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Executive summary 


Today, an increasing number of companies stage experiences to gain competitive 
 advantage (Poulsson & Kale, 2004). The concept of commercial experiences is, 
 however, still emerging (Schmitt, 2011) and little is known from an international 
 perspective. This thesis seeks to elucidate roles of staged experiences in forming 
 consumers’ perception of a cultural event abroad. It focuses on the big Danish festival, 
 Roskilde Festival, which seeks to attract German visitors by staging the Roskilde Road 
 Trip experience in Hamburg. A single-case study design is applied and 13 qualitative 
 interviews conducted with Road Trip participants serve as the main empirical data. The 
 exploratory research finds that staged experiences play different roles ranging from 
 entertainment over education to evoking feelings. The scope of these roles depends on 
 how active participants are and how much time they spend with the experience.  


The findings have several contributions. Theoretically, the research contributes by 
 extending knowledge on the role of staged experiences abroad. Existing theory states 
 that experiences can educate participants by communicating intentional messages but 
 my data shows that also unintentional messages may be mediated. My study further 
 shows that a staged experience can give an impression of the participants and 


atmosphere of the original experience and that the experience duration is thereby a key 
factor. The research also refines knowledge on co-creation of staged experiences in two 
ways: first, it shows that by co-creating the staged experience, participants may feel 
they are co-creating parts of the original experience and second, that co-creation is 
especially valued in the concept phase. On a managerial level, the research stresses the 
importance of acknowledging that all experiences are co-created which means they 
cannot be staged with fully predictable outcomes. Moreover, a holistic experience 
should be aimed at to hinder participants getting a skewed impression. Cultural 
differences may be treated as an asset but regional characteristics should be taken into 
account. Finally, the research concludes that staging experiences can be a useful way of 
marketing a cultural event abroad because abstract features such as values, atmosphere, 
and feelings can successfully be mediated. Because the findings stem from a single-case 
study, they may not, however, be generalisable to other companies and industries but 
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1  INTRODUCTION 


“All festival posters look the same. They list all the bands that are playing. But when the 
 reason why you are going to a festival is not the bands, the advertisement should maybe be 
 designed accordingly” (Interview no. 8). 


1.1  Introduction and research gap 


Advertising is everywhere in today’s world (Smilansky, 2009). In order to stand out in the 
 omnipresence of traditional advertising, companies must develop unique ideas to attract 
 consumer attention (Hoyle, 2002). Furthermore, with the general rise in wealth, consumption 
 patterns change and an increasing amount of income is now spent on leisure rather than basic 
 needs (Lund, Nielsen, Goldschmidt, Dahl, & Martinsen, 2005). Consequently, there is a 


“readily observed rise of demand for experiences rather than products” (Getz, 2007, p. 172), 
 which evermore companies come towards by staging experiences for their customers (Walls, 
 Okumus, Wang, & Kwun, 2011). 


Moreover, to survive in today’s world most companies need to be internationally active 
 (Schmidt & Hollensen, 2006). Although the “discipline of marketing is universal (...) 
 marketing practices will vary from country to country, for the simple reason that the 
 countries and peoples of the world are different” (Keegan & Green, 2011, p. 43). 


Accordingly, companies that stage experiences are likely to be active outside their own 
 national borders and thus confronted with complexities of the foreign market (Onkvisit & 


Shaw, 2004). 


Experiential marketing may be applied to most products and services (Pine & Gilmore, 2011) 
 but is especially applicable when marketing complex services such as cultural events (Hoyle, 
 2002). The cultural tourism sector including music tourism has increased over the last years 
 (Gibson & Connell, 2005), and the festival sector is growing worldwide (Arcodia & 


Whitford, 2006), which shows the importance of the sectors. The intangibility and high level 



(8)of sophistication of cultural events such as festivals complicates mediation to potential 
 consumers and therefore require innovative, non-traditional marketing tactics such as 
 experiential marketing (Hoyle, 2002). An example of such a cultural event, that stages 
 experiences abroad to market itself, is the biggest and most well-known Danish festival, 
 Roskilde Festival (Rambøll, 2011). By staging the experience called 'Roskilde Road Trip' in 
 three neighbouring countries, the festival hopes to gain competitive advantage and to attract 
 more foreign attendants to Roskilde Festival in Denmark.  


According to recent literature on staged experiences, companies must create memorable 
 experiences to add value to their products (Brakus, Schmitt, & Zarantonello, 2009; Pine & 


Gilmore, 2011; Poulsson & Kale, 2004). It is thus vital for companies to identify customer 
 needs in order to know how to satisfy those (Schmidt & Hollensen, 2006; Tynan & 


McKechnie, 2009). However, existing literature gives little answer to what an experience is 
 and moreover, the definitions stem from experience-staging organisations rather than from 
 the experiencers themselves. Furthermore, most literature focuses on staging the ‘best’ 


experience from a company perspective and neglect to acknowledge that the consumer plays 
 a central role in co-creating the experience. This is especially true for cultural events such as 
 festivals that cannot exist without its participants (Getz, 2007). Only few argue that an 
 experience is “so highly personal that it cannot be planned, designed, or (…) promised to 
 event goers” (Getz, 2007, p. 210). Correspondingly, one cannot be sure whether the 


consumer's perception of an experience equals what the sender intended it to be (Jantzen & 


Rasmussen, 2007). However, this is seldom approached and little research is carried out with 
 regards to the roles that staged experiences play in affecting international consumers’ 


perception. In sum, forming consumers’ perception of a product or service through a staged 
 experience is a highly complex subject. Being a global player only adds to the intricacy.  


Literature on staged experiences is still emerging (Schmitt, 2011), and there is a need for 
 experience staging companies “to have a deeper understanding of the role of customer 
 experiences in influencing how customers behave” (Tynan & McKechnie, 2009, p. 502). 


Moreover, despite the wide consensus about the necessity to stage experiences (Poulsson & 


Kale, 2004) as well as to be internationally active (Schmidt & Hollensen, 2006), it appears 
that no theorists within the field of experiential marketing have ventured on researching the 
role of staged experiences abroad from a consumer perspective. Lund (2005) assesses that no 



(9)attempt has been made to draw conclusions on internationalisation and experiential marketing 
 because of the impalpability and magnitude of both concepts. However, understanding 


international consumers’ perception of a product or service and what role staged experiences 
 can play in forming this can be of key value to both the involved companies and consumers.  


1.2  Research purpose and question 


This thesis aims at exploring the roles of staged experiences in forming consumers’ 


perception of a cultural event abroad by investigating literature on staged experiences, co-
 creation, and cultural differences and by adding empirical data. The exploratory thesis is thus 
 guided by the following research question:  


To answer the question, I will look into the definition of an experience from the consumer 
 perspective and research whether an experience can be fully staged or whether it is co-created 
 to some degree.  


By adding empirical data to the existing theory on the subject, the thesis seeks to extend 
 theoretical knowledge on staged experiences by re-defining roles in an international context. 


Additionally, understanding the role that staged experiences may play can also be of key 
 value to other companies that stage experiences abroad and thus ultimately to the 


experiencing consumers. 


Figure 1 visualises the complexity of an experience that is staged abroad. The original 
 experience in country A stages an experience in country B (a) through which it seeks to 
 mediate knowledge, values, and feelings in order to eventually attract foreigners to join the 
 original experience. Based on prior experiences and personal preferences (b), consumers 
 choose to take part in the staged experience. The staged experience offers different features 
 which the consumers choose among (c). The consumer then has a subjective experience (d) 


What role do staged experiences play in forming 
consumers’ perception of a cultural event abroad? 



(10)that may or may not be in line with what the company intended it to be. Finally, the personal 
 experience may lead to assumptions on features and values of the original experience (e).   


Figure 1: Conceptual model of a staged experience abroad. 


Source: Own figure. 


This research focuses on the subjective experience (d) but also takes the context, such as 
 prior experiences (b), into consideration and further investigates how the staged experience 
 may form consumers’ perception of the original experience (e). 


1.3  Scope and delimitations 


Experiential marketing serves as the overall topic of this thesis. However, experiential 
 marketing is a rather novel, vague, and broad concept with very unclear boundaries. 


Therefore, in order to refer to the marketing activity that a company creates abroad (point 


‘(a)’ in figure 1), I use the term ‘staged experience’. Despite not being a technical term, 
numerous experiential marketing theorists and practitioners use it and state that companies 



(11)stage experiences for or with consumers (e.g. McGillivray & Frew, 2007; McIntosh, 2004; 


Pine & Gilmore, 2011; Schmitt, 2003; Tsaur, Chiu, & Wang, 2007). The current research 
 thus focuses on experiences that are created by companies for and with consumers contrary to 
 experiences that happen randomly.  


Through the case, Roskilde Road Trip, I look into staged experiences by cultural events in 
 general and festivals in particular. Because of the subjective nature of experiences (Jantzen & 


Rasmussen, 2007), it stands to reason to look at staged experiences from a consumer 


perspective. Although companies may have certain intentions with a staged experience, they 
 cannot predict what the consumer ultimately perceives as an outcome (Jantzen & Rasmussen, 
 2007). Hence, I assess an outside-in perspective to be most suitable for answering my 


research question. 


Consumer experiences may both be staged in the real world and in the virtual world 


(Smilansky, 2009). Although an increasing part of today’s life takes place on the web, many 
 cultural events still remain in the real world, and for many young people “festivals are the 
 meeting places of the modern age” (Andersson, Donald, & Mykletun, 2011, p. 67). Roskilde 
 Road Trip also takes place physically and accordingly, real world experiences are the focus 
 of this research. Furthermore, although Roskilde Road Trip is staged in different countries, I 
 only focus on the German consumers’ perception, reasons for which are discussed in chapter 
 2.2.1. 


Several other marketing concepts are somewhat related to experiential marketing and 
 including them might have enlightened other aspects of consumer experiences. In the more 
 overarching concept of event marketing, for example, planned experiences are likely to play 
 an important role (Getz, 2007). However, event marketing includes many other aspects such 
 as promotion, advertising, PR, etc. (Hoyle, 2002) that are not relevant for the focus of my 
 specific research question. Moreover, events do not imply the same level of co-creation as 
 experiences do (Poulsson & Kale, 2004). Event marketing is therefore not further dealt with. 


Another marketing concept that some (e.g. Heitzler, Asbury, & Kusner, 2008) view as close 
to experiential marketing is guerrilla marketing. Levinson (2010) describes its key features as 
being inexpensive, unexpected, creative, swift, cheap, and unconventional. Despite certain 



(12)overlaps, guerrilla marketing, however, do not necessarily lead consumers to use and 
 experience a product, while creating a frame where the consumer can spend time with a 
 product is the essence of experiential marketing. Guerrilla marketing is thus not included in 
 this research. 


Furthermore, the thesis will not look into customer–brand relationships and consumer 
 psychology. These topics may be closely related to parts of the thesis but are overarching 
 concepts that are regarded as going beyond the thesis scope.  


Finally, the thesis will not assess whether or not Roskilde Road Trip was overall a success. 


Answering this question would involve too many factors that would be difficult to obtain, 
 measure, and evaluate. However, the thesis will investigate what kinds of knowledge and 
 values were communicated through the staged experience. The narrow focus on the roles of 
 staged experiences of cultural events is appropriate as a basis to conduct empirical research, 
 to answer my research question, and to explore new concepts that may contribute to the 
 theory on experiential marketing while complying with the thesis scope. 


1.4  Definition of key terms  


“Consumer” = the person who actively takes part or somewhat passively absorbs a staged 
 experience. The consumer is also referred to as the customer or experiencer. 


“Culture” = used in two ways in the thesis. First, culture on a national or societal level refers 
 to “learned behaviour and ideas that human beings acquire as members of society” (Schultz 


& Lavenda, 2012, p. 6). Second, culture relates to arts and human intellectual achievement 
 such as music, art, theatre, literature etc. (Cambridge Dictionaries, 2013). When used in the 
 latter sense, I from now on solely use it as an adjective (e.g. cultural events) for clarification 
 purposes.  


“Event” = one-time or infrequent, special, temporary happenings such as festivals 
(Andersson et al., 2011). 



(13)“Experience” = used in the experiential marketing sense where it is staged by a company. It 
 is "an engaging act of co-creation between a provider and a consumer wherein the consumer 
 perceives value in the encounter and in the subsequent memory of that encounter" (Poulsson 


& Kale, 2004, p. 270).  


“Festival” = a themed, temporary cultural event that offers more than just “packaged 
 entertainment and a party atmosphere” (Getz, 2007, p. 183). A festival is also a staged 
 experience but will not be referred to as such to avoid confusion with other staged 
 experiences.  


“Perception” = “a process by which individuals organize and interpret their sensory 


impressions in order to give meaning to their environment” (Robbins, 2005, p. 134). Because 
 perception is based on an individual’s experiences, values, and cultural background, it is 
 highly subjective (Hollensen, 2003). 


“Staged experience” = a commercial experience created by a company for and with a 
 consumer (Poulsson & Kale, 2004). 


1.5  Structure of the thesis 


This first chapter has introduced the subject of the thesis and presented the research question 
which will guide the rest of the paper. The following chapter introduces the thesis case, 
Roskilde Road Trip and Roskilde Festival. Chapter 3 presents and argues for the strategic 
research choices applied to answer the research question. The theoretical framework is 
discussed in chapter 4 and brings light to current research on staged experiences, co-creation 
and cultural dimensions. Following that, chapter 5 elucidates the data collection and analysis 
methods in detail. Chapter 6 presents the main findings from the empirical data. These are 
finally discussed in chapter 7, implications and limitations are brought forth and the thesis is 
concluded. 
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2  PRACTICAL BACKGROUND 


This chapter introduces the research case. First, the original experience, Roskilde Festival, is 
 briefly introduced followed by the staged experience Roskilde Road Trip. A conceptual 
 model is presented to give an overview of the Road Trip experience and case boundaries are 
 discussed. The arguments for the choice of the case study research design are discussed in 
 depth as part of the methodology chapter (chap. 3.5).  


2.1  Roskilde Festival - the original experience 


Roskilde Festival was founded in 1971 and is today one of the biggest music and culture 
 festivals in Northern Europe (Roskilde Festival, 2013a). The festival is a “cultural event 
 offering quality experiences based on modern music and creative kinship” (Roskilde Festival, 
 2013e). The event annually gathers about 130.000 participants, volunteers, artists, and media 
 people on a show yard in Roskilde (Roskilde Festival, 2013a), temporarily making it the 4th
 largest city in Denmark (Danmarks Statistik, 2012). The non-profit organisation is mainly run 
 by more than 30.000 volunteers (Roskilde Festival, 2013f) and donates all profit to 


humanitarian and cultural projects (Roskilde Festival, 2013d).  


From a Danish perspective, Roskilde Festival is in a league by itself due to its size, offering, 
and participant composition (Rambøll, 2011). 98% of all Danes have heard about the cultural 
event, and one third of all Danish adults have been there at least once (Rambøll, 2011). The 
Roskilde Festival experience is difficult to put in words but is often referred to as ‘Orange 
Feeling’: “the feeling of being at Roskilde Festival” (Flachs Madsen, 2013, p. 14). It is “what 
makes people return year after year. The orange feeling is hard to describe – it must be 
experienced” (Roskilde Festival, 2013c). Although not easy to pin down, it includes 
community spirit and ‘more than music’ activities such as a skating area, climbing walls, 
football tournaments, performance art, parades, a creative zone with 3D printers and sewing 
machines, and much more. Moreover, focus is on up-and-coming artists, organic food, and 
sustainability. And of course on music. 



(15)Many European companies partly depend on international buyers due to their own small 
 country and market size (Onkvisit & Shaw, 2004). This is especially true for a small country 
 like Denmark. Furthermore, for a cultural event such as Roskilde Festival that seeks to 
 educate and shape young people (Roskilde Festival, 2013b), having attendants from different 
 cultures is central. Today, however, the Danes make out about 85% of the participants while 
 they were slightly in the minority just a decade ago (Roskilde Festival, 2013h). Roskilde 
 Festival has therefore in the last few years started working on attracting more foreigners with 
 extensive amounts of posters, flyers, and online banners, with moderate success. This might 
 be related to the fact that the festival experience and the Orange Feeling are difficult to 
 mediate in written form, especially to foreigners who have little or no prior knowledge about 
 the Danish festival. As suggested by Hoyle (2002), festivals instead ought to apply non-
 traditional marketing methods, and that is what Roskilde Festival started doing in 2012 by 
 staging the Roskilde Road Trip experience. 


2.2  Roskilde Road Trip - the staged experience 


Roskilde Road Trip is a campaign born out of Roskilde Festival’s internationalisation 
 strategy that aims at attracting international attendants to the cultural event in Denmark 
 (Roskilde Festival, 2013g). In April 2013, Roskilde Road Trip took place in five North 
 European cities1 for the second year in a row with the main objective of raising awareness 
 about the festival as a “unique, international, audience-involving music, art and culture 
 festival” (Roskilde Festival, 2013g, p. 6) and to promote its ‘more than music’ aspect. 


Furthermore, Roskilde Road Trip seeks to “expand the musical horizon with up-and-coming 
 music, [and] expand the creative horizon with workshops and co-creating the festival” 


(Roskilde Festival, 2013g, p. 6). In sum, it intends to offer “a taste of the Orange feeling” 


(Roskilde Festival, 2013g, p. 8) to ultimately attract more foreign attendants. 


Unlike most companies that seek to promote their products by linking an experience to the 
 product itself, Roskilde Festival creates a small “replica” (Roskilde Festival, 2013g, p. 8) 
 where an experience takes place in order to attract foreigners to try the original experience. 


The project leader, Christine Byriel, explains the need for a staged experience: ”Everybody 
        


1   Oslo, Bergen, Gothenburg, Malmö and Hamburg. 



(16)who has been to Roskilde Festival knows the unique atmosphere. This is difficult to 
 communicate on a poster or a homepage, so on Roskilde Road Trip we create the 
 atmosphere, so that participants in our neighbouring countries can feel it themselves” 


(Flachs Madsen, 2013, p. 14). The replica underlies several limitations (e.g. different time of 
 year, space, participants) and is not meant as a 1:1 copy but rather as an extract with similar 
 features and atmosphere as the original experience.  


The scarce literature on experiential marketing in an international perspective makes 


Roskilde Road Trip a particularly interesting case that is well suited for exploratory research 
 (Yin, 2009, p. 09). Staging a copied experience is, to my knowledge, a unique way for 
 cultural events to promote themselves abroad. In combination with Roskilde Festival’s major 
 importance for Danish cultural life (Rambøll, 2011), the staged experience, Roskilde Road 
 Trip, makes a unique and significant case for this research. Having held Roskilde Road Trip 
 for only two years implies that the case is not (yet) a paramount example of successfully 
 staged experiences. For example, it attracted fewer participants than planned (Roskilde 
 Festival, 2013g). Unfortunately, the exact numbers are confidential but from my view as a 
 researcher, the concertgoers were well represented while the number of workshop 


participants was far smaller than expected. Nevertheless, Roskilde Road Trip has been 
 successful in communicating many of Roskilde Festival’s values (Roskilde Festival, 2013g) 
 and is therefore regarded as an appropriate case for exploring possible roles of staged 
 experiences in forming consumers’ perception across national borders.  


2.2.1  Case boundaries 


Although the Road Trip took place in several countries, this research solely focuses on 
 Roskilde Road Trip in Hamburg for both theoretical and practical reasons. Of the three 
 countries where the staged experience took place, Germany is the country that is culturally 
 furthest away from Denmark according to Hofstede et al. (2010) (app. F.1 and F.2). Also 
 House et al. (2004) group Denmark and Sweden into the same group, namely the Nordic 
 Europe Cluster2, while Germany falls into the Germanic Europe Cluster3. Because culture 
        


2  Norway is not included as it is not amongst the 62 participating countries. The Nordic Europe Cluster further 
 includes Finland. 


3  The Germanic Europe Cluster further includes The Netherlands, Austria and Switzerland. 



(17)may influence perception (Schmidt & Hollensen, 2006), Germany is thus assessed to be the 
 most interesting country of the three to research when being interested in how consumers’ 


perception may be formed through staged experiences. Furthermore, I was on site during the 
 entire Road Trip in Hamburg to represent Roskilde Festival whom I work for on a voluntary 
 basis. Finally, I speak German which enables me to conduct the interviews in the native 
 language of the interviewees.  


The thesis focuses solely on the six days of execution from April 15 to April 20, 2013 and not 
 on the preparations, advertisement, media coverage, or Facebook activities, as these are 
 considered irrelevant in answering the research question. The length of the staged experience 
 is moreover long enough for participants to immerse and short enough for me to cover.  


Roskilde Road Trip in Hamburg is carried out with major help from the local festival, MS 
 Dockville, through which access to the North German market and customers is gained. In 
 order to showcase the unique features of Roskilde Festival, the staged experience is divided 
 into two parts: workshops that promote the 'more than music' and co-creative aspects during 
 the day, and concerts that promote the up-and-coming musical focus during the last three 
 nights. The full programme can be found in appendix B. Furthermore, a short description of 
 the main workshops as well as pictures of the activities can be found in appendix C.1 to C.6. 


2.2.2  Conceptual model 


Figure 2 shows the conceptual model in this specific case. The Danish cultural event, 
 Roskilde Festival, stages an experience in Germany called Roskilde Road Trip (a) and 
 thereby provides an environment for a desired consumer experience to happen. Based on 
 prior knowledge and experiences (b), participants choose to take part in the Road Trip. He or 
 she is confronted with the different activities and possibilities and chooses some of these (c). 


Each participant experiences a subjective experience (d) that may or may not be in line with 
what Roskilde Festival intended the Road Trip experience to be like. The personal experience 
may lead to assumptions that reflect back on Roskilde Festival (e). Again, this is a subjective 
perception and may not correspond to what Roskilde Festival actually is. Now, that the 
practical background has been introduced, I will turn to the research strategy of the thesis.  



(18)Figure 2: Conceptual model with case information. 


Source: Own figure. 



(19)
3  RESEARCH STRATEGY 


The purpose of this chapter is to present and explain the research strategy applied in this 
 paper. In the following, the choice, use, and consequence of the applied scientific guidelines 
 are presented starting from overall assumptions and then going into detail about the specific 
 approaches.  


Figure 3: Research strategy overview. 


Source: Own figure. 


Figure 3 presents an overview of the applied research strategy and the outline of this chapter. 


First, the research purpose which forms the basis for the following choices is outlined. After 
that, the choice of the philosophical positions of constructionism and interpretivism is 
explained. The inductive research approach is then discussed as well as the exploratory 
purpose of this empirical study. Following that, the case study strategy and the mainly 
qualitative nature of data is discussed. Finally, reliability, validity, and limitations of the 
above choices are presented.  



(20)3.1  Research purpose  


Kvale & Brinkmann (2009) argue that we must first be clear about what we want to find out 
 and thereafter determine how to do it. Therefore, the research purpose together with the 
 research question (chap. 1.2) serve as a basis for the subsequent chapters on methodology.  


This thesis aims at shedding light on the roles of internationally staged experiences from a 
 consumer’s perspective. Despite globalisation and the increased use of staged experiences, 
 little empirical research has been conducted in an international context. The aim of the thesis 
 is to explore what role staged experiences play in forming consumers’ perception of a 


cultural event abroad. As experiences are subjective by nature (Jantzen & Rasmussen, 2007), 
 I take an outside-in perspective which in this case means the perspective of the German 
 Roskilde Road Trip participants.  


3.2  Research philosophy 


The choice of philosophical positions not only shows the way in which the researcher sees 
 the world, but it also has practical considerations for the research design (Easterby-Smith, 
 Thorpe, & Jackson, 2008). However, the choice of positions should not be based on the 
 researcher’s preferences but the “subject matter [which] enjoys primacy, and (…) dictate[s] 


which methods to use” (Kvale & Brinkmann, 2009, p. 305). The two research philosophies to 
 be considered in the following are ontology and epistemology.  


Ontology is concerned with the view of reality and covers the two positions: objectivism and 
 constructionism. Objectivism sees reality as controlled by fixed, universal laws (Heldbjerg, 
 2011) and existing independently of social actors (Saunders, Lewis, & Thornhill, 2009). On 
 the contrary, constructionism understands reality as being subjectively “created from the 
 perception and consequent actions of social interaction” (Saunders et al., 2009, p. 111), 
 resulting in socially and experientially based mental constructions different from person to 
 person (Heldbjerg, 2011). Knowledge is thus largely made up of interpretations rather than 


“awareness of an external reality” (Stake, 1995, p. 170). 



(21)This research seeks to understand consumers’ perception of cultural events from their own 
 point of view. Taking an outside-in perspective with subjective perceptions, thoughts, and 
 feelings strongly suggests working with qualitative data. The research subjects have different 
 backgrounds and contexts and thus different meanings about the interview topics (chap. 


5.1.3). Accordingly, the ontological perspective of constructionism is appropriate as 


“constructivists believe in pluralistic, interpretive, open-ended, and contextualized (…) 
 perspectives toward reality (Creswell & Miller, 2000, pp. 125–126). 


Epistemology is concerned with what is acceptable knowledge in a discipline (Bryman, 
 2012). There are basically three ways of viewing knowledge. Firstly, positivism works with 
 similar methods as natural science where evidence must be produced through our senses and 
 generate law-like generalisations (Bryman, 2012). Valid knowledge originates from the 
 object itself (Sonne-Ragans, 2012), and research is unaffected by the researcher and thus 
 value-free (Saunders et al., 2009). Secondly, realism acknowledges the existence of social 
 structures independently of the human mind but emphasises the importance of our subjective 
 thoughts and beliefs (Saunders et al., 2009). Consequently, it is the subject that determines 
 whether or not knowledge is knowledge (Sonne-Ragans, 2012). Thirdly, interpretivism 
 emphasises the fact that we are human beings studying other human beings and not objects. 


Also, the qualitative researcher is part of what he or she researches (Belk, Fischer, & 


Kozinets, 2013). Consequently, findings are co-created through interaction between the 
 researcher and the researched (Heldbjerg, 2011) and research is thus value-bound (e.g. 


Saunders et al., 2009). Interpretivism thus sees both subjectively and objectively originated 
 knowledge as valid (Sonne-Ragans, 2012). 


The studied subjects in this thesis are human beings that attribute meaning to experiences. I 
 as a researcher also attribute meaning, reflect, and interpret the world around me and 
 construct meaning through interaction. This research therefore calls for interpretivism that 
 allows gaining knowledge about processes and meanings through conversation with study 
 subjects (Easterby-Smith et al., 2008).  


A realist and positivist position might quantitatively have enlightened other aspects of my 
case (e.g. Roskilde Festival ticket sales development in Hamburg since the first Roskilde 
Road Trip) but is not appropriate for my question concerning perception, experiences, and 



(22)senses. Such positions would aim at a single, absolute truth (Bryman, 2012) and not be 
 compatible with knowledge production through qualitative interviews that are, however, 
 regarded as necessary to answer the research question. The chosen philosophical positions set 
 the stage for several methodological choices which will be explained in detail in the next sub-
 chapters.  


3.3  Research approach 


There are two main views of the relationship between theory and research: deductive and 
 inductive. In the deductive approach, a hypothesis based on careful literature review is 
 systematically tested and either supported or rejected (Bryman, 2012). Inductive research, on 
 the other hand, seeks to build theory from the observation of empirical data (Saunders et al., 
 2009). The relationship between theory and empirical evidence may, however, not always be 
 clear-cut, as deductive approaches often entail parts of inductive reasoning and vice versa 
 (Bryman, 2012).  


Since existing literature has not provided a framework for working with internationally 
 staged experiences (chap. 1.1), it makes sense for this paper to apply an inductive approach 
 and have the empirical data as a starting point rather than the theory. In concrete terms, I 
 apply the inductive approach when gaining knowledge on perception of staged experiences 
 based on statements by individuals and relating this to the literature (chap. 6 and 7). Inductive 
 research seeks to gain understanding of the meanings, feelings, and thoughts people attach to 
 experiences (Saunders et al., 2009). The approach therefore also supports the philosophical 
 choices which highlight knowledge creation through social interaction (chap. 3.2).  


3.4  Type of study  


Research can be categorised as descriptive, explanatory, and exploratory. Descriptive 
 research seeks to describe “an accurate profile of persons, events or situations” (Robson, 
 2002, p. 59) and thereby provide a clear picture of the phenomena (Saunders et al., 2009). 


Explanatory research seeks to explain “causal relationships between variables” (Saunders et 
al., 2009, p. 140), while exploratory research seeks to explore “what is happening; to seek 



(23)new insights; to ask questions; [and] to assess phenomena in a new light” (Robson, 2002, p. 


59).  


Given the investigative nature of the research question, the paper is mainly exploratory. The 
 approach allows an initially broad focus to become “progressively narrower as the research 
 progresses” (Saunders et al., 2009, p. 140), and it is open to change in direction due to new 
 insight through empirical data which suits the emerging nature of this paper. However, the 
 research also entails descriptive parts with regards to the case. The thereby enhanced 
 contextual understanding of the case in turn furthers the exploratory data collection.  


3.5  Research design 


The thesis case, Roskilde Road Trip, was introduced in chapter 2.2. In this sub-chapter, the 
 arguments for the research choice of the case study are discussed. “A case study is an 
 empirical inquiry that investigates a contemporary phenomenon in depth and within its real-
 life context” (Yin, 2009, p. 18). Such a research design allows the researcher to intensively 
 investigate real events in a detailed and holistic way (Bryman, 2012; Yin, 2009). It allows to 
 focus on both the phenomenon itself as well as its settings (Robson, 2011; Yin, 2012) and 
 may relate to one or few organisations, events, or individuals (Easterby-Smith et al., 2008). 


My research question requires an in-depth investigation of a present social phenomenon. I 
 therefore apply a single-case study research design to serve as my framework for the 
 collection and analysis of data. This design focuses on the “dynamics present within single 
 settings” (Eisenhardt, 1989, p. 534) and is concerned with clarifying the “unique features of 
 the case” (Bryman, 2012, p. 69). In my case, I am interested in perception details of a cultural 
 event from a foreign consumer’s perspective, and how participating in a staged experience 
 may influence this. This is evident and observable in the case of Roskilde Road Trip.  


Through the case I want to extend knowledge on experiential marketing in an international 
setting. However, it should be noted that the aim of this single-case study is not to find 
generally valid truths but to show how truth is perceived in this specific case. The ontological 
perspective of constructionism sees truth as relative and allows the researcher to interpret the 



(24)empirical data without aiming at breeding generalisations (Saunders et al., 2009). Instead, the 
 researcher “presents a specific version of social reality, rather than one that can be regarded 
 as definitive” (Bryman, 2012, p. 33). Taking a consumer perspective also fits well with 
 interpretivism that seeks to understand the world from the research subjects’ point of view 
 (Saunders et al., 2009). 


Case studies both allow for inductive as well as deductive approaches (Yin, 2009). However, 
 when qualitative data is predominant as in this case (chap. 3.6), case studies tend to take an 
 inductive approach (Bryman, 2012) which is in line with the choice of research approach 
 (chap. 3.3). Also, the case study design is applicable in both descriptive, explanatory, and 
 exploratory studies (Yin, 2009), but is particularly useful for the two latter (Saunders et al., 
 2009). Furthermore, it is suitable when the studied case is likely to reveal explorations that 
 are “too complex for the survey or experimental strategies” (Yin, 2009, p. 20). 


Using a multiple-case study research design could have had analytic benefits, as similar 
 results stemming from two or more cases are more trustworthy (Eisenhardt, 1989; Yin, 
 2009). Also, having empirical data from different cases might have led to additional findings 
 in the perception of a cultural event abroad. However, due to difficulties getting access to a 
 similar cultural organisation doing experiential marketing with a staged experience outside its 
 national borders as well as time and resource constraints, no further cases were included in 
 this study. I acknowledge that using a single-case study limits the analytic generalisability of 
 results.  


Other research design possibilities include, but are not limited to, action research, 
ethnography, experiments, grounded theory, and surveys (Saunders et al., 2009). The 
research question could also have been answered with ethnography which seeks to “gain 
insights about a particular context and better understand and interpret it from the 
perspective(s) of those involved” (Saunders et al., 2009, p. 150). However, the emic 
perspective of ethnography requires a long-term attachment in order to fully immerse with 
the culture of the research environment (Bryman, 2012; Yin, 2009). My research on a 
contemporary and relatively short experience therefore makes a case study more suitable.  



(25)Grounded theory may also have answered the research question, as it inductively develops 
 theory from a series of mostly qualitative data similar to case studies (Robson, 2011). It, 
 however, emphasises examining empirical data prior to the literature review (Schmidt & 


Hollensen, 2006) and then refining methods and subjects by going back and forth between 
 theory and data collection which was not possible during the short time frame of Roskilde 
 Road Trip. Further, the task of grounded theory is to “develop theory through ‘comparative 
 method’, through looking at the same event or process in different settings or situations” 


(Easterby-Smith et al., 2008, p. 100). Developing theory from data generated for example at 
 both Roskilde Road Trip 2012 and 2013 might have answered my research question in a very 
 thorough way but would have exceeded the thesis scope. Grounded theory is thus deselected 
 as a research design. However, for the analysis of the empirical data it proves helpful and is 
 therefore applied later as an analysis strategy (chap. 5.1.6). 


3.6  Research strategy 


General research orientation can be categorised as quantitative and qualitative. Both are 
 concerned with the reduction of data, relating it to literature following transparent procedures 
 with the goal of answering a research question, but are different in many other ways 


(Bryman, 2012). Quantitative research has “grown out of scientific search for cause and 
 effect expressed ultimately in grand theory” (Stake, 1995, p. 39). It employs numerical data 
 and is usually concerned with the quantification of data (Saunders et al., 2009). It often 
 follows a positivist and objectivist position and is mostly associated with the deductive 
 approach (Bryman, 2012).  


Qualitative research, on the other hand, emphasises non-numeric data such as words and 
 pictures (Saunders et al., 2009). Qualitative researchers look into descriptive details and 


“behaviour, values, or whatever must be understood in context” (Bryman, 2012, p. 401). 


Most often, it follows an inductive approach as well as interpretivist and constructivist 
positions (Robson, 2011). However, just like the above choices between philosophical 
positions, research approaches etc., the distinction between the two types of data “is a matter 
of emphasis—for both are mixtures” (Stake, 1995, p. 36) and may be combined (Saunders et 
al., 2009). 



(26)“Qualitative research claims to describe life-worlds (…) from the point of view of the people 
 who participate” (Flick, Kardoff, & Steinke, 2004, p. 3). It further aims at understanding 
 people’s thoughts (Schmidt & Hollensen, 2006). Being interested in consumers’ perception 
 of a cultural event including subjective values and thoughts calls for qualitative data. Also, 
 the need for interpretation of empirical data rather than the search of a cause and effect 
 relationships mainly favours qualitative data. But, where applicable, quantitative data is 
 drawn at to corroborate qualitative findings (chap. 5.2).  


The choice of qualitative data is well in line with the above methodological choices. 


Qualitative research is “interpretative research, with the inquirer typically involved in a 
 sustained and intensive experience with participants” (Creswell, 2009, p. 177) which is true 
 in this case and which works well with the epistemological perspective of interpretivism. It 
 also suits the constructivist view of pluralistic perspectives toward reality (Creswell & Miller, 
 2000), as it accepts different facets of meaning and interpretation of empirical data (Schreier, 
 2012). Moreover, qualitative research is in line with the data-driven, inductive approach, as it 
 is in general concerned with generating theory rather than testing hypothesis (Bryman, 2012). 


Likewise, it supports the exploratory nature of research, as qualitative research initially has 
 an open focus which is continuously narrowed down (Bryman, 2012). Finally, qualitative 
 data is the most common data form in case studies (Yin, 2009) and for some (e.g. Stake, 
 1995) even the only appropriate form of data, making it an appropriate fit for my research 
 design. Qualitative data in form of interviews is therefore chosen as my main source of data 
 (chap. 5.1). 


The research question would have been difficult to answer with purely quantitative data. The 
absence of theoretical knowledge on international experiential marketing would have made it 
troublesome to use quantitative data as my main source of data. Moreover, being interested in 
an in-depth understanding of experiences and perceptions would have been difficult to go 
about with merely numerical data that mostly focus on breadth rather than depth (Flyvbjerg, 
2006). Still, as quantitative data may reveal relationships between a few variables (Stake, 
1995), it gets to play a supporting role in form of a small questionnaire carried out during 
Roskilde Road Trip while qualitative data in form of interviews is given priority. The inquiry, 
handling, and analysis of data are discussed in detail in chapter 5.  



(27)3.7  Reliability and validity 


“Issues of bias and rigour are present in all research involving people” (Robson, 2011, p. 


157). In order to judge the quality of the research design, one must look into reliability and 
 validity. Although they are in the following presented separately for clarification purposes, 
 they are closely related as validity presumes reliability (Bryman, 2012). Thus, a high degree 
 of reliability indicates a high degree of validity (Yin, 2009). 


“Reliability refers to the extent to which your data collection techniques or analysis 
 procedures will yield consistent findings” (Saunders et al., 2009, p. 156). Compared to 
 quantitative research where the reliability of research practices is related to formal tests, 
 scales, and scores, reliability may be a more vague subject in qualitative research (Robson, 
 2011). From a constructivist viewpoint, reliability concerns the transparency about how sense 
 was made from the empirical data (Easterby-Smith et al., 2008). Yin (2009) suggests having 
 a case study protocol that shows the steps of how the research was done. A brief version of 
 this can be found in appendix D. In order to additionally secure transparency, an English 
 version of the interview guide and the questionnaire have been attached (app. J and L). 


Furthermore, a clear “chain of evidence” (Yin, 2009, p. 122) allows the reader to follow all 
 steps from initial research question to ultimate conclusions. This is done by explicitly 


explaining the choices of research strategy (current chapter), included literature (chap. 4), and 
 methods (chap. 5). 


Validity is concerned with whether the findings are accurate and actually measure what they 
 are intended to (Saunders et al., 2009). According to Yin (2009), there are three types of 
 validity: internal, external, and construct validity. The first, internal validity, deals with 
 whether a concluded causal relationship between variables is valid (Bryman, 2012). It is thus 
 mainly a concern for explanatory research (Yin, 2009) and therefore not further dealt with. 


The second type, external validity, concerns whether or not results from one research are 
generalisable beyond this specific research (Saunders et al., 2009). In this paper the single-
case study research design does not allow for statistical generalisations beyond the case of 
Roskilde Road Trip. However, unlike surveys where a small sample is representative for a 
larger population, a single-case is neither a sample nor meant to be representative (Bryman, 
2012). On the contrary, case studies are about particularisation (Stake, 1995). Therefore, 



(28)rather than focusing on statistical generalisations, this case study aims at expanding theory 
 through analytical generalisations (chap. 5.3) where results are generalised to a broader 
 theory rather than a population (Yin, 2009). Finally, the third type of validity, construct 
 validity, is enhanced through corroborating sources of evidence. As construct validity is 
 mainly a topic in the data collection phase (Yin, 2009), it is discussed in chapter 5.  


3.8  Methodological sum up 


This chapter has introduced the research strategy applied in the thesis. The purpose of this 
 paper is to extend the theoretical framework of experiential marketing within the field of 
 cultural events in an international light. All methodological choices are made based on their 
 ability to help answer the research question. Being interested in consumers’ perception that 
 might include several views on what is true, it is necessary to follow the ontological 


perspective of constructionism. Further, the focus on human beings that attribute meaning to 
 events calls for interpretivism which allows for qualitative, co-constructed data. Due to the 
 limited literature on the subject, I apply an inductive approach to this exploratory study to 
 gain new insights and extend theoretical knowledge. A single-case study design is applied to 
 collect mainly qualitative data and finally, reliability and validity issues concerning the 
 chosen strategy have been discussed.  


In sum, the philosophical positions are congruent with the design, approach, and type and all 
choices have been made in order to best answer the research question. Having clarified the 
methodological choices, I will now turn to the theoretical framework of this research.  



(29)
4  THEORETICAL FRAMEWORK 


This chapter presents a review of recent relevant literature within the field of staged 
 experiences that serves as the main guiding theory of this thesis. Additionally, the research 
 draws on supporting theories of the service-dominant logic and its focus on co-creation as 
 well as on theory on cultural differences.  


Some authors (e.g. Eisenhardt, 1989; Glaser, 2001) argue that exploratory researchers should 
 aim at starting data collection without previously reviewing literature “because preordained 
 theoretical perspectives or propositions may bias and limit the findings” (Eisenhardt, 1989, p. 


536). However, without knowledge of prior work on the research topic, it is impossible to 
 know what emerging findings are new (Belk et al., 2013). Even inductive research that seeks 
 to extend rather than test existing theory thus needs some previous review of the most 


relevant literature (Saunders et al., 2009). In the following, I therefore look into literature on 
 experiences, co-creation, and culture. 


4.1  Staged experiences 


The theoretical field of experiential marketing is still in its rising (Gentile, Spiller, & Noci, 
 2007). In the following, some key authors are introduced.  


4.1.1  Background 


Despite claims of recent authors (Pine & Gilmore, 2011) about having discovered 


experiential marketing, experiences have been around for a long time such as Disneyland that 
started staging experiences back in the 50’s (Disneyland, n.d.). Hirschman and Holbrook 
(1982) identified fantasies, feelings, and fun as important aspects of experiences in the 80’s 
and they later refer back to even earlier works of others. A decade later, Schulze (1992) 
stated that society was changing and life was increasingly about enjoyment and happiness 
through experiences which he summarises as follows: “typical for the people in our culture is 



(30)the project of living a nice life” (Schulze, 1992, p. 35). However, terms such as ‘experiential 
 marketing’ and ‘experience economy’ have first come to life recently. Howsoever, staged 
 experiences are on its rise and a significant topic within marketing (Gentile et al., 2007; Pine 


& Gilmore, 2011; Poulsson & Kale, 2004; Schmitt, 2011; Shaw & Ivens, 2002).  


4.1.2  Definitions 


Staged experiences may refer to almost anything from a café experience over a driving 
 experience to a shopping experience, just to name a few examples. While there are numerous 
 salient examples, there is no consensus about a concrete definition of what an experience 
 actually is, what it entails, and what it results in (Jantzen & Rasmussen, 2007). The confusion 
 about the term ‘experience’ may further be due to the fact that the word has many different 
 meanings in English while it in other languages is broken down into more terms4. It may for 
 example refer to a process, a participation, a sensory or cognitive feeling, or a skill 


development (Tynan & McKechnie, 2009). 


Instead of providing an exact definition, most authors evade this by listing paramount 
 examples such as Disney or Apple or by defining key characteristics such as memorability 
 (e.g. Pine & Gilmore, 2011). Failing to provide a concrete definition of experiences, Pine & 


Gilmore (2011) state that companies stage such “whenever they engage customers, 
 connecting with them in a personal, memorable way” [emphasis in the original] (Pine & 


Gilmore, 2011, p. 5). Schmitt (1999b) defines experiences as “private events that occur in 
 response to some stimulation (…) [and] often result from direct observation and/or 
 participation in events” (Schmitt, 1999b, p. 60). Similarly, Tsiotsou & Goldsmith (2012) 
 understand experiential marketing as “the art of creating an experience where the result is an 
 emotional connection to a person, brand, product or idea” (Tsiotsou & Goldsmith, 2012, p. 


268). 


Poulsson & Kale (2004) provide the, in my opinion, most useful definition, namely "an 
 engaging act of co-creation between a provider and a consumer wherein the consumer 
 perceives value in the encounter and in the subsequent memory of that encounter" (Poulsson 
        


4  In German, for example, there is a distinct difference between ’Erfahrung’ and ’Erlebnis’ that are both 
included in the English word ‘experience’. 



(31)& Kale, 2004, p. 270). This definition goes beyond the ones of Schmitt (1999b), Pine & 


Gilmore (2011) because it acknowledges participants as an important player in an experience. 


Tynan & McKechnie (2009) moreover add that experiences are mostly shared with other 
 people. 


Interestingly, most definitions and descriptions stem from the perspective of the experience 
 stagers and not the experiencers themselves. Getz (2007, p. 171) thus notes: “How people 
 describe event experiences as they occur, and talk about them afterwards, remains in large 
 part a mystery a researchers and producers”. 


4.1.3  Roles and goals 


Experiences may be anything from indifferently entertaining to “profoundly transforming” 


(Getz, 2007, p. 196). According to literature, staged experiences most often perform the 
 following roles: entertain (Brakus et al., 2009; Holbrook, 2000; Pine & Gilmore, 2011), 
 mediate new knowledge (Poulsson & Kale, 2004), mediate new skills (Tynan & McKechnie, 
 2009), evangelise people to persuade others to engage with it (Holbrook, 2000; McConnell, 
 2003), and allow for an escapist encounter (Holbrook, 2000; Pine & Gilmore, 2011). These 
 roles are visualised in figure 4.  


Figure 4: Roles of staged experiences according to literature. 


Source: Own figure. 



(32)Similar to other marketing tools, the underlying goal of staged experiences is to influence 
 customer preferences through the above-mentioned roles and thereby ultimately provoke 
 purchase decisions (Gentile et al., 2007). Tynan & McKechnie (2009) argue that today’s 
 consumers no longer solely choose products based on rational reasoning. They “take 
 functional features and benefits, product quality and a positive brand image as a given” 


(Schmitt, 1999a, p. 57) and instead seek products that stimulate them.  


Pine & Gilmore (2011) introduced the term ‘experience economy’ as the successor to the 
 agrarian, industrial, and service economy. The term already suggests that the authors see the 
 goal from an economic angle and thus argue that companies must stage memorable 


experiences to add value to their products in order to gain competitive advantage. Similarly, 
 coming from a company and brand orientation, the goal of experiential marketing according 
 to Schmitt (1999b) is to provide customers with valuable experiences in order to ultimately 
 improve sales.  


4.1.4  Success metrics  


In order to achieve the goal of provoking purchase decisions, the staged experience must be 
 perceived as good as possible by the consumer. Poulsson & Kale (2004) assess experiences to 
 be successful when they engage consumers in a personally relevant way, offer novelty and 
 surprise, and mediate knowledge.   


Pine & Gilmore (2011) and Arnould et al. (2005) define successful experiences as personal 
 and memorable. The former authors moreover see involvement and connection level as the 
 two most important dimensions of experiences that combined make up four different types of 
 experiences that are shown in figure 5 and briefly explained here: 


• Entertainment, passively absorbing an experience through one’s senses  


•  Education, gaining knowledge or skills through active participation  


• Escapist, immersing in an experience through active participation  


• Aesthetic, immersing in an environment without affecting it  



(33)Figure 5: The four realms of an experience. 


Source: Adapted from Pine and Gilmore (2011, p. 46). 


Despite providing no empirical foundation, the authors argue that blurring the boundaries 
 between realms will enhance the realness of an experience. Consequently, the richest and 
 most memorable experience entails aspects from all categories which I have visualised with a 
 twirl in figure 5. Another claim about the possibility of adding value to experiences is to 
 sensorialise goods by engaging the five senses: “the more effectively an experience engages 
 the senses, the more memorable it will be” (Pine & Gilmore, 2011, p. 88). Contrary to the 
 first claim that the two authors seem to be the only ones arguing for, the latter is supported by 
 other authors such as Getz (2007) and Schmitt (1999b). 


Brakus et al. (2009) divide experiences into similar dimensions like Pine & Gilmore (2011) 
 according to what they appeal to, namely: 


• Sensory experiences that appeal to the five senses 


•  Affective experiences that appeal to feelings and emotions 


•  Intellectual experiences that appeal to analytic and imaginative thinking 


• Behavioural experiences that appeal to desirable behaviours and lifestyles 


• Social experiences that appeal to relationships and broader social context 


These dimensions are based on Schmitt (1999b) who with equally little empirical foundation 
as Pine & Gilmore (2011) claims that creating holistic experience that incorporate all five 



(34)qualities will “result in memorable and rewarding brand experiences” (Schmitt, 1999a, p. 


57). 


4.1.5  Importance and necessity  


“We are in the middle of a revolution (…) that will change the face of marketing and 


advertising forever” (Schmitt, 1999b, p. 3). While not phrased equally drastic, there is though 
 general agreement that staging experiences is one important determent of company success 
 (Gentile et al., 2007). There is, however, disagreement about whether a shift in focus from 
 traditional marketing to experiential marketing is vital for survival. While some (e.g. Pine & 


Gilmore, 2011; Schmitt, 1999) claim that companies cannot endure in today’s world without 
 connecting experiences to all kinds of products, others (e.g. Holbrook, 2000; Poulsson & 


Kale, 2004) argue that “not all consumers are looking for memorable experiences in all 
 transactions” (Poulsson & Kale, 2004, p. 275). However, most agree that staging experiences 
 offers competitive advantage (Tynan & McKechnie, 2009). 


4.1.6  Shortcomings 


In general, theoretical knowledge on experience is still limited though emerging rapidly 
 (Gentile et al., 2007). Definitions are plentiful but often shallow and mostly have a company 
 perspective which seems problematic when determining subjectively perceived experiences.  


Experience literature by marketing practitioners and consultants such as Pine & Gilmore 
 (2011) and Schmitt (2011) is rich with examples and check lists but lacks empirical 


foundation. Instead, “anecdotal evidence of the financial success” (Poulsson & Kale, 2004, p. 


268) of paramount examples is presented. In his newest book, Schmitt (2011) admits that the 
 experience concept is not yet well researched empirically which is an explicit 


recommendation for further research that I follow with my research.  


Furthermore, despite staged experiences being central for global success (Pine & Gilmore, 
2011), the topic has not sufficiently been researched in an international perspective. I 
therefore add literature on national culture which is presented in chapter 4.3. Also, 



(35)experiences do not only take place during the experience itself but also before (searching, 
 planning) and after (remembering, retelling) and can therefore not be separated from its 
 context (Arnould et al., 2005; Lund et al., 2005) (fig. 1 in chap. 1). However, this is another 
 little researched aspect of experiences. 


Finally, most literature suggests that experiences can be staged with a predicted outcome and 
 even provides specifications for the best kinds of experiences. However, some argue that an 
 experience “is so highly personal that it cannot be planned, designed, or event promised to 
 event goers” (Getz, 2007, p. 210). There is thus disagreement about the consumer’s role in 
 staged experiences. Carù & Cova (2007) argue that staged experiences range from being 
 mainly created by the company to being highly co-created with the consumer. In the co-
 creative perspective, companies provide an environment for the individual experience to 
 be co-created which is the topic of the following sub-chapter.  


4.2  Co-creation 


Co-creation of value is a rather new topic with relatively little theoretical knowledge (Payne, 
 Storbacka, & Frow, 2008). It is, however, central to both staged experiences such as Roskilde 
 Road Trip as well as cultural events like Roskilde Festival, as both cannot exist without 
 active participants who co-create the experience. In the following, the key thinkers on the 
 topic are presented. 


4.2.1  Service-dominant logic 


The service-dominant logic is a new “marketing-grounded understanding of value and 


exchange” (Lusch & Vargo, 2006, p. 281) that focuses on intangible resources, co-creation of 
 value, and relationships (Vargo & Lusch, 2004a). It presents a marketing logic that is more 
 suitable for today’s dynamic markets than traditional control-oriented models (Ballantyne & 


Varey, 2008) and supplier-centric value-chains (Gummesson, 2008). 


The revised logic changes the marketing focus from tangible goods with embedded value to 
intangible resources where value is determined by the use which consequently includes the 
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