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The Scenario

You are one of the strategic leaders of Fantasia Interactiva, a company known for designing and oper-
ating high-quality immersive entertainment experiences, such as themed escape rooms, interactive art 
installations and performance events that combine storytelling, technology and audience participation. 
The company has grown rapidly thanks to the creativity and originality of its “products” (the experiences 
themselves), which constitutes innovation in product performance.

However, the sector has become increasingly competitive. New players quickly replicate successful ide-
as, and consumers constantly demand new and surprising experiences. You realise that basing the growth 
strategy solely on innovation in the “product” (the experience), although crucial, is becoming increasingly 
unsustainable as the sole source of competitive advantage. Innovations centred on the offering are often 
the easiest for competitors to imitate and risk rapidly losing their distinctive value as they become a market 
standard. You need to find new ways to innovate beyond what is visible to the customer.

Operational Analysis

Currently, Fantasia Interactiva focuses mainly on the “product” life cycle: conceiving, designing, build-
ing and operating new physical experiences. Product performance innovation is the priority. The creative 
team is large and talented, but the organisational structure is somewhat traditional, with a clear division 
between creative development, operations and marketing. Internal processes are optimised for launching 
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