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0


1. ONLINE ENGAGEMENT, T
0


Motivations for “Liking” Roskilde Festival Facebook page


As mentioned in the Sampling (see section 16.), all the respondents ‘liked’ Roskilde Festival Facebook page. 


In  order  to  investigate  any  relationship  between  the  participants’  engagement  on  the  brand  page  and  the 
described loyalty outcomes, it became imperative to understand the motivations for ‘liking’ (Wallace, 2014).  
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 More specifically, when asked about the reason for ‘liking’ all the respondents argue to be motivated by the 
 search for information and updates about Roskilde Festival. In particular, information about the festival 
 line-up and artists’ announcement represent the content all the participants were mainly interested in, followed by 
 practicalities related to the preparation for the festival (e.g. transportation and camping area). Lorenzo is the 
 only one who mentioned he was curious about pictures and videos of the previous festival edition he attended. 


Rasmus:  “It’s  just  to  keep  myself  updated.  I  assume  and  expect  that  the  most  important  information  would  be 
 distributed on the Facebook page. Whether it’s how to get there, whether it’s the lineup announcements or whatever. 


I just feel like in so many other parts of my life, when I follow the Facebook pages, I’m getting updates (…), in the 
 beginning, you know, when the lineup was still about to be announced, I had most focus on that. But while we are 
 maturing and getting closer to the actual festival, I think also I’m very conscious about the practicalities.” 


Valeria:  “I  think I  liked it last year already because (…) before coming  to Denmark I  didn’t really know about 
 Roskilde Festival (…) I just started following them on Facebook to get news and updates on what the line-up was 
 because they’re not putting it out altogether but they’re just giving out acts, like, in a way. So I was just following it 
 to know who was playing and, yeah, to have an idea of what the festival would be.” 


Matteo: “I think I ‘liked’ it at the very moment I decided to go to the festival, if I’m not mistaken. Just to stay updated 
 if  they  said  there  was  some  new  artists  or some practical information  or  some  events,  some  specific  events  that 
 maybe they would have done before the festival” 


Hanae: “I think I did it a while ago, just to be updated with the big names. To see if I actually wanted to go or 
 not, because I wasn’t exactly sure. I think that’s the only reason” 


Sebastian: “It’s because of course I also like the festival, but also to be able to follow what’s going on at Roskilde, 
 and follow what is going to be different this year, what are the updates, who are the new artists and stuff. (…) For 
 example, the other day they put out the new camping map, like where the new areas are and stuff, because they just 
 opened a new area in Roskilde” 


Lorenzo: “Reason number one is that I knew from September last year that I would have gone to Roskilde 2017 so 
 from September they start usually posting (…) the line-up (…). Other reasons are for example, the posts, videos, 
 from previous year, so it’s like reminding me what I did and maybe sharing and commenting with friends that went 
 with me. Also they post videos of artists that maybe I missed” 


Camilla: “It’s after I participated to the festival that I ‘liked’ the page and I think I did it so that I could have an 
 update for the next year because I didn’t know when it would be and they always announce the names very clearly 
 and very easy on the page” 


Alba: “I think I ‘liked’ it like three years ago when I moved to Denmark. I was thinking about attending the festival 
 from the very beginning when I moved here. I wanted to be updated about what was going on” 


First-time visitors state that their initial motivations for ‘liking’ the Facebook brand page was to get general 
 information about the festival and in particular, about the festival line-up. Based on what they say, Roskilde 
 Festival Facebook page represents the first touchpoint between new festival-goers and the brand. As such, it 
 constitutes the first impression they get about the brand and the main source of information before the actual 
 experience. In particular, Hanae underlines how ‘liking’ the Facebook brand page and following its updates 
 convinced her to attend the festival.  


Second-time  visitors  hardly  remember  their  main  reason  for  ‘liking’  since  they  did  it  a  while  ago.  While 
Camilla ‘liked’ the page after having attended the festival for the first time, Alba ‘liked’ it at the very beginning 
when she found out about the brand. Generally, all of them expressed interest in the festival line-up and updates 
on possible changes from previous editions. 
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 In sum, the main motivation for ‘liking’ Roskilde Festival Facebook page is informative. Only one participant 
 had entertaining motivations too.  


With  regard  to remuneration  motivation,  none  of  the  participants  stated  that  ‘liking’  the  brand  page  was 
 motivated by reward seeking. 


Finally,  the self-expressive  component  is  found  relevant  in  one  case.  Matteo,  in  fact,  argued  that  Roskilde 
 Festival reflects his interests and passion for music, as opposed to other product categories which he would 
 not  ‘like’  on  Facebook.  Therefore,  the  brand  plays  a  self-expressive  role  since  it  allows  Matteo  to  
 “self-represent” (Muntinga et al., 2011 – “inner self”) himself.  At the same time, he underlines how ‘liking’ the 
 brand page enhances his “social self”, as he can show other Facebook users he will attend the event and if 
 interested, they might join him  as  well. In this case, behind  his motivation for ‘liking’, we identify “social 
 interaction” motivations too (Muntinga et al., 2011). 


Matteo: “(…)  that's  something  that  reflects  my  personality  (…)  and  my  interest  in  music.  While  I  would  have  a 
 problem in putting a 'like' on a fashion brand maybe, if it's not something I really like. In that sense it kind of reflects 
 my tastes, my interests, so it's also pretty cool that my friends see that I put a 'like' on that.(…) “at the same time, I 
 put 'like' on  the festival  and another  friend  of  mine  see I  put  it and  maybe  he's  going,  or  she's  going,  as  well,  in 
 the festival, so maybe he reach out and he or she says "Oh, you're going to the festival as well. I saw that you put a 
 'like.” It can also be like a way to show other people that you're doing something so that they can reach you out and 
 you can go there together or you can meet at the festival” 



Online engagement levels, T
0

In  order  to  establish  the  nature  of  the  relationship  between  the  users  and  the  brand  Facebook  page,  we 
 investigated the participants’ activity online before attending the event in accordance with Muntinga et al. 


(2011) consumer online brand-related activities (COBRAs).  


The online engagement levels (consuming, contributing and creating) do not differ between first-time (Q15) 
 and second time visitors (Q16). Before the event, they rarely went on the brand page spontaneously but rather, 
 after receiving brand notifications, or after seeing brand-related posts on their Facebook wall. If the specific 
 post got their attention, they landed on the brand page and read it carefully. They mostly read posts about the 
 released artists, and practical information about the camping; they viewed pictures and videos. None of them 
 mentioned other users’ content, but only brand’s content. 


Valeria: “I got news in a feed automatically, so I just, when I was scrolling down sometimes, when they published 
 something,  I  just  saw  it.  I  think  the  times  I  went  into  their  Facebook  page  was  because  maybe  they'd  published 
 something very specific, like, I don't know, this band is playing and then maybe they'd put up media or an article” 


Matteo: “The first time was to put 'like' and I just quickly skimmed that. Then probably I went into that a few times 
 more when they published something and it was in my homepage, so maybe knowing that I was going to the festival 
 I  just clicked on  that  and  the Facebook page pop up.  (…)  If I  wanted information about the festival I went  to  the 
 website, because I think it's kind of a more structured” 


Hanae: “I scrolled down and I looked at the pictures and eventually went on the website just to see the previous 
 years and information about it because I was curious” 


Rasmus: “So it’s not really that if…something new happens I’ll go and check. But only if I get notified” 
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 Sebastian: “It's often if I see something on the wall, or if ... for example, with the map, I went in again to check. So 
 it's often if it pops up on my screen, on my feed” 


Lorenzo: “Few, few, few times I went there on my input” 


Alba: “Just when the notifications pop up, you know, not really checking the Facebook page. But now I do. I want to 
 know what's going on now with the people setting up the camps and, I don't know, its special important updates about 
 maps or events or ... Yeah, now I really check Facebook. And the Instagram accounts, as well” 


Camilla: “I don't go directly and check the page, but it's just like when I get a notification on the wall then I might 
 go up and see it. There's one time where I check the page directly, it's when I want to know the names, when they 
 reveal the full schedule, then I go there and then they probably have a link to the festival website and you see the 
 whole schedule” 


None of the participants actively interacted with Roskilde Festival Facebook page. This is because of the nature 
 of their Facebook activity before the event is mainly informative, therefore, only when they needed specific 
 information about either the festival line-up or the camping map, they went themselves on the brand page and 
 consumed information. Otherwise, they interacted with the brand occasionally and most of the time by chance 
 while scrolling down their Facebook wall. Matteo, Hanae and Camilla mentioned the Roskilde Festival official 
 website as alternative source of information beside the Facebook brand page. 


Rasmus is the only one who argues that his engagement level is low because he found no incentives for sharing 
 or contributing to the Facebook brand page, but he would do it in case of big and unexpected announcements: 


Rasmus: “I just, I don’t know. I don’t have the incentive to do so. (…) But if it’s something really out of this 
 world. Like if Daft Punk would do their only concert in 2017. And now they are announced for Roskilde Festival. 


Or like, hell yeah (…) If let’s say I manage the Facebook page. Or you know, if I was employed at Roskilde 
 Festival or it was one of the artists playing at Roskilde Festival I might have the incentive but now I feel like I’m 
 here and some third party is providing this festival, so I’m just going there. You know.” 


The  last  sentence  denotes  some  detachment  from  the  brand,  a  feeling  of  not  being  part  of  the  festival 
 community,  but  rather  a  mere  participant.  This  feeling  of  passive  observer  can  be  perceived  in  the  other 
 participants’ comments whose engagement is very low if compared to their online activity after the event. This 
 is likely to be due to lower level of attachment to the brand as they have not experienced it yet. Therefore, we 
 can  conclude  that  the  participants’  low  brand  attachment  affects  their  online  engagement.  It  is  relevant  to 
 underline that this is true also for repeat visitors who are supposed to have higher emotional and cognitive 
 brand attachment due to previous experience, but they still passively consume online brand-related content. 


This aspect will be further elaborated in the discussion (see Part 7). 


According to the questionnaire results (Q15;Q16), most of them (7 out of 8) contributed with ‘likes’ to some 
brand-related posts, but none of them engaged in public conversations on the brand Facebook page nor shared 
brand-related content. Four participants, namely two first-time and two second-time visitors, tagged friends 
under  some  brand  posts,  as  an  easy  way  to  inform  them  about  the  specific  piece  of  information  the  brand 
provided. None of them created own brand-related content like pictures and videos. One repeated visitor said 
to have recommended Roskilde Facebook page to her Facebook friends. 


76 



Online engagement motivations, T
0

After assessing the participants’ level of online engagement, we investigated their motivations for engaging. 


All  the  participants  consumed  Roskilde  Festival’s  Facebook  page  content  motivated  by  the  search  for 
 information. According to Muntinga et al. (2011), “information covers four sub-motivations: surveillance, 
 knowledge, pre-purchase information and inspiration” (p.27). “Surveillance stands for observing and staying 
 updated about one’s social environment” (p.27). This is what all the participants did on the brand Facebook 
 page before attending the event. In particular, repeat visitors engaged on Roskilde Festival Facebook page in 
 order to follow updates and changes with respect to previous editions. Hanae is the only one who consumes 
 brand-related content “in order to make well-considered buying decisions” (Muntinga et al., 2011, p.27); in 
 other terms, she monitored the brand page in order to acquire “pre-purchase information” and decide whether 
 to buy the festival ticket or not, as shown in the comment above. 


Except from one, the other interviewees found the information provided by the brand useful and relevant.  


Regarding the entertaining motivations to engage on the Facebook brand page, first-time visitors gave lower 
 scores (Q17) when compared to second-time attendees (Q18) and none of them mentioned entertaining content 
 during the interviews. This might be due to their higher focus on practical information before attending the 
 event: as their first time, they are more concerned with information above all. Second-time participants, on the 
 other hand, put more emphasis on entertaining content like pictures and videos of the festival previous editions, 
 but they are also interested in informative content, particularly regarding the music side of the festival and any 
 changes in the organization. The reason for this might be because viewing pictures and videos of previous 
 editions make them recall those times at the festival and it is likely to enhance their memories and therefore, 
 excitement for their repeated experience. In particular, two of them argued as follows.  


Lorenzo: “On the Facebook page I usually just get flashed by their videos and I think they’re really, really good 
 quality videos, good quality content” 


Camilla: (Yesterday there was a post) “it was funny and cool. It was nothing related to information, but it was just 
 their sharing what's going on, and I think it's nice.”


According to the questionnaire (Q17; Q18), two first-time visitors and three repeat visitors consumed 
 brand-related content with “enjoyment” motivations (Muntinga et al., 2011). And, one first-time and one 
 second-time visitor “agree” to the statement “I visited Roskilde Festival Facebook page as a passecond-time activity”. This 
 finding supports previous argument about online engagement motivations before attending the event, namely 
 most of the participants consumed brand related-content because of information seeking. 


Lorenzo  is  the  only  one  who contributed  to  some  brand  posts  for  both  “personal  identity”  reasons  and 


“integration and social interaction” ones. As shown in the comment below, by ‘liking’ and ‘commenting’ a 
 video, he showed his friends what he likes (i.e. “self-representation”, Muntinga et al., 2011) enhancing his 


“social self” (Wallace et al., 2014), and at the same time, it is a way to interact with like-minded people with 
whom he shares the same interests with (i.e. “social interaction”, Muntinga et al., 2011). It is also relevant to 
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 underline how Lorenzo’s contributions have online word-of-mouth repercussion as this way, his friends found 
 out  about  Roskilde  Festival,  and  consequently,  they  would  love  to  attend  the  festival.  Therefore,  the 


“empowerment” motivation described by Muntinga et al., (2011), as part of the “creating” COBRA type is 
 likely to be part of the “contributing” type too. In other terms, users serve as brand ambassadors not only by 


“creating” their own brand-related content, but also by “contributing” to it. And this is because of the nature 
 of Facebook which allows users to see their friends’ activities. 


Lorenzo: “I have some friends that in the end they didn't come here this year, but they started planning. Actually they 
 just saw that I went there, they saw that I pressed 'liked' and I commented on a video, and they said "How crazy is 
 that one?" It was Stormzy, I don't know if you know Stormzy, he's a UK rapper that went to Roskilde last year. I just 
 commented and pressed 'liked' on the video and then all my friends that like him they just said "We want to come. 


We want to come." Then, in the end, they didn't come. So that's like using the Facebook pages is also a good way to 
 spread around the ... Roskilde is not that famous outside of Denmark, I think” 


Another participant who states how her activity on Facebook always catches the attention of her Facebook 
 friends further confirms this. In particular, when her Facebook friends saw that she ‘attended’ Roskilde Festival 
 event on Facebook, they showed interest as well as disappointment for not going themselves too. This validates 
 the aforementioned argument in relation to the “empowerment” motivation characterizing the “contributing” 


COBRA type. 


Valeria: “My friends every time I attend an event (on Facebook) that is concerned with music, or something, they 
 just start commenting like "Hey, that's so cool, you going there." I mean, I know I told all my friends that I'm going, 
 because … I think it's a cool thing to do, so they also enjoy me going and they are very interested and they're kind of 
 jealous, as well (…) they told me they kind of wanted to come, as well, after they saw that I was going” 


The  latter  cases  are  also  significant  with  regard  to  the self-expressiveness  component  of  online  brand 
 engagement. For both Lorenzo and Valeria, engaging with Roskilde Festival Facebook page gives them the 
 opportunity to express their “social self” (Wallace, 2011) as well as “self-assurance” which “denotes people 
 contributing to brand-related content in order to receive other members’ recognition” (Lampel & Bhalla 2007, 
 cited  in  Muntinga  et  al.,  2011,  p.30).  Additionally,  as  mentioned  before,  the  self-expression  motivation  to 
 engage on the brand Facebook page seems connected to online word-of-mouth. By engaging with the brand 
 they promote the event to their Facebook friends, and at the same time, it works as a form of brand advocacy. 


Recent study also uncovers the role that Facebook event pages have to facilitate the access to information and 
 connect to people with same interests (Fotis, 2015). At the same time, the resulting “happiness” and “pleasure” 


deriving from such interactions are likely to lead to favorable attitude towards the brand page, as engagement 
 enhances social interaction and enjoyment (Sas et al., 2009, cited in Fotis, 2015).


For Sebastian, instead, ‘liking’ and interacting with Roskilde Festival Facebook page enhances his “inner self” 


(Wallace et al., 2014) as it reflects his values. 


Sebastian: “If they post something that's organic I think it's cool but it's not something that breaks my heart... but I 
 often want to support organic products and stuff, that's also what I wrote my project about (…) I think it's cool that 
 they do everything organic at the festival.” 


In conclusion, the self-expressive component in engaging with Roskilde Festival page on Facebook is found 
relevant  in  four  participants  out  of  eight.  The  main  reason  lies  in  the  level  of  engagement  as  well  as  the 
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 motivations for engaging that the remaining four participants revealed before attending the event. In fact, they 
 all show very low online engagement, mainly consisted of passive consumption of the content provided, like 
 Rasmus, Hanae and Alba. 


Rasmus:  “I’m not…you know, if there’s an announcement on Facebook about who  will be there, food  trucks or 
 something about the values, I’m not like…okay, I’ll skip through it, but I will figure out anyway when I’m there.” 


Camilla, instead, stated that the brand average user is young and when asked about her opinion on the brand 
 Facebook content, she denotes very low “social identity” with the brand Facebook community. 


Camilla: “I think it's quite, like, you can see that there are young ... I think they're young people writing because 
 they're kind of writing in the same languages. (…) But I don’t really see myself posting on the page” 


Online engagement motivated by the search for rewards and benefits has been found irrelevant in most of 
 the cases. Only one interviewee mentioned to have seen remuneration content on Roskilde Facebook page and 
 subscribed to a contest “just for fun” (Camilla). The other participants did not show any knowledge or interest 
 in brand rewarding games.



2. OFFLINE ENGAGEMENT, T
0


Offline engagement levels, T
0

Before attending the event, first-time visitors mostly “consumed” offline brand-related content by collecting 
 information about the festival from friends. One of them contributed to the brand by attending one of Roskilde 
 Festival pre-events. Second-time visitors, on the other hand, performed more “contributed” type of behavior 
 due to previous experience with the brand. Two of them “created” their own brand-related content. 


According to the questionnaire results, none of first-time visitors bought nor planned to buy brand merchandise 
 (Q19), as opposed to second-time visitors who showed higher interest (Q20). Furthermore, three out of four 
 repeat visitors “agree” to the statement “I created special outfits for Roskilde Festival” versus one first-time 
 visitor (Q20). 


While  three  out  of  four  first-time  visitors  mainly  rely  on  their  second-time-visitor  friends  to  organize 
 practicalities before the event, all second-time interviewees contributed to their group of friends in organizing 
 for the festival, except for Lorenzo who actually led his friends in the preparation, as shown in the following 
 comments. 


Matteo (1st time): “A friend of mine (who attended Roskilde Festival last year) took care of that, luckily, so I really 
 didn't really put any effort, basically” 


Lorenzo (2nd time): “Since I was the expert, I'm the only one attending again the festival so I was the one taking all 
 the burden to organize, I think I spent like half a day to buy all the stuff, going around the city to find the cheapest 
 one, and then probably another half a day, one day, to coordinate everybody. (..)” 


Lorenzo and Camilla are the only ones who can be classified under “creating” types before attending the event 
 since  they  built  their  own  material  in  order  to  enhance  their  brand  experience  as  well  as  their  friends’ 


experience. Therefore, we can conclude that their offline engagement is higher. 
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