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                    In the past decades, the global music festival industry has to deal with an ever-increasing amount of players 
 entering the market. And Denmark seems to follow the same trend.  


Lower-than-expected audience numbers and higher artists and logistic costs have highlighted the challenges 
 inherent in building and holding a crowd. Moreover, continuous shifting in consumer trends within festivals 
 is testing organizers’ ability to change offerings and provide memorable experiences. 


Flexibility, innovation and broader perspectives are likely to support the survival of several music festivals. 


The role that social media, and especially  Facebook, play in  the equation suggests that  marketers of music 
 festivals can no longer ignore their inclusion into their communication strategies (Hudson & Hudson, 2013). 


At the same time, the importance of the offline experience in terms of brand-related activities before and after 
 the event should be still taken into account as reflecting the individual inner thoughts, perceptions, evaluations 
 and needs, which can hardly be traced on social media channels. 


The existing literature on the offline music festivals experience is obsolete or incomplete, as not taking into 
 account the ever-changing needs and trends of Millennials, who constitute the primary festival audience (Pegg 


& Peterson, 2010). On the other hand, the academic literature on social media is still in its infancy (Mangold 


& Faulds, 2009, cited in Hudson & Hudson, 2013) and management research on the experiential dimensions 
 of events is still limited and incomplete (Zoukas & Boukas, 2014; Geus et al., 2016). Therefore, more research 
 is needed to guide festival organizers into the understanding of their audience and the implementation of more 
 inclusive strategies, accounting for both the online and offline contexts. 


The  present  research  provides  a  step  forward  into  the  understanding  of  the  consumers’  dynamics  and 
 motivations  before  and  after  the  event.  In  particular,  it  uncovers  the  need  of  adopting  a  complementary 
 approach,  which  looks  at  the  consumers’  experience  as  comprising  virtual  and real  worlds. The  
 consumer-centric viewpoint further assists the disclosure of context-specific variables, which significantly moderate the 
 brand experience. Above all, the consumer-brand relationship stage (first-time versus second-time visitors), 
 self-expression needs, the use of Facebook as opposed to other social media applications, and the impact that 
 the individual cultural background versus the festival hosting culture has on the consumer behavior. 


In  addition,  this  thesis  confirms  the  more-than-ever  importance  of  ‘brand  thinking’  application  on  music 
festivals.  Given  the  highly  competitive  market,  differentiation  strategies  become  fundamental  in  order  to 
acquire  a  solid  and  unique  position  in  the  attendees’  mind.  More  specifically,  high-involvement 
transformational  strategies  are  suggested  in  order  to  communicate  with  audience  as  seeking  sensory 
gratification and social approval (Percy & Elliott, 2012). Music festivals, in fact, can be categorized as 
high-involvement products, since they are infrequently consumed (as occurring once a year) and certain level of 
financial and psychological risk is involved (Percy & Elliott, 2012). Therefore, providing information would 
help  to  overcome  potential  risks  associated  to  the  purchasing  and  consumption  phases.  At  the  same  time, 
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 though, the brand has to personally identify consumers and provide the emotional authenticity they are seeking 
 while using the product (Percy & Elliott, 2012).  


With regard to Roskilde Festival, one of its successful factors is the ability to stick to its original promise and 
values. Such conservatism might have led festival organizers to mislead the enormous opportunity that social 
media platforms provide. Therefore, we believe that while keeping its traditions alive, Roskilde Festival should 
better exploit the technological functions that Facebook offers and spread the “Orange Feeling” faster and 
more effectively. Facebook strategies should not be merely centered on providing information, but on eliciting 
emotions while building a community in which current and future festival-goers can reflect themselves and 
find continuous inspiration for their everyday lives. 
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