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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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 Lorenzo: “I talked to all my friends in Italy, and to all my friends in Denmark. (…). If I had to tell you which 
 person, which people, I'd have problems because I told everybody (…)” 


Camilla and Alba emphasized the fact that they mainly talked about it with their Danish friends, as a way to 
 add “value” to their social role in the context they are living in, i.e. Denmark, and feel more accepted and 
 integrated. On the other hand, they both show concern in promoting the brand to their national friends because 
 of  fear  of  being  judged  or  misunderstood.  Therefore,  it  can  be  concluded  that  as  the  social-self-expressive 
 component of the brand is low, they are skeptic about spreading positive comments about the festival. 


Alba: “I'm proud, actually, to say this specifically to my Danish friends, because (...) I have the feeling of being really 
 a part of the Danish culture. So, I don't know, I kind of feel that it's kind of important for them, as well” 


Camilla: “Well, (I recommend it) in Denmark. I mean, because there is this culture that it's a big festival and it's 
 something you have to do if you're coming to Denmark. But at home, I mean, people don't think that it's so cool to 
 go, I think, to a festival where you just get drunk and party hard. My friends are a bit different, they don't ... they find 
 these things maybe a bit teenager style” 


Finally, Sebastian argues that he used to promote Roskilde Festival in the first editions he attended; but now 
 he feels to own the festival, he defines it as a “routine” and as such, he tends to promote it less. 


Sebastian: “I think maybe two, three years ago I would (recommend it). (…) Before I used to be more excited 
 about things that I knew were going to happen, like if I knew an artist was going to come or if I knew a friend 
 that would come and "Oh, let's meet up." But now I just look forward to the whole thing. The whole thing is ... I 
 wouldn't say I look forward to it less than I did before, but I guess I just know what's going to happen now”. 


In sum, first-time visitors score low in offline word-of-mouth as they are first willing to attend the festival and 
 experience it themselves before recommend it to others (Q7). Second-time visitors instead, are more inclined 
 to promote Roskilde Festival even before attending it again (Q8), but personal cues negatively influence their 
 word-of-mouth activities. 



Online Word-of-Mouth 


Data analysis shows that participants do not promote Roskilde Festival on Facebook before attending the event. 


None of them shared brand-related content, nor did they create their own content related to Roskilde Festival, 
 as confirmed by the quantitative results (Q9; Q10).  


Among first-time visitors, Hanae argued that she did not find anything engaging or entertaining enough to 
 be  shared  on  her  profile. Rasmus,  instead,  would  share  brand-related  content  only  in  case  of  extraordinary 
 events or last-minute information: “I think I would if it was, “Now we have got a cancellation from one of the 
 artists but as a stand in we get Kanye West.”(…) 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.” 


And when asked about whether he would invite his Facebook friends to like the brand page he states he has 
 no incentive to do so. This can be explained by his low brand attachment before attending the event. At the 
 same, he shows high sensitivity to participate in the public debate on Facebook when he argues.


Rasmus: “I don’t know, I just have some, I think also prejudice or you know, bad experience about people who 
are too much into these public debates. I’m really not that kind of, oh now you see me and now I want many likes 
for my awesome comment. I’m just not into that. If the viewer needs some help, I might help out but I might just 
write him directly in a private conversation.”
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 Matteo, instead, points out how the way he uses Facebook has changed. 


Matteo: “I don't really share that often stuff on my wall, like I usually share maybe once a month, not even once, 
 every two months; mainly photos not links or stuff from other pages. I would have done it maybe some years 
 ago because I think that Facebook has kind of changed in his nature or role over years I think what I share is 
 usually something personal that relates to me strongly, not just a general information or general article that 
 talks about a band or ... Yeah, it must be something that I really like for me to share it, otherwise I usually don't 
 share.”  


He remarks how his view of Facebook has changed from being an active social media application to share and 
 interact with other users, to a more passive tool where to get more practical information from and share only 
 extraordinary life events. Hence, he did not promote Roskilde Festival on Facebook before attending the event. 


Finally,  Valeria  confirms  that  she  would  promote  the  brand  after  having  experienced  it,  but  she  ‘attended’ 


Roskilde Festival Facebook event to show her friends she will go to such a big event. Hence, one can conclude 
 that she is indirectly promoting the brand on Facebook to enhance her social ‘role’ on Facebook. 


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


Likewise, second-time visitors displayed little activity aimed at promoting Roskilde Festival on Facebook.  


For instance, Sebastian stated he has never shared anything from Roskilde Festival Facebook page, as he did 
 not find anything linked to his interests and personality. Consequently, online word-of-mouth has a link with 
 inner-self-expressive motivations, namely the lower the self-expressiveness, the lower the online WOM. 


Sebastian: “I sent the map in a group chat, but I don't share it from my own profile normally. If I share something 
 on Facebook it's often because I think it's funny. Or if it's something a little bit political sometimes I can also do it 
 something, but not Roskilde, I don't really share anything from Roskilde. I often assume people will find  out what 
 they need if they're going to Roskilde anyway” 


Lorenzo admitted he did not share any posts from the brand Facebook page but he stressed how ‘liking’ the 
 page and contributing to some brand-related posts increase his Facebook friends awareness of the festival. In 
 particular, he showed excitement and enthusiasm about letting them know about the brand and how cool his 
 experience was. Therefore, the social-self-expressive component of the brand is positively related to online 
 WOM. 


Lorenzo: “(…) using the Facebook pages is also a good way to spread around the ... Roskilde is not that famous 
 outside of Denmark, I think (…) I haven't shared any video, but I would have probably done that with that video that 
 I told you, the one with that artist. Just because like you want to make other people aware of how crazy and how fun 
 is this festival. Even if it's raining, because in that video it was heavy raining and you know that you can have fun 
 anyway. To get some kind of wildness, some craziness through those videos, you don't want, of course, boring videos, 
 but I think they are never boring. Even the one more socially responsible, the one about the environment, are never 
 boring. That's what you want your friends to perceive, this kind of wildness.” 


Finally, while Camilla admitted she would not promote the festival on Facebook, Alba said she tagged some 
friends in some brand posts related to the music side of the festival. 
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