece, 
Norway, Denmark, Finland, Sweden, Czech Republic, Slovakia, Estonia, Poland, 
Slovenia, Bosnia Herzegovina, Croatia, Montenegro, Israel, the UAE and Morocco.  
Age ranges are defined as follows: Generation Z (born between 1994-2003),  
Millennials (born between 1980-1993), Generation X (born between 1965-1979)  
and Baby Boomers (born between 1954-1964). 

Amos Rex
An immersive art experience from Japanese art collective 
teamLab, helped to draw 10,000 visitors to the newly-launched 
Helsinki museum Amos Rex in its first week. Digital installations 
included the Vortex of Light Particles which used more than 50 
Epson 3LCD projectors to show a digital simulation of water 
pouring upward along the museum’s roof.

Epson in projection
Epson is the world’s leading projector manufacturer, a position  
it has held for 19 successive years. More recently it became the leading projector 
manufacturer across EMEAR and CIS both in terms of volume and value market 
share. Epson’s success in projection can be attributed to its unique, ultra bright 
3LCD 4k enhanced laser projection technology, reflecting a commitment  
to developing innovative and practical solutions derived from customer insight 
and feedback. Its projectors are used across a wide spectrum of markets, from 
large scale immersive events and visitor attractions to educational classrooms, 
corporate meeting spaces, hospitality and retail destinations.
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