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                                                                                        6    FINDINGS

                                                                6.1     Prior   perception

                                
                    Experiences not only take place in the moment of experiencing but also before and after 
 (Arnould et al., 2005). Moreover, consumers are different and so is their preference of 
 engagement in value co-creation (Vargo & Lusch, 2004b). Experiences must therefore be 
 understood in context. Accordingly, it makes sense to look at the research subjects’ prior 
 perception of previous experiences, Roskilde Festival, and other festivals and Danish culture. 


Firstly, this can clarify what they understand as an experience and secondly, the prior 
perception partly influences their choice of partaking in activities as well as affect their 
subjective interpretation of the staged experience.  


Figure 6: Roles of staged experiences according to my research. 


Source: Own figure. 


Experiences  


Examining the interviewees’ experience examples reveals that experiences can have a wide 
 range of features. They may have happened recently or several years ago and take just a short 
 moment or a few weeks. They may be a once in a lifetime happening, happening on a yearly 
 basis, or happening often. They may take place in the nearby area, somewhere else in the 
 country, or abroad and finally, they may be both positive and negative. In addition to the 
 wide range of experience characteristics, experiences are found to be subjectively and thus 
 individually perceived which is in accordance with previous research (e.g. Jantzen & 


Rasmussen, 2007). To name an example, one interviewee described one of her most 


memorable experience that she had had in her life. Although, she had experienced it together 
with her sister, the sister cannot remember it. This shows that experiences are perceived and 
memorised differently from person to person.  


Despite this seemingly all-embracing range, an analysis of the interviewees’ independent 
 statements about the features of very positive experiences reveals a clear pattern of 
 reoccurring characteristics. These are: 


• Entertainment, be entertained and have fun 


• Escapism, get away from everyday life 


• Activity, actively take part and have a say 


• Novelty, see/hear/feel/taste/smell something new or unusual 


•  Sociability, be with friends, get to know people, feel part of a group 


Consequently, for the research subjects of this study an experience is a happening with novel 
 aspects that one actively takes part in together with other people, which results in forgetting 
 everyday life for a while. Because this definition stems from the consumers of experiences 
 and not the companies creating such, the experience stager is missing. Apart from that, it 
 generally fits well with current literature on staged experiences (chap. 4.1.2) and also with the 
 research case. There are, though, differences in wording which on the first sight indicates 
 discrepancy. For example, Getz (2007) argues that experience participants seek to socialise, 
 relax, and escape everyday life. According to the above, relaxation is not necessarily 


included. However, relaxation is often implied in escapism which for example entails getting 
 away from challenging office work (chap. 6.4.2) which in turn means taking a relaxing break.  


All of the five main characteristics (entertainment, sociability, novelty, activity, and 


escapism) are to be found in the roles presented in chapter 6.2 to 6.4. Although novelty is the 
 only factor that does not appear in a distinct sub-chapter, it is implied in several roles such as 
 gaining new knowledge or meeting new people. Also, novelty and escapism are closely 
 linked as escaping something usual and known also means experiencing something new or 
 even something known but in new surroundings with new people.   


Festival experiences 


Almost all interviewees consider themselves festivalgoers and although many have visited 
 festivals outside Germany, only three have been to Roskilde Festival before (app. I). 


Amongst the festivalgoers, festivals are uniformly seen as extremely positive experiences that 
people highly value and look forward to.  


With regards to Roskilde Festival, both the questionnaire and the interviews show that the 
 general level of knowledge amongst people who have never been there is very low. They 
 think of the Danish festival as a big music festival similar to any other European music 
 festival and have little knowledge about basic facts (e.g. length), more than music offerings 
 (e.g. skate park), art focus (e.g. performance art), or core values (e.g. focus on up-and-coming 
 artists). Consequently, the most special thing about Roskilde Festival seems to be that it is far 
 away. On the other hand, the ones who have visited the festival before have a far bigger 
 knowledge of its values and offerings. A visitor, who has been to the festival many times, 
 says that it is “a highlight of every year that I don’t want to miss” (I09). Another explains 
 how it is “like being inside a dome with no time and space” (I11) where she does not have to 
 think about anything and can do whatever she wants. All interviewees who have been there 
 have also visited several other festivals but all regard Roskilde Festival as one of their 
 favourite if not the favourite festival.


Danish and German culture 


Investigating what the interviewees regard as (stereo)typically Danish also tells a lot about 
 what they think is typically German as these two are often contrasted. Almost all 


interviewees have been to Denmark before and uniformly express that there are cultural 
 differences between Danes and Germans. Their perceptions mainly stem from vacations in 
 Denmark but also from business trips, news reports, and even from Danish TV series.  


Across all interviewees, Denmark and its inhabitants are regarded in an exceptionally positive 
 light. They are described as “open-minded” (I01) and “happy” (I12). Moreover, they are 
 viewed as “calm” (I04) and “relaxed” (I09) people who are good at “letting go” (I03) 
 compared to the Germans. The perceived happiness is in line with Hofstede et al.’s (2010) 
 finding that Denmark is an indulgent and happy country, which is further supported by a 
 recent study by the United Nations that assesses Denmark to be the happiest country in the 
 world10 (Helliwell, Layard, & Sachs, 2013). 


Danes are seen as less money-conscious than Germans and especially more willing to spend 
 money on non-basic needs such as stylish clothes, designer objects, beer, parties, and fun. For 
        


10  Germany is the 26th happiest (Helliwell, Layard, & Sachs, 2013). 


instance, a Road Trip visitor says: ”I have the feeling that Danes tend to spend a little more 
 money on things that seem worthwhile and fun, for example going out for a cup of coffee or 
 something like that” (I12). A helper who has been to Roskilde Festival before agrees that the 
 Danes’ spending behaviour is very different from the Germans’: “I wonder how the young 
 kids manage to be there [at Roskilde Festival] for a whole week, drink a lot of beer, buy a lot 
 of food, pay for the ticket and then leave their tent behind. They must spend at least 1.000 € 
 in a week. (…) For an experience like Roskilde, the Danes do not seem to care how much 
 money they spend. They do not count every penny or think twice whether or not to buy 
 another beer. They just do it” (I11). Her astonishment shows that this spending behaviour is 
 different from what she regards as normal and further implies that she does think about how 
 much money she spends at a festival and that she does consider whether or not to buy another 
 beer. This finding to some degree stands in contrast to both the study by Hofstede et al. 


(2010) and House et al. (2004) that found Danes to be slightly more future-oriented and thus 
 more prone to saving money. However, the former study also characterises Denmark as an 
 indulgent country which likes to “act as one pleases, spend money, and indulge in leisure and 
 fun-related activities” (Hofstede et al., 2010, p. 281).  


A visitor who speaks Danish draws attention to the personal Danish way that stands in 
 contrast to what he sees as clear German hierarchies which he exemplifies with the German 
 use of ‘Sie’ (formal you) compared to the Danish use of ‘du’ (informal you). In similar 
 fashion, others appreciate the casual way of the Danes with each other. The formal 


addressing is in accordance with findings by House et al. (2004) and Hofstede et al. (2010). 


The clear hierarchical relationships are also in accordance with the high German power 
 distance by the GLOBE study (House et al., 2004) but contradicts Hofstede et al. (2010) who 
 find the two countries to both have a low power distance.  


Finally, one visitor thinks that Danes value “more important things such as education” (I08). 


Another highlights the openness towards cultural values: “Because I work with music, I know 
that Denmark supports cultural things much more [than Germany]. (…) There is a different 
mentality towards culture” (I01). This may be explained with the low uncertainty avoidance 
score of the Danes that encourages curiosity and openness towards new things (Hofstede et 
al., 2010). Others highlight the good work-life balance and the custom of doing voluntary 
work. This stands in striking contrast to stereotypical German values such as money, cars, 


and houses; a focus which many interviewees criticise. In similar fashion, Hofstede et al. 


(2010) found that Denmark highly values good work-life balance while House et al. (2004) 
 see the high humane orientation as a factor for generosity and engagement in voluntary work. 


Germany, on the other hand, is a society where status is openly shown by for example with 
 cars and technical devices (Hofstede, 2010). 


With regards to their own culture, the interviewees are fairly negative. Germans are described 
 as “complaining” (I13) and “philistine” (I03), and even positive features such as punctuality 
 and discipline have negative connotations. One interviewee sadly notes that “saying ‘that is 
 so typically German’ is mostly connected with something negative” (I01).  


The critique is further fired when talking about the importance of work. “Business before 
 pleasure is a German proverb that does not come from nowhere” (I01). Several criticise the 
 strong focus on performance, career, and money. “Many think it is positive to work 45 hours 
 a week, earn money and then spend some of it at Aldi and save the rest” (I07). The saving 
 mentality especially seems to be reflected in fun and leisure activities. “They would rather 
 save the money than go to a festival and rather work a week more than go on vacation. They 
 spend less money on stuff that just brings fun but nothing else” (I11). The strong German 
 focus on work is also found in both cultural studies from chapter 4. 


A frequent festivalgoer compares the Danish and German festival atmosphere: “there are 
 only few festivals in Germany where the atmosphere is so relaxed [like at Roskilde Festival] 


and I unfortunately have to admit that it has to do with the population” (I09). However, he 
 adds that when Germans take part in a Danish festival, they are able to adapt to the relaxed 
 Danish way.  


Some call attention to the fact that Germany is a big country and that it is thus problematic to 
talk about ‘the Germans’ as a whole. Many of the named values are said to be especially 
typical for the North German or even the Hamburg population such as the superficiality as 
one interviewee notices. Another also acknowledges that people from North Germany are 
more reserved than in the South and thus need time to unbend. Yet another comments that 
North Germans are simple people who are satisfied with little and therefore do not see a 
necessity for cultural things like art. The belief that there are cultural differences within a 


country is in line with several critiques to cultural studies that treat national culture as a 
 single entity (e.g. McSweeney, 2002; Signorini et al., 2009). 


Finally, most of the research subjects distance themselves from the negative German values. 


For example, one says: “I am from North Germany but I think I am different than what you 
 would normally describe as a North German. Yes, I am definitely different” (I05). 


Furthermore, many express that things seem to be changing. One helper thinks it is a 


“generation thing” (I10) based on the increased welfare and freedom. Others do not refer to 
 anything specific but see it as a general change in mentality towards work, savings, and 
 work-life-balance. The distancing and the notion that many German values ought to be 
 different is in accordance with the societal values by House et al. (2004) that are very 
 different from societal practice (app. G.2). 


In sum, Denmark is seen in a more positive light than Germany. In many cases, the prior 
 perception of the Danish culture positively affects both how the staged experience as well as 
 the original experience are perceived because they are connected to the positive Danish 
 features. One visitor who has never been to Roskilde Festival projects both her positive 
 perception of Danish cultural values as well as positive Road Trip features on the festival and 
 says: “and then it is even in Denmark” (I04) to emphasise that this is a great advantage.  


Now that the interviewees’ prior perception of positive experiences, Roskilde Festival and, 
Danish culture is set, I will turn to the different roles that staged experiences may play in 
forming consumers’ perception of a cultural event abroad. 
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