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- https://themomentum.co/business-experience-economy.

- https//www.krungsri.com/th/business/other-services/empowerment/business-insights/knowledge-

trend/experience-economy

- https://marketeeronline.co/archives/434290

- https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/state-of-consumer

- https://www.wisesuyreports.com/reports/experience-economy-market

- https://www.mastercard.com/news/europe/en-uk/newsroom/press-releases/en-gb/2024/u-k-s-experience-

economy-set-to-spring-forward
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