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                                                                                        Part 1 - BEFORE THE EVENT, T 0

                                                                1. BRAND ATTACHMENT

                                
                    Brand attachment was assessed before the event in order to establish the individual’s emotional and cognitive 
 connection with Roskilde Festival brand.



Emotional Brand Attachment


Before the event, emotional brand attachment significantly differs between first-time and second-time visitors. 


During the in-depth interviews, first-time visitors manifest low emotional brand attachment score when asked 
 about their feelings and connection with Roskilde Festival brand. They emphasize different aspects associated 
 to the brand but none of them expresses strong “feelings of connection, affection, love and passion” (Thomson 
 et  al.,  2005,  p.78)  in  relation  to  the  brand  features  and  values.  This  is  confirmed  by  the  results  from  the 
 questionnaire (Q1). All of them “neither agree nor disagree” to the statement “I love Roskilde Festival” and 3 
 out  of  4  express  the  same  in  relation  to  the  feeling  of  distress  if  the  brand  did  not  exist.  The  brand’s  
 self-expressive role in enhancing their “inner self” and “social self” scores higher for three of them, but this is 
 believed to be due to the service category in general, i.e. music festivals, as expression of their passion for 
 music, rather than Roskilde Festival brand (Q2), as shown in the following comment.  


Matteo:  “With  respect  to  what  I  think and what  it  represents  for me, I  think  for me  it's more about a festival  in 
 general, it's not about Roskilde Festival in particular. I generally think that it's cool to go to festivals and listen to a 
 lot of artists (…) so that's what I really like about festivals, and that's linked to my passion for music. (..) I would say 
 going to a festival is something that fits with what I like to do and my personality” 


Rasmus, instead, does not express any self-connection with the brand as he describes himself like a non-festival 
 type of person; at the same time, he is influenced by Roskilde Festival’s reputation and as such, he decided to 
 attend: 


Rasmus: “I’m really not the camp kind of guy or you know, this dirty and the mess we hear about Roskilde (…) but 
 I’ve heard very good things about participating in Roskilde Festival (…), and I know from other festivals’ set up that 
 there’s usually a very good vibe and very nice atmosphere during music festivals. So I think I have to experience it” 


With regard to Roskilde Festival’s commitment towards being a non-profit organization as well as its efforts 
 in reducing waste and support the environment, Valeria shows great enthusiasm and devotion. Matteo, Rasmus 
 and Hanae, instead, give secondary importance to the topic in a music festival context. In particular, Valeria is 
 the  only  participant  who  spontaneously  associates  the  brand  to  its  non-profit  identity,  while  all  the  other 
 participants  expressed  their  opinion  when  asked  about  it.  This  can  be  regarded  as  low  brand  awareness,  in 
 other terms the ability of the attendees to spontaneously recall the brand identity and salient attributes. (Percy 


& Elliot, 2012) 


Valeria: “I think Roskilde maybe has something more since being not for profit it kind of gives out something more 
than the festival per se, which is good music, but also something to other people not directly involved. Also, based 
on the fact that it's not for profit I think they have a huge community of volunteers which I don't think other festivals 
have in the same amount of people actually working for free for them. (…) I like the fact that (…) all the profits from 
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 the festival, actually are being invested into charities or organizations for social purposes (…)it makes me feel like 
 I'm also, again, doing it for myself and for my friends, but also for a good cause in a way” 


Matteo supports Roskilde Festival mission but he admits it did not affect his decision to patronize the event.  


Matteo: “There was an advertising saying that it was non-profit or something like that. When I saw that I thought 


"Wow, that's cool!" I don't think other festival are ... I think other festivals are for profit, I don't know. If it's the case 
 for Roskilde that it's the only one not for profit, then that's cool. I don't think it's a reason why I would go to a festival, 
 it's  mainly  the  line-up  and  how  famous  is  the festival,  the  location  and  whether  I'm  going  with  friends  or  not.  I 
 wouldn't say that this might impact this decision, neither would do the fact that they use organic products, since I go 
 to a festival and I kind of think I'm just going to drink beer and eat, like, junk food that is not that expensive. My idea 
 is, I mean, I like organic product, I think that I'm moving more towards them, but it's not something that I would 
 consume at a festival” 


Rasmus is willing to pay higher price for organic food; however, this is not a determinant for his choice to 
 attend the festival. 


Rasmus:  “I  think  the  organic  part  and  the  sustainability  part  is  nice  to  have  for  me.  I  think  it’s  not  the  main 
 determinant why I would go to Roskilde Festival or not. (…) if the lineup was bad but it was 100% organic, I would 
 probably not go. But I think it’s very nice to have and I like that, and also would be more willing to pay for organic 
 food. So I think it’s great.” 


Hanae, instead, firmly states “When people are drunk they only want junk food, whether it's organic or not; as 
 long as they have food in their stomach I don't think it matters that much.” 


Finally, Matteo and Hanae mention how Roskilde Festival is an integrant component of the Danish culture and 
 being themselves part of it, they feel connected to the event. 


Matteo:  “It's  symbolic  in  the  sense  that  it's  a kind  of  historical festival  in  Denmark.  (…)  If  you  talk  with  some 
 Danish people they all say "Roskilde Festival is a must-go in Denmark. You have to go, it's cool, it's 
 super-fun." (…) But before coming to Denmark I didn't know anything about it. I think it's something very strong in Denmark 
 and that people like it a lot in Denmark.” 


Hanae: “I think it's more something that is embedded in the Danish culture. It's kind of a shame if you haven't had a 
 taste of it.” 


Second-time visitors, on the other hand,  express stronger brand-self connection  due to previous  experience 
 with the brand, as shown in the questionnaire results (Q3; Q4), but two of them give low score to the brand 
 inner-self-expressive component (Q4). Still, when asked about their emotional attachment to the festival, they 
 display passion and personal connection. For instance, Lorenzo, Sebastian and Camilla strongly support the 
 brand commitment towards organic food and sustainability as unique bonuses, which differentiate the brand 
 from other music festivals. Alba, instead, remarks the role that the volunteers play for the festival success. In 
 addition,  while  Lorenzo  highlights  how  the  brand  values  reflect  his  personal  ones,  Camilla  links  the  brand 
 mission to the culture (i.e. Danish) it. At the same time, it should be underlined that none of them spontaneously 
 associates Roskilde Festival to its core values and mission, but rather to their previous experiences with it. 


Lorenzo: “I am fighting for the environment in my own personal life (…). It's also this kind of fulfilment of my own 
personal values through enjoying the festival and enjoying music, so it's (…) doing something that you have fun doing 
it, but also with a purpose. So, I mean, I can see my values reflected in Roskilde (…). Usually festivals are damaging, 
like they're there probably destroying the environment, but I think Roskilde is doing a step more than other festivals 
(…)” 
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 Sebastian: “I really think it's cool. It's a massive bonus, I'd say, to Roskilde, that they care so much about human 
 values. That all the profit goes to charity and they try and do organic ... yeah, I really think that's cool, I really want 
 to support this one. I don't know how much other festivals do, but I really think it's worth supporting” 


Camilla: “(…) apart from the vibes that are different, I've been to a festival in Germany, and there wasn't any focus 
 on no profit or organic, it's different. It seems like they target more "Okay, we're partying hard and we're going to 
 listen to good music," and here [Roskilde Festival] it's more full experience of Danishness, in a way. Danes tend to 
 be this first in green economy, green mobility, green whatever and recycling, I don't know. It seems like Roskilde 
 is kind of the face of this Danishness, in a way.” 


Alba: “I think one of the things I was more impressed about last year was knowing that actually most of the people 
 are  volunteers  (…)  I  don't  know  the  numbers,  but  really  a  small  number  of  actual  employees  (…)  and  I  was 
 thinking actually  that  maybe  I  was  getting  that  feeling  of  everyone  in  a  super-good  mood  and  helping  each 
 other because they are all volunteers. Maybe that's creating that magic feeling.” 


Camilla is the only one who associates Roskilde Festival to its core symbol and brand logo, the Orange Stage: 


Camilla: “Their Orange Stage, because that's the symbol of the festival and it's all the time pictures, they refer to the 
 Orange Stage, so you know it's this big tent with a specific shape and it's where the main concerts are, and the first 
 concert opens on that stage.” 


And when asked about the differences she experienced at Roskilde Festival compared to other music festivals 
 she  attended,  she  scores  high  in  brand  prominence  defined  as  “the  extent  to  which  positive  feelings  and 
 memories  about  the  attachment  object  are  perceived  as  top  of  mind”  (Park  et  al.,  2010,  p.2).  In  fact,  she 
 mentions “Orange Feeling” as the unique atmosphere characterizing Roskilde Festival. 


Camilla: “I guess it's just the people that when they're there they just become something different. They refer to this 
 as  Orange  Feeling,  like  "This  Orange  Feeling."  And you  really  feel  this  different.  (…)  you  create  some  kind  of 
 atmosphere that you cannot create anywhere else. Like if we meet the same people and we go on holiday, then it's 
 not the same, with  Roskilde it's  just you have this feeling. I  don't know how to  explain, you're probably going  to 
 experience it. (…)It's very nice and random people tend to be very friendly and it's very different from Copenhagen, 
 like you just know another side of things.” 


Likewise,  Lorenzo,  Sebastian  and  Alba  emphasize  the  distinctive  ambiance  they  experienced  at  Roskilde 
 Festival  underlining  how  it  differs  from  the  everyday  life,  but  they  do  not  refer  specifically  to  the  Orange 
 Feeling. 


Sebastian: “I  think craziness could be a good way to describe it. It's a different world, you step into a different 
 mentality, I would say. People just behave differently. That's what I think of a lot, music isn't always the first thing I 
 think of. (..) The first year I remember I was really looking forward to the artists and I was really thinking about that 
 a lot. Whilst this year I'm ... the line-up isn't as good as I had hoped for, but it's ... half of the festival is just living in 
 a camp and partying with your friends. (..) It is a routine, it's a tradition (…)” 


Lorenzo: “I link Roskilde Festival to another feature that I like, it's like living outside. Living at the open air, so with 
 a tent and with friends. (...) it's like basically enjoying freedom, enjoying life with ... just parties, but not organized 
 parties, like something popping up random and staying with friends, just chilling. (…)I think it's a good way to just 
 get out of the city, get out of your routine that maybe is one year long working, one year long studying and then you 
 have one week when you go there and just cut your ties, your links, with all the people around, you just enjoy the 
 people there.” 


Alba: “It's very nice and random people tend to be very friendly and it's very different from Copenhagen, like you 
 just know another side of things. (..) I don't know, it kind of creates like a really nice atmosphere. I don't really know 
 from where is... why it happens. (..) I'm super-excited. (..) Because I see it now as a kind of playground for 
 grown-ups.” 


In  particular,  Sebastian  underlines  the  sense  of  freedom  he  perceived  during  previous  editions  of  Roskilde 
Festival, which has increased his attachment to the brand: 
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 Sebastian: “(...) Something I really like about Roskilde, I'm not really into dressing very fancy, I just like ... if it was, 
 so to speak, socially accepted, I would walk in sports clothes all the time because ... and  I feel you can just wear 
 whatever you want at Roskilde, as well, without people thinking you are weird and look different. I really enjoy the 
 chilled setting that you can just wear whatever you want, and, almost, do whatever you want.” 


While Alba strongly emphasized how her attachment to the brand is due to its symbol and image within the 
 Danish culture. 


Alba: “It was one of the most awesome experiences of my life, it was just like so intense. (…) I feel it was just so cool 
 and (…) something that's kind of very necessary. I mean, it's really part of the Danish identity somehow, because so 
 many Danes have been there. (…) for me, it's very important, I don't know, it's kind of part of knowing a little bit 
 more about the country and the culture.” 


In  conclusion,  while  first-time  visitors  display  low  emotional  brand  attachment  before  attending  the  event, 
 second-time visitors show stronger emotional relationships with the brand due to past experiences. When asked 
 about what they associate to Roskilde Festival in the first place, only one participant mentioned aspects of the 
 brand identity.  



Cognitive Brand attachment


In order to assess the participants’ cognitive brand attachment before attending the event, we evaluated their 
 impression and knowledge about the festival organization and services it provides, from the camping area to 
 the transportation management, toilets, showers and phone-charging stations to mention a few.  


Among first-time visitors, three out of four admit not to be much informed about Roskilde Festival services 
 and facilities since they rely on the brand experience and its good reputation. 


Matteo: “I'm not really informed about that (…)Because I kind of trust the fact that a well-known festival like that 
 would have what is necessary for people attending the festival, because it's been there for many years so it's not like 
 the first year festival, whatever; they have experience in what they do (…). I've heard that they have everything, like 
 showers  and  stuff.  So  it's  basically  a  matter  of  I  trust  the festival,  like Roskilde  Festival,  since  it's  a  well-known 
 brand” 


Rasmus: “I don’t know much about it. (…)I mean, so many people have done this before and I feel quite confident 
 that, you know, assuming that they have done it before and they just think it’s important to have your tent, your 
 mattress, your whatever, I think everything will be fine.” 


Valeria: “I don't really know much about it, because I haven't been there yet. I feel like, for example, they are pretty 
 organized” 


The fourth participant, instead, shows concerns about the quality of the services because of negative 
 word-of-mouth she was exposed to. 


Hanae:“I have only heard small things. I heard, for example, that when you go to place your tent you have to do 
 this huge run to make sure you have the best spot with your friends. I've heard that hygiene in toilets is really, really 
 bad. Yeah, previous years I've heard from friends that, of course, people just like piss wherever they have a spot 
 outside because toilets are just so disgusting. So I don't know if it's like that, but if it is then they could concentrate 
 on that area and make it better for people.”


Overall, although they have not experienced the organizational side of the festival personally, three of them 
seems  to  trust  the  brand.  Brand  trust emerges  as  a  significant  factor  positively  linked  to  cognitive  brand 
attachment and negatively linked to the search for information about the brand. The fact that they rely on the 
festival  being  a  mature  and  well-known  organization  means  that  they  have  a  positive  cognitive  brand 
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 attachment. Therefore, brand trust will be considered as a new variable within the initial theoretical model we 
 established. The questionnaire scores confirmed what the participants express in the interviews (Q5). 


While most of first-time visitors score high in cognitive brand attachment because of brand trust, second-time 
 visitors  exhibit  high  level  of  cognitive  brand  attachment  due  to  previous  experience  with  the  brand.  While 
 Sebastian is disappointed with the festival line-up, Lorenzo admits to be the main determinant for attending 
 the event this year.  


Sebastian: “The first year I remember I was really looking forward to the artists and I was really thinking about that 
 a lot. Whilst this year ... the line-up isn't as good as I had hoped for, but...half of the festival is just living in a camp 
 and partying with your friends” 


Lorenzo: “(…) differently from probably many people that go there just to have fun and party I will probably go 
 there mostly for music.” 


However, both of them together with Camilla and Alba express positive thoughts about the festival services 
 and organization, as confirmed by the questionnaire (Q6). 


Sebastian: “I think the service level is ... I'd say it is quite high. Of course, you can't keep a festival with hundreds of 
 thousands of people, you can't keep that clean completely, but I think the service is good” 


Lorenzo: “I think Roskilde compared to maybe other few festivals that I went to, it's very, very well organized on not 
 only food stands, not only drink and whatever, but also (…) there are a lot of, like, side services” 


Camilla: “Being such a big festival with thousands of people, I think they are very organized. Of course you might 
 wait some time to get the train as well as to go to the toilets but that’s normal. But I’ve never experienced something 
 negative. Everything was smooth, also the camping area I think is quite safe.” 


Alba: “I was really impressed last year that it's like huge space, a lot of things are going on, but it felt like 
super-friendly environment, and welcoming, and super-well organized (…) I was amazed. I don't know, with all the toilets 
everywhere, and super-clean and toilet paper everywhere and everything felt, like, so organized” 
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