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Abstract  
 
This thesis provides an exploratory investigation into how and why people engage in co-

creation experiences in a maritime setting. As an emerging phenomenon, collaborative 

consumption, often referred to as the sharing economy, has not only revitalized the way modern 

human beings consume, but also how we consume products, services and experiences. These 

days, consumers can take on the role as active co-producers of value throughout the usage of 

new and innovative market models provided by companies operating in the dematerialized 

economy. Unsurprisingly, this societal change allows for more genuine customer participation, 

after all, it enhances the role of the human interactions in the value creation process. 

Collaborative consumption allows people to create and capture value in a unique way and is 

argued to be a medium to stimulate the growing sustainability challenges we face in our 

everyday lives. 

  

What constitutes co-creation in collaborative consumption has not been given particular 

attention in an academic context so far, even though our empirical findings suggest that co-

creation is a fundamental pillar in this somewhat unconventional consumption. We have yet to 

come across academic work that surrounds co-creation in a maritime context. The purpose of 

this thesis is henceforth to add to theory by identifying how, why and where co-creation occurs 

at in a maritime setting, and to challenge existing literature.  

  

This thesis identifies four main concepts for participation in co-creation in a maritime setting. 

These are labeled as Motivations, Interactions, Emotions and Experiences. Through the 

discussion of our findings we argue that people and organizations co-create primarily through 

social interactions. Communities and social medias are also arenas where users co-create 

themes such as meaning, relationships and knowledge. People co-create to gain and experience 

different states of emotions, such as freedom, relaxation, enjoyment and trust. Further, 

respondents co-create to interact with like-minded; to socialize; and to build and maintain new 

relationships. Considering motivations for participation, it was found that the respondents are 

motivated by a mixture of intrinsic and internalized extrinsic motivations. Another interesting 

finding, where the research contribute to literature, is labelled as inheritance. It was found that 

almost all interview respondents have been introduced to sailing by their father. In accordance 

with this, we find that inheritance and particularly fatherhood is an underlying reason to why 

our respondent co-creates in a maritime setting. 
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1. Introduction 
 
Sailing and yachting is a rather unique activity, traditionally viewed as an occupation for the 

affluent. However, these days through sharing economy services, and particularly through 

collaborative consumption – powered by the Web 2.0, literally anyone can take part in boating 

activities. This allows for the creation of memorable experiences at sea, where consumption 

potentially enriches a consumer’s self-concept via the transfer of certain product, experience, 

or brand meanings to the self (e.g. Hemetsberger et al., 2012; Belk, 1988). In combination, this 

paved way for understanding how peer-to-peer sharing economy services work, in order to find 

out how, why and where co-creation occurs.  We are intrigued by these interrelated topics, and 

we want to understand what value consumers derive from engaging in shared activities at sea. 

 

Furthermore, when conducting research for our thesis, we see many resemblances between co-

creation and collaborative consumption. First and foremost, both concepts have existed for a 

long time (even though they were scholarly coined not too long ago), and both collaboration 

and sharing constitutes human nature (e.g. Belk, 2014; Harari 2014). Enablers of co-creation, 

and enablers of collaborative consumption are also interrelated, primarily because of the Web 

2.0, social networks and associated information and communication technologies (e.g. Füller 

et al 2009/2011; Hamari et al., 2013) which has enabled people to share not only information, 

but also assets.  

 

Hence, information and communication technologies and social networks facilitates the 

connection of dispersed network of individuals with one another. Without the advents of the 

Web 2.0, it would be considerably more difficult for the sharing economy companies to 

facilitate their offerings, and it would be difficult to initiate valid and scalable online co-

creation projects. Our understanding of modern customers as active co-creators of value, and 

not passive audiences - bridges the two concepts of co-creation and collaborative consumption. 

This is due to both concepts being interactive processes, where the co-produced interaction 

helps individuals build identities, express themselves creatively, socialize with others, enjoy 

unique and memorable experiences, and create and capture value through the sharing of 

resources (e.g. Gambetti & Graffigna, 2010; Hamari et al. 2016).  

  

Naturally, the aforementioned topics have been subject to scientific inquiry before, but they 

seldom appear in research together. Existing research on the fields mainly focus on motivations 
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for participation in the collaborative consumption with an emphasis on factors related to social 

network, mobile devices and services, including trust, social capital/social ties (e.g. Botsman 

& Rogers, 2010; Schor, 2015), and largely neglect why consumers participate in collaborative 

consumption from a value co-creation perspective. This moves the focus of research to a 

process of co-creating value through the exchange of e.g. resources with other consumers or 

partners to co-construct unique experiences (e.g. Vargo & Lusch, 2004) and we aim to 

contribute to the literature with the novelty of the topics in question: co-creation in a maritime 

setting. 

 

Delimiting the field 
 
The purpose of this thesis is to identify how and why co-creation experiences occur in a 

maritime setting and to challenge existing research. It is important to note that when we write 

‘maritime context’, we limit ourselves to sailing and boating as a recreational activity or 

hobby/sport. We do not aim to explore the shipping industry, although that certainly would be 

an interesting take on the research.  

 

It is not our intention to provide business and marketing professionals with a complete guide 

on how to construct co-creation experiences in collaborative consumption. Neither is it our 

desire to act as moderators regarding right or wrong co-creation practices, however, we intend 

to contribute to the field of theory, with regards to co-creation experiences in collaborative 

consumption. 

 

The emerging phenomenon of collaborative consumption, popularly referred to as the sharing 

economy is much debated both in media and in our everyday lives. Our interest for the topic 

stems primarily from being fascinated by technology and innovation, but also from our own 

academic and professional experience. As millennials we are aware that resources are scarce, 

perhaps not in our privileged corner of the world, nevertheless - there is a need for new thinking. 

Therefore, the idea of better resource allocation which the sharing economy facilitates appeal 

to us. We are as business students naturally concerned and occupied with making a profitable 

business, and we firmly believe that business and sustainability is not mutually exclusive. They 

should be perfectly able to coexist.  
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The sharing economy is unarguably challenging the existing markets and economic forces 

present to this time.  As a consequence of this, social, political and ethical challenges arise. 

This thesis will not discuss any of these matters, or any governmental or regulatory decisions 

regarding these challenges. 
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2. Theory Development 
 
The purpose of this chapter is to introduce and discuss the theory, which is the fundamental 

departure of research. Our main topics of interest is the concept of co-creation, collaborative 

consumption and experiences.  

 

The technological revolution and the proliferation of new and innovative technology and 

business models has allowed modern consumers to consume products and services without 

claiming ownership. Through sharing economy services – powered by the Web 2.0, one can 

easily rent a boat, practically anywhere in the world. This paved way for trying to understand 

how the sharing economy work as a whole, and this constitutes parts of this literature review. 

During the course of theory development, it was found that the ‘sharing economy’ is a 

somehow outdated term, and we propose that ‘collaborative consumption’ is more suitable term 

for this thesis. 

  

When researching topics, we see many resemblances between co-creation and the sharing 

economy. First and foremost, both concepts have existed for a long time (even though they 

were scholarly coined not too long ago), as both collaboration and sharing constitutes human 

nature. Enablers of co-creation, and enablers of sharing economy services are also interrelated, 

primarily because of the Web 2.0, social networks and associated information and 

communication technologies, which has enabled people to share not only information online, 

but also assets. Moreover, information and communication technologies and social networks 

facilitates the connection of dispersed network of individuals with one another. Thus, without 

the advents of the Web 2.0, it would be considerably more difficult for the sharing economy 

companies to facilitate their offerings, and it would be difficult to initiate co-creation projects. 

Our understanding of modern customers as active co-creators of value, and not passive 

audiences - bridges the two concepts. Moreover, motivation for participation in collaborative 

consumption/sharing, share many of the same characteristics as for co-creation; peer-to-peer 

or joint activity, is fueled by enjoyment, reputation, self-fulfillment and economic incentives. 
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2.1 Co-Creation 
 
A brief historical narrative 

Co-creation is a young but maturing concept, well-studied within academia. Even though the 

concept is young, one can still argue that co-creation as a human practice has existed for years. 

Some of the earliest examples of co-creation can be traced back to the first human settlements, 

living around the rich river banks of Tigris-Eufrat, in today’s Iraq, some 10.000 years ago. In 

these human settlements, men and women jointly gathered plants and roots, and later on hunted 

in groups together (Harari, 2014). In many ways this collaboration constitutes co-creation, 

where groups work together to obtain a desirable goal. As a management strategy, co-creation 

practices seek to bring various parties together in order to produce a mutually valued outcome 

(Prahalad & Ramaswamy, 2004).  

 

However, co-creation, as portrayed in contemporary literature, does not merely converge 

around gaining a concrete goal. According to Vargo and Lusch and their Service-Dominant 

logic, the goal is to customize offerings, to recognize that the customer is always a co-creator, 

“and to strive to maximize consumer involvement in the customization to better fit his or her 

needs” (Vargo & Lusch, 2004, p.12). A service-centered perspective disposes of the limitations 

of thinking of marketing in terms of goods taken to the market, and it points to opportunities 

for expanding the market by assisting the consumer in the process of specialization and value 

creation (2004, p. 12). The market is a forum where firm and customer converge and happens 

in a moment no one can predict; “thus, products can be commoditized, but co-creation 

experiences cannot be” (Prahalad & Ramaswamy, 2004, p. 9). Co-creation is therefore not 

simply about the firm staging experiences that customers will buy but co-constructing 

personalized experiences as the source of unique value (Ibid).    

  

Towards a definition of co-creation 

Co-creation has been a buzzword in the academic literature for quite some time. In order to 

educate our readers on what co-creation is and surrounds, we propose a set of definitions by a 

range of different scholars. By doing so, we aim to showcase that co-creation is a concept which 

is multifaceted and definitions vary depending on who you ask.  

 

Galvagno and Dalli (2014) define co-creation as ‘the joint, concurrent, peer-like process of 

producing new value, both materially and symbolically’ (p.644). Frow, Payne, and Storbacka 
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(2011) define value co-creation as ‘an interactive process involving at least two willing 

resource integrating actors which are engaged in specific forms of mutually beneficial 

collaboration, resulting in value creation for those actors’ (p.1). Lastly; Ind, Iglesias and Shultz 

(2013), define co-creation as “an active, creative, and social process based on collaboration 

between organizations and participants that generates benefits for all and creates value for 

stakeholders.” (p.9) 

  

Co-creation therefore emerges as a form of collaboration between parties, where one can tap 

into the wisdom of the crowd in order to create, and/or capture value. Füller et. al. propose that 

consumers can take on the role of co-creators whenever they are invited to actively participate 

in the creation of new products (2009), or when they assume new roles throughout the new 

product development process. They can do this in many ways, such as e.g. “generating and 

evaluating new product ideas; elaborating, evaluating, or challenging product concepts; 

discussing and improving optional solution details; selecting or individualizing the preferred 

virtual prototype; testing and experiencing the new product features by running simulations; 

and demanding information about or just consuming the new product” (Ibid, p. 72). 

  

Co-creation in practice 

Co-creation has increased in scale and pace, due to the internet, and especially Web 2.0 with 

the advent of social networks and ICT’s (Füller et. al., 2009).  Modern examples from a wide 

variety of companies in different industries show that internet-based product development can 

lead to innovative products (Ogawa and Piller, 2006), alongside product successes. Modern 

examples of victorious co-creation projects are everywhere. Nike, for instance enjoyed huge 

success with their Air Force One, and Airmax shoe models when they invited consumers to 

design and customize their own sneakers online (Ramaswamy, 2008). Manufacturer of high-

quality power tools DeWalt used their insight community of around 10.000 members as both a 

feedback tool to further improve their products, but also in order to introduce new products to 

the market (Visioncritical.com, 2016). 

  

However, in accordance with the view that co-creational interactions shall bring desired 

outcomes for both the organization and customer every time they interact, co-creation is not 

purely an organizational opportunity or simply a place where consumers interact, but instead a 

way for organizations and individuals working together in a process of discovery that delivers 

benefits for participating individuals (such as fulfillment and socialization) and for the 
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organization (such as insight, idea generation and development, and marketing platforms). This 

idea of co-creation is distinct from some other terms such as mass collaboration, 

crowdsourcing, and mass customization that often get conflated with it (Ind et al., 2013). Co-

creation is different from mass customization, because it involves the participant in a process 

that creates value not only for the individual, but also for others. Furthermore, co-creation is 

different from the crowdsourcing of ideas (such as competitions and polls) because it implies 

an active intellectual participation in the process, and it is different from mass collaboration 

(such as YouTube) because of the two-way flow between the organization and the participant 

(Ibid.) 

  

Even though we have established that co-creation can lead to product successes, it is important 

to note that success is not simply measured in terms of units sold, or market share. Co-creation 

can be a brilliant tool for marketing and branding purposes; by engaging consumers and their 

target audience, companies can enjoy positive word-of-mouth, alongside increased brand 

awareness (Wang et al., 2016), which refers to the extent a customer has on recognizing or 

recall a brand (Keller, 1993). Nowadays, empowered by the web compound and the associated 

information technologies, consumers want to play a more active role in the consumption 

process and in exchanges with companies (Hoyer et al., 2010). Therefore, customers are no 

longer a ‘passive audience’ but ‘active co-producers’ (Prahalad & Ramaswamy, 2004) that 

engage in behaviors that strengthen their relationship with the product, company or brand, such 

as collaborating to co-create value through innovation. The active co-producers want to co-

create value to build their identities, express themselves creatively, socialize with other 

consumers and enjoy unique and memorable experiences (Gambetti & Graffigna, 2010). 

Henceforth, a growing body of literature is focusing on the changing role of consumers, 

actively engaging in the creation of marketing value, namely in the value co-creation process. 
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Co-creation in online communities 

Johann Füller, Hans Mühlbacker, Kurt Matzler and Gregor Jawecki from the University of 

Innsbruck has investigated internet based/virtual co-creation, and customer empowerment on 

the web to great extent. As social media provided new possibilities for customer empowerment 

and activities, considerable studies on customer engagement, and co-creation has been 

developed primarily in online settings (Broadie et al., 2013) As previously argued, co-creation 

has increased in scope and size due to cost-efficient and multimedia-rich interaction 

opportunities offered by the internet. Online communities especially, have made virtual co-

creation a suitable method of creating value, and improving the overall success of new products 

and services (Füller et al., 2009). When co-creation occurs in distributed online environments 

and in the digital space, we refer to it as virtual co-creation. 

  

According to (Kozinets et al. 2004), cyberspace grants ultimate power, enabling its audience 

not only to observe a reality but also to enter and actually experience it as if it were real. The 

internet thereby becomes a powerful and accessible medium where people can demonstrate 

their creative empowerment, by expressing their own opinions and observations with willing 

audiences (Shankar et. al. 2006), such as within a virtual community. Geographically dispersed 

individuals with shared interests may gather online, culminating in radically new forms of 

interactions which did not exist a decade ago (Gummerus et al., 2012), including purchase and 

non-purchase behaviors. According to McAlexander, Schouten, and Koenig (2002), 

communities tend to be identified on the basis of commonality among their members, creating 

bonds and turning the community into a powerful engagement platform. Peer-to-peer 

interactions are considered beneficial to the firm, but also important to create customer value. 

By sharing personal experiences, influencing others, acquiring cognitive competencies and/or 

assisting in the development of new products, consumers may influence value-in-exchange and 

value-in-use (Lusch & Vargo, 2006). 

  

Hence, through the use of Internet, firms can maintain a persistent dialogue with customers and 

tap into the social dimension of customer knowledge, shared among groups of customers with 

shared interests, gaining reach and scope (Sawhney et al. 2005). Collaborative innovation 

includes engagement, experience and co-creation of value (Lee, Olson, & Trimi 2012), in a 

process where new ideas from various sources are applied differently to create new value for 

all stakeholders, including consumers (Von Hippel, Ozawa, & DeJong, 2011). 
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Emergence and outcomes of co-creation 

In their 2013 paper, Building Brands: Emergence and Outcomes of Co-Creation, authors 

Nicholas Ind, Oriol Iglesias and Majken Schultz discuss the direct effects co-creation has on 

an online brand community. In 2011, they established their own online consumer community, 

composed of people who had taken part in previous brand communities. Their findings 

demonstrate the willingness of people to participate actively in a community that offers the 

opportunity to do something meaningful and to express their creativity, while also providing 

feedback and allowing for socialization. 

  

Participation is vital in the community building process because it is a necessary condition for 

the very existence of a community. The first contribution of the study is the explanation of how 

participation emerges in a hosted co-creation community. The sense of community grows over 

time, as people begin to trust each other. Thus, the first requirement of a successful online co-

creation environment is to facilitate and to encourage social and explorative conversations 

among people so that they can find common connections, interests, and hobbies (Ind et al., 

2013). These non-purposive conversations are indispensable for the generation of connectivity 

and trust among participants. When trust among participants develops they show greater 

willingness to share their ideas and proposals about a brand. Therefore, the initial trust 

generated among the participants is transformed progressively into trust towards the 

community and the brand. These results coincide with those of Morgan and Hunt (1994) who 

argue that true co-operation only emerges when there is trust and commitment between all 

parties. 

  

As conversations evolve, people respond to the brand (as represented by the moderators), 

identify with the emerging entity that is the community, and develop a growing feeling of brand 

intimacy that encourages further participation (Ind et al., 2013). This is in line with Fournier 

(1998) who argues that consumer-brand relationships require a high degree of trust and 

commitment, and Zhou et al. (2012) who describe how as members of a community build trust, 

they establish higher levels of brand attachment, identification, and commitment. In some 

cases, participants also begin to feel a sense of brand ownership as the influence over the brand 

increases. This is largely an individual experience but subject to collective discussion. 

Participation heightens the expectations of the brand (organization) because ideas have been 

developed together, as a community. 
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Underpinning greater participation is the perception of fair reciprocity (Casalo et al., 2008) 

If the organization fails to listen, to act, and to give feedback, people quickly become irritated. 

Participants share their ideas and insights, because they feel the organization value their output. 

This again, reinforces the need for active moderation. When moderators are clearly present in 

the community, posing questions, following up, and asking for clarification, it demonstrates to 

the participants the importance of the community, and of their creative ideas (Ind et al., 2012). 

However, the responsibility does not end when the community ends. There is a clearly felt need 

on the part of the participants to hear what has happened to the ideas generated by the 

community. If the brand learns to listen and provide participants with feedback, this has an 

extremely positive impact on the future level of participation and the willingness to share new 

creative ideas. 

  

The study also suggests that active participation in a community can stimulate creativity. Even 

if there are some arguments that effective co-creation with consumers requires finding the most 

creative individuals (Von Hippel, 1986), alongside lead-users (which according to Von Hippel 

often constitutes being creative) this research shows that creativity results from the collective 

endeavor of motivated and connected people. Rather than objectifying creativity and assuming 

the answer is out there to be found, organizations should recognize that it is the process itself 

that is important. Creativity is a social and cultural process that requires a safe and trusting 

environment in which people can share knowledge, experiment with ideas, spur each other to 

reveal different perspectives, and generate and evolve new concepts together 

(Csikszentmihalyi, 1988) 

  

The second contribution of Ind et. al’s study is to add to David Aaker’s model of brand identity 

(Aaker, 1996) - which argues that value propositions should be constructed around functional, 

emotional, and self-expressive benefits - through the addition of participatory benefits. Brand 

participation generates a better understanding of the performance of a product or service while 

adding richness to the consumption experience. It heightens the intimacy between the brand 

and the consumer by creating the opportunity for self-discovery (Ind et al., 2013). Yet, 

participation does something more. Participation changes the orientation of the brand-customer 

relationship by creating the opportunity for consumers to be more active and equal partners 

(Ramaswamy & Gouillart, 2010). Whereas we tend to think of brand building as an 

organizational activity, with the emergence of participation, we can begin to conceive it as an 

organic process that brings the parties closer together to co-create value (Prahalad & 
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Ramaswamy, 2004). Whether participatory benefits occur through company-sponsored 

communities, social media, face-to-face events, or naturally occurring communities, brands 

should aim to make participation an explicit element in the value proposition (Ind et al., 2013) 

   

Why do we co-create? 

A considerable amount of previous research on co-creation, refers to the motivational nature 

of customer engagement (eg. Van Doorn et al., 2010) and discusses why customers engage in 

non-transactional behaviours, such as freely reveal valuable knowledge and work for free in 

the co-creation framework (Fernandes & Remelhe, 2015). In fact, the propensity of individuals 

to contribute is the bedrock of co-creation (Zwass, 2010), and the willingness to engage in co-

creation requires a strong degree of product involvement (Bendapudi & Leone, 2003). 

Customers will not only need to use their knowledge, sharing their creative ideas and modifying 

product concepts, but must also be willing to invest significant amounts of their time, which is 

a scarce and premium resource for most (Etgar, 2008). Co-creation involves monetary and non-

monetary costs, and individuals compare these costs to benefits of engaging in co-creation 

activities (Hoyer et al. 2010), engaging voluntarily only if they consider it rewarding (Füller, 

2010). Customers’ motivation to engage relates to their goals, resources and expectation of 

value outcomes (Fernandes & Remelhe, 2015) 

  

One common approach when it comes to motivation is to make a distinction between intrinsic 

and extrinsic motivation (Vivek et al., 2012). Intrinsic motivation refers to the motivation to 

engage in an activity primarily for its own sake, without obvious external incentives. In 

contrast, extrinsic motivation is activated by the intention of obtaining a desired outcome or 

avoiding an undesired one, and is associated with external incentives, such as monetary 

compensation, or recognition by others, separated from the activity itself (Hars & Ou, 2002). 

Both these motivational factors might be of importance to the user’s decision to engage in 

innovation activities, and according to Füller (2010), most users are motivated by a 

combination of intrinsic (fun and altruism), internalized extrinsic motives (learning and 

reputation) and entirely extrinsic motives (payment and career prospects). Further, intrinsic 

enjoyment is one of the main drivers for engagement in creative activities. Individuals may 

look for enjoyable experiences and take part in co-creation because they consider it to be an 

intrinsically rewarding and cognitive stimulating activity (Füller et.al, 2012). Hoyer et al. 

(2010) refer to psychological reasons for consumers to participate in the co-creation process, 
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including a sense of self-expression and the pure enjoyment of contributing in terms of 

creativity. 

 

Considering value co-creation from a user-to-user perspective, several fields of research 

propose that among the actors with whom customers can co-create value are other customers 

(Uhrich, 2014). For example, the service-dominant logic (Vargo & Lusch, 2004) suggests that 

customer-to-customer interactions – defined as situations in which two or more customers are 

physically, virtually, or mentally involved in each other’s practices (Grönroos & Voima, 2013) 

– are one specific form of value co-creation (Lemke, Clark, & Wilson, 2011). This view is 

supported by the customer engagement literature (van Doorn et al., 2010), which suggests that 

interactions with other customers contribute to a customer’s value perception by providing 

‘linking value’, that is, “value based on peer-to-peer bonds and socially embedded 

consumption” (Libai et al., 2010, p. 271). In addition, research into brand communities 

provides empirical evidence that customers’ interactive practices within consumer collectives 

create value beyond what is created through interactions with the firm or brand (Schau, Muñiz, 

& Arnould, 2009) 

  

A key notion of this new understanding is that value is both created and determined ‘in use’ 

because there is no value until an offering is used by the customer (Vargo & Lusch, 2008). 

Thus, the customer is active, rather than passive, and always co-creates value with the focal 

firm or other actors in the marketplace (Prahalad & Ramaswamy, 2000; Vargo & Lusch, 2008). 

Yet, some authors argue that value is not always co-created but can also be individually (i.e. 

independently from other actors) created by the customer (Grönroos & Voima, 2013; 

Gummerus, 2013). While the creation of value may be individual or shared, the determination 

of value outcomes is clearly individual, as value is embedded in the customer’s individual 

experience of consumption (Gummerus, 2013). The customer’s perceptions and evaluations of 

value co-creation determine his or her value outcomes. This is in line with the view that a 

customer’s value perception is shaped by various consumption experiences prior to, during, 

and after the primary service encounter, rather than being the result of a single consumption 

episode (Lemke et al., 2011). 

  

From a virtual community perspective, consumers often participate in such a community to 

seek assistance and help from other members (Mathwick et al., 2008). Others may be motivated 

by a desire to gain knowledge (Hoyer et al., 2010) and important cognitive benefits of 
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information acquisition and learning (Wu, Gerlach, & Young, 2007). Findings from Fernandes 

& Remelhe’s (2015) study on co-creation within a free-software virtual community illustrates 

that the most important motivators for users’ participation are knowledge acquisition 

(internalized extrinsic) and intrinsic motivations. Socialization with other users sharing 

common interests also emerged as a relevant determinant, while being rewarded financially for 

their participation was not among the most important. Additionally, the findings suggest that 

regular contributors recognize benefits attained with co-creation more intensively than 

occasional users (except for financial rewards) and thus, will exhibit higher willingness to 

engage in collaborative innovation. This may generate a reinforcing ‘feedback loop’ effect, 

where users more willing to engage will participate more and this, in turn, may generate higher 

engagement (Brodie et al., 2011). 

  

Another study from Füller, Hutter and Faullant (2011) introduces ‘virtual design competitions’ 

as a new means of opening up the innovation process and enriching the companies, ‘design-

ideas’ by utilizing the creativity of a multiplicity of external designers and enthused consumers 

all over the world. The ‘Swarovski Enlightened jewellery design competition’, explored in this 

particular study demonstrates the enormous potential of virtual co-creation platforms. Other 

than all the new product designs the competition generated, the strong viral effects of the 

competition increased brand awareness and generated positive word-of-mouth for Swarovski, 

which underline the effects of successful co-creation initiatives. The study further highlights 

the importance of the co-creation experience, and its impact on the quantity and quality of 

designs submitted. The research findings also show that previous co-creation experience 

significantly impacts the number of contributions by consumers as well as the quality of 

submitted designs. 

  

How to engage consumers in co-creation 

The beauty of co-creation is that it has practical and managerial implications, that can easily 

be understood and implemented into the organizational pipeline. Questions such as what 

triggers and motivates users in engaging in co-creation, and how best to design them from a 

managerial standpoint arose - and we seek to highlight them in this subsection. 

  

Research tournaments and competitions have played a major role in the economic growth of 

nations since the early stages of the industrial revolution (Fullerton et al., 1999). Competitions 

have been used to realize the construction of new buildings, the development of superior 
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technologies, the foundation of novel services, and the presentation of new design concepts 

within several kinds of branches and industries (Che and Gale, 2003). In 1829, the golden age 

of steam locomotion was spawned by a research competition sponsored by the Liverpool and 

Manchester Railway (Fullerton et al., 1999). More recently, research tournaments and 

competitions have been organized to create a variety of new, innovative products like high-

tech fighter aircraft for the military, digital televisions, and the first manned space mission to 

Mars (Fullerton et al., 1999). In contemporary times however, and ever since the emergence of 

the internet and the existence of novel information and communication technologies, 

companies have seen the power of the Internet as a platform for collaborative innovation and 

to reach creative people and customers beyond the organizational boundaries (Gassmann, 

2006). 

  

Drawing again from the study by Fuller et al (2011) Swarovski Enlightened invited designers 

and creative consumers from all over the world to engage in the ‘jewellery design competition’ 

community. To this end, a virtual social media platform was created providing several tools of 

community functionalities also known from other virtual platforms in the Web 2.0 style (Füller 

et.al. 2011). Virtual design competition platforms not only allow users to disclose their ideas 

to companies, but also allow participants to interact, collaborate, vote for their favorite idea, 

discuss various topics by leaving comments on other participants’ pin boards, and learn from 

the aggregate knowledge and feedback of others (Ibid). In general, individuals often engage in 

co-creation activities not only because of the content but because they enjoy interacting with 

like-minded others, and a desire to establish social relationships. They derive enjoyment from 

their interactions and look forward to meeting their ‘virtual friends’ who they collaborate with 

and feel attached to. 

  

The study revealed that a sense of community contributes significantly to participants’ positive 

co-creation experience. Thus, when setting up a virtual design or idea competition managers 

have to provide possibilities of social interaction among participants. Moreover, the researchers 

argue that members of a co-creation community visit the community’s website not only to 

contribute their own designs but also to vote, evaluate, and comment on designs of other 

community members. Therefore, a positive personal co-creation experience is likely to deepen 

involvement in the overall project of the competition, and therefore will increase the number 

of visits to the co-creation platform. 
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Positive creative experiences lead to increased persistence and interest in activities 

(Csikszentmihalyi, 1990). Creative tasks are intrinsically interesting because they provide a 

sense of task accomplishment. Hence, a compelling and enjoyable creative experience is 

considered as an important factor in evoking participants’ interest in idea and design 

competitions and in supporting them in the generation of creative contributions (Nambisan and 

Nambisan, 2008). Dahl and Moreau (2007) show that individuals engage in creative activities 

because they look for experiences that provide feelings of competence, autonomy, and task 

enjoyment. 

  

Taking all of this into consideration, managers that seek to foster co-creation in the innovation 

process by using virtual competitions, need to include ICT’s that facilitates communication 

among the community members, in order for them to communicate and share knowledge, 

thoughts and inputs. Another point worth mentioning is that modern analytical tools enable 

companies to track every single visit to the platform, time and duration alongside demographics 

such as gender, age and geographical location. Valuable insight can thereby be extracted about 

the number of contributed designs, number of returning visits, and other site use and navigation 

behavior - which again can be used for retargeting purposes. 

  

Managing the co-creation of value 

For co-creation to be sustainable as a practice it needs to engage with people who are 

intrinsically motivated. Intrinsic motivation is a vital component of creativity (Amabile, 1997) 

and drives high-level and long-term interest in co-creation projects (Füller, 2010). Yet, intrinsic 

motivation diminishes without freedom. The more controlled and overtly directed the process, 

the lower the sense of creative opportunity (Schau et al., 2008). Second, relationship building 

between community participants requires both commitment and trust between people, and 

between people and the organization (Morgan & Hunt, 1994). Trust of others determines 

people’s willingness to share ideas. Without trust, co-operation and creativity is undermined as 

participants become fearful of the judgment of others. The more the organization 

instrumentalize co-creation and explicitly elevates its own interests over those of the 

participants, the more the idea of a community is diminished. 

  

The findings of Ind, Iglesias and Schultz research on co-creation in a branded online 

community have important managerial implications, relevant for anyone seeking to foster co-

creation through an online community. First, the study provides recommendations for 
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marketing, branding, and research professionals on how to manage the co-creation process to 

enhance creativity and achieve better results for the organization. Specifically, managers need 

to generate an environment of trust that enables participation to flourish progressively, thereby 

creating a heightened sense of brand intimacy (Ind et al., 2013). To achieve this, managers need 

to avoid the temptation to control the community and instead need to create a flexible 

environment, in which participants feel free to engage in other conversations and activities that 

might interest them. This will in turn enable participants to develop their sense of comfort and 

belonging. Rather than instrumentalizing a community and focusing on the end outputs, 

managers need to see themselves as part of the “cultural fabric” - there to contribute, to pose 

questions, to listen, and to learn (Kozinets et al., 2008) 

  

To create a productive community where co-creation becomes natural, managers also need to 

recognize that the virtuous circle of participation, intimacy, and ownership only occurs when 

people feel there is fair reciprocity between themselves and the brand (Ind et al., 2013). In order 

to achieve such a scenario, a strong focus on feedback is crucial. It is only when participants 

receive clear, accurate, and relevant feedback about their contributions—delivered at the right 

time—that they feel valued and realize the fulfillment that they seek. This requires that 

employees are also able to reflect the brand, because they need to maintain interaction with 

participants, listening to their needs, being open to ideas and suggestions, and giving regular 

feedback (Ibid). Managers also need to support participants who have a high degree of intimacy 

and a strong sense of ownership, as they are willing to increase their involvement with the 

brand by becoming “brand ambassadors.” This effectively means that managers should work 

to develop mechanisms to train these people, so that they have the necessary skills to make 

effective contributions, as well as developing and/or opening to them the supporting platforms 

that could facilitate their tasks. This approach unarguably puts more pressure on the 

organization to open up to a different sort of relationship with outsiders and to treat them more 

as insiders. This has implications for the way these participants are viewed by the organization 

(Ind et al., 2013), the willingness to share more and the provision of appropriate compensation 

(even if motivations remain primarily intrinsic). 

  

Another interesting contribution this research also add, is that creative individuals are of less 

importance in the co-creation process. Thus, when recruiting for an online community, one 

does not necessarily need to recruit ‘creative’ individuals, as participants in the studied 

community felt that everyone could in fact be creative. More importantly, they argued that 
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creativity is a collective endeavor that is a result of diverse individuals stimulating each other 

and creating ideas together (Ind et al., 2013). From this perspective, the critical factor for 

stimulating productive ideas is the proper management of the co-creation process itself, and 

not about selecting the most creative individuals. 

  

Moreover, the proposed model for managing co-creation processes also has implications for 

the management of brand-customer relationships across broader social media and online 

channels (Ibid). It can be argued that managers should try to generate a trusting and open 

environment by taking an active role in dialogue, being receptive to new ideas and providing 

information and support, as these channels operate in an almost identical way to the community 

researched. Such an approach towards social media management requires a belief in the value 

of participation built around clear joint benefits. By making participation central to brand 

thinking, it can help to ensure the relevance of the brand to consumers, and also remind people 

inside the organization of the importance of connecting and sharing with all stakeholders (Ibid). 

  

Finally, managing co-creation implies a more open and participative approach to leadership 

(Fournier & Lee, 2009). In a traditional perspective, one would seek to bring outside world 

experiences inside the organization, in order to inform the brand and the represented 

employees. Such a perspective sees the world with the organization's vision and henceforth 

underplay the communicative and social aspect of a brand relationship. However, with a co-

creation approach, the barriers between inside and outside could be eradicated - consumers can 

be invited to help build brands and contribute to product and service innovation (Hatch & 

Schultz, 2008). Drawing again on the case study by Ind et al (2013) it was found that engaged 

consumers ‘live the brand’ in a way that is similar to engaged employees. This suggests that 

managers should develop a more participatory leadership style that emphasizes sharing (Lafley 

& Charan, 2008) and embraces consumers’ contributions. The implication of this is that 

managers will need to become better at recognizing their own strengths and weakness and to 

demonstrate the humility that comes with the acceptance that others may have better insights 

and solutions than those inside the organization (Ind et al., 2013). Hence, managers and 

moderators have to approach co-creation with an open-minded attitude. Considerable influence 

will still be with the managers, but as brands become more participative and dynamic, decision 

making processes must become more consultative and collective (Iglesias & Bonet, 2012). It 

is no longer simply enough to take consumers’ needs and desires into account when thinking 

about brand building, but rather recognizing, as some businesses have, that consumers need to 
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be incorporated into all stages of brand thinking and implementation. Together, this represents 

an increased responsibility, but it is also an opportunity to generate a more participative 

approach to leadership. 

2.2 Sharing Economy 
 
An introduction to the sharing economy 

The sharing economy is a relatively new market model in its early stages, that has gained the 

most of attention lately due to the explosive growth of companies like Uber and AirBnb (Schor, 

2014). It is an emerging economic-technological phenomenon that is fueled by developments 

in information and communications technology (ICT), growing consumer behavior awareness, 

proliferation of collaborative web communities as well as social commerce/sharing (e.g. 

Botsman & Rogers, 2010; Kaplan & Haenlein, 2010; Wang & Zhang, 2012). 

  

M.J. Olson and S.J. Kemp’s in-depth study of the sharing economy provides some introductory 

words on the topic. The duo argue that the topic is not new per se, but more an extension of 

already existing market models of the companies that created new marketplaces and fostered 

trust and collaboration between strangers on the web (Olson and Kemp, 2015). Taking this 

stance, the predecessors of the sharing economy companies were e-Bay, Wikipedia and 

Facebook (Ibid.), as they all enabled novel peer-to-peer marketplaces between random people 

on the web, regardless of geographical location. 

  

The main enablers of the sharing economy are therefore primarily internet bound, such as the 

availability of cloud storage; data analytics; social media and mobile devices, i.e. information 

and communication technologies (ICT). Nevertheless, it would be ignorant to pose that internet 

has created the sharing economy, when what it has done is increasing the pace and range of 

activities that humans have been practicing for quite some time. In accordance with the 

technological revolution we have witnessed over the last 10-15 years, consumers desire to be 

globally minded, adventurous, and sustainable are also argued to have fueled the rise of the 

sharing economy (Ibid.) This is one of the reasons why the term appeared in the public eye 

around mid 2000. 

  

Another explanation to why the sharing economy experienced the explosive growth at this 

time, may be related to the financial crisis of 2007-2008, when people saw a decline in asset 
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values. Many people lost their jobs, thereby having to economize to a larger extent. When 

reflecting on the aftermath of the financial crisis, it makes perfect sense that many of the sharing 

economy companies experienced a mushroom growth after the crisis, and statistics supports 

that most of the sharing economy startups appeared in the post-recession period (See Appendix: 

Graph 1). 

  

The term ‘sharing’ has experienced a major change in meaning with the evolution of online 

services, especially in a social network setting (Kaplan & Haenlein, 2010). Belk (2014) argues 

how sharing has been rooted in human nature and history for a long time, it has always been a 

vital part of social life and human societies (Dowling, 1968). In a social network context, the 

concept of sharing commonly refers to sharing information, such as status updates, links, or 

photos. However, increased reliance on IT-based e-commerce systems has also facilitated the 

sharing of goods and services through information technologies (Galbreth, Ghosh & Shor, 

2012).  

 

Nonetheless, some experts actively evade using the term sharing economy, as they feel this 

implies a sort of communalism, which is argued not to adequately capture the whole picture. 

There are never-ending discussions regarding what the sharing economy constitutes, and how 

to classify certain interactions or exchanges within. Some authors criticize its name, claiming 

that “pseudo-sharing” (Belk, 2014, p. 1597) is actually taking place, because sharing itself is 

altruistic, therefore the term may be misleading and does not quite capture what the sharing 

economy really is. By using the term sharing economy, one sort of implies that everyone takes 

part in sharing the benefits in this new economy. That is not the case - that is effectively the 

nature of the Barter system, and old system where people exchanged services and goods for 

other services and goods in return, long before money was invented (The Rise of The Sharing 

Economy, 2013). 

  

Sharing, in every aspect of the word, entails the altruistic joint usage of a resource, but when 

there is a monetary transaction involved - is sharing the rightful term to use? Terms such as 

access economy, collaborative economy, peer-to-peer economy and collaborative consumption 

often comes up when researching the topic, and for quite some time we struggled with deciding 

which term to use for our research. One could potentially argue that the sharing economy is an 

umbrella term for peer-to-peer economy, access economy and collaborative consumption. For 

the purpose of this thesis however, collaborative consumption is the term that we feel 
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encompass it all, due to the notion that the actual consumption of a service, product or 

experience requires a collaborative effort in order to take place. 

  

Evolving from Sharing Economy to Collaborative Consumption 

In the ‘Age of Access’, Rifkin wrote: 

 

“In the new era, markets are making way for networks, and ownership is steadily being replaced 

by access. Companies and consumers are beginning to abandon the central reality of modern 

economic life – the market exchange of property between sellers and buyers. This doesn’t mean 

property disappears in the coming Age of Access. Quite the contrary. Property continues to 

exist but is far less likely to be exchanged in markets. Instead, suppliers hold on to property in 

the new economy and lease, rent, or charge an admission fee, subscription, or membership dues 

for its short-term use. The exchange of property between sellers and buyers - the most important 

feature of modern market system - gives way to short-term access between servers and clients 

operating in a network relationship” (2000, p. 4-5) 

  

In this particular quote, Rifkin highlights the main transition in the new economy from 

‘ownership’ to ‘access to’. In the Access Economy, commercial success will depend less on 

individual market exchanges of goods, and more on building long-lasting commercial 

relationships. In the Age of Access: “markets give way to networks, sellers and buyers are 

replaced by suppliers and users, and virtually everything is accessed” (2000, p. 6). The result 

is that customers increasingly pay for the experience of using things, e.g. through a membership 

or through a subscription fee, rather than for the things themselves (Ibid.) Rifkin further argues 

that just like the commodification of goods and the ownership of property, human time and 

experience will be commodified as well. In the future (which is now, as the book was written 

nearly 18 years ago) humans will purchase enlightenment and play, and ‘lifestyle marketing’ 

will become the central keyword in the commercial world (Ibid.)  

Taking all of this into account, Rifkin’s predictions proved themselves to be spot on. 

  

In their concept of ‘access-based consumption’, Bardhi and Eckhardt (2012) merge 

collaborative consumption and the idea of sharing, whereby they account for the domain and 

motivation of collaborative consumption in observing that instead of buying and owning things, 

consumers want access to goods and services, and “prefer to pay for the experience of 

temporarily accessing them” (as cited in Belk, 2014, p. 881). With reference to this study, 
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Bardhi and Eckhardt (2012) differentiate the consumer-object relationship in access-based 

consumption from that in ownership and sharing, particularly in regard to the full property right 

that when owning things, creates “clear boundaries between self and others” (Ibid, p. 882). 

Furthermore, the concept of sharing has developed markets out of assets that would not have 

been recognized as monetizable assets prior, such as tangibles like private housing and private 

vehicles of transportation, but also gig like services such as Taskrabbit – a P2P network that 

facilitates the connection of people looking for temporary work with those that might require 

a specific service such as e.g. painting a room or changing car tires.  Drawing on Belk again, 

who define sharing as “the act and process of distributing what is ours to others for their use, 

and/or the process of receiving something from others for individual use” (Belk, as cited in 

Bardhi and Eckhardt, 2012, p.126), we are pointed in a direction whereby sharing is a mutual 

play where access moves from one to another. Nevertheless, sharing and access diverge in 

terms of the perceived, or shared sense of ownership (Ibid.) 

  

Hence, Bardhi and Eckhardt´s (2012) definition of access-based consumption does not 

represent a transfer of ownership or joint ownership, as the “consumer simply gains access to 

use an object” (p. 882). To illustrate this, the authors exclude P2P consumption executed by 

established companies like eBay or AirBnb, because these companies solely aid internet-based 

platforms of shared products, instead of offering them from the company’s portfolio.  Even 

though Bardhi and Eckhardt has a point, we will contest this, by providing a more recent 

example of the varying collaborative consumption market models out there. According to The 

Boston Consulting Group, there are three distinct sharing models, which differ according to 

who owns the assets and who sets the price and other conditions. 

 

First, a decentralized platform is one where the asset owner sets the terms and offers the asset 

directly to the user. The platform makes the match and facilitates the transaction in exchange 

for a fee, either a fixed one, or more popularly, a percentage of the total sum (usually between 

15-35%). This is the well-known ‘AirnBnb model’, where the upfront costs are low, but the 

platform must recruit providers to ensure steady supply (BCG Henderson Institute, 2017). 

Second, a centralized platform is one where the platform itself owns the asset and control the 

price. It has greater control over quality, availability, and standardization than a decentralized 

platform and collects a larger share of the transaction value, but costs to scale are much higher, 

too (Ibid.) This is the ‘DriveNow’ model, which actually started as a joint-venture, but is now 

a wholly owned subsidiary of the BMW Group. DriveNow has enjoyed huge success in 
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Copenhagen, with their easy to maneuver BMW i3 cars, which you can access by placing your 

phone to a component in the windshield. Such a platform requires significant upfront capital 

and high utilization to be viable, and these days many car manufacturers are jumping aboard 

the sharing economy train by tapping into the same concept. Third, a hybrid platform is one 

where the asset owners offer a service with price and standards set by the platform. Ownership 

and risk are decentralized, while standardization and service level are centralized (Ibid.). This 

is the Uber and Lyft model. As with the decentralized model, upfront costs are low and provider 

recruitment is crucial. The platform must also carefully manage its relationship with providers, 

since they have less control than they would under the decentralized model.  

  

Why do people share? 

In their 2016 article “Sharing Economy: Why Do People Participate in Collaborative 

Consumption” Hamari, Sjöklint and Ukonen seeks to explore the motivational factors for 

participation in the part of the sharing economy that is concerned with collaborative 

consumption, namely sharing the consumption of goods and services through activities such as 

renting, swapping, or trading. They argue how online collaboration, such as peer-to-peer 

activity, is fueled by enjoyment, economic incentive, reputation, and self-fulfillment. This is 

much like social commerce and online sharing which is also driven by enjoyment, economic 

incentive, reputation yet additionally paired with collaboration. The application of ideology, 

such as sustainability and green consumption, is mainly propelled by reputation and economic 

concern (Hamari et.al., 2016) 

  

Unsurprisingly, it was found that participation in collaborative consumption is motivated by 

many factors such as its ecological consumption, sustainability, enjoyment of the activity, as 

well as more individualistic factors, such as economic gains. An interesting detail in the result 

is that sustainability “is not directly associated with participation unless it is at the same time 

also associated with positive attitudes towards collaborative consumption” (Hamari, et. al., 

2016, p.14) This suggests that sustainability might only be an important factor for those people 

for whom ecological consumption is important. Furthermore, the results suggest that in 

collaborative consumption an attitude-behavior gap might exist; people perceive the activity 

positively and say good things about it, but this good attitude does not necessary translate into 

action" (Hamari et. al. 2016) 
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How collaborative consumption differs from conventional consumption 

Building on a previous argument, “internet did not create the sharing economy”, we concluded 

that the main enablers of the sharing economy was internet bound, and mainly ICT’s, although 

sharing has been rooted in human nature since the beginning of dawn.  

In their 2016 article “Collaborative Consumption: Conceptual Snapshot at a Buzzword” by 

Ertz, Durif and Arcand, the trio argues how ICT’s enabled the rise of so-called “Collaborative 

Consumption”: the peer-to-peer-based activity of obtaining, giving, or sharing the access to 

goods and services, coordinated through community-based online services (Ertz et.al. 2016, p. 

3), and how participation in collaborative consumption has become an appealing alternative to 

consumers. Collaborative consumption is here defined as the “set of resource circulation 

systems which enable consumers to both obtain and provide, temporarily or permanently, 

valuable resources or services through direct interaction with other consumers or through a 

mediator” (ibid, p.4) 

  

Collaborative consumption is therefore a concept which stands in sharp contrast with what we 

call conventional consumption. This type of consumption – which underlies classic marketing 

thought – is a type of resource distribution system which involves passive consumers (not 

obtainers), who cannot, or are not given the capacity to, provide any resource or service (i.e. 

not providers). Incapable of engaging either in obtainment or in provision, their role is limited 

to that of buying – monetary exchange - and consuming organization-made resources or 

services, and, in the case of tangible resources, to discard them (Ibid). In contrast, collaborative 

consumption involves not mere ‘consumers’, but ‘obtainers’ who may also be ‘providers’. In 

summary, the capacity consumers have to switch roles from obtainer to provider, and provider 

to obtainer in a specified resource distribution system represents the main distinguishing 

criteria between collaborate consumption and conventional consumption (Ertz et. al. 2016) 

  

As stated by Belk (2014) collaborative consumption is an internet-facilitated ability to foster 

and identify product relationship beyond ownership. Put in perspective: collaborative 

consumption helps feed customers their ‘social self’ seeking connection and belonging; “now 

we express who we are, by what we join” (Botsman & Rogers, 2011, p. 201). Moreover, most 

brands in collaborative consumption are situated around empowering communities as “it takes 

a community, not a campaign, to create a successful brand” (Botsman, and Rogers, p. 204) 
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2.3 Experiences 
 
An introduction to the Experience Economy 
 

Traditionally speaking, firms offer three different economic offerings: commodities, goods and 

services. However, authors Joe Pine and Jim Gilmore adds to this with a fourth offering, namely 

experiences. Pine and Gilmore were the first to present the experience economy as a main 

driver of modern economic dynamics (Sundbo and Darmer, 2008) and are generally perceived 

as the pioneers of the experience economy. The concept was introduced to the world in a 

Harvard Business Review article from 1998, and at a later date in the book by the same title 

(Pine & Gilmore, 2011). The duo argue that services are becoming commoditized, just like 

goods did. Hence, goods and services are simply no longer enough. It is, according to Pine and 

Gilmore, time to move beyond goods and services and progress to the next level of economic 

value, which is staging experiences for the customers (Ibid.) 

 

Although the concept of the experience economy is fairly new, applying experiences to 

offerings is not. It is according to Boswijk et al. (2007) one of the oldest professions, and the 

Greeks and Romans were well aware of how to use experiences as a strategic tool. In recent 

history however, experiences have been unrecognized and often used to categorize part of the 

service sector (Pine and Gilmore, 1999). The authors argue that there is a clear distinction 

between the two, as a consumer who purchase a service, acquires numerous intangible activities 

done on his behalf (Ibid.) On the other hand, when the consumer buys an experience, he or she 

purchases memorable events which have been arranged by a company (Ibid.) Therefore, the 

experience occurs whenever a company deliberately use a service to set the stage and use their 

products as a supplementary tool for customers to engage and create memorable events. Prior 

economic offerings where external to the customers, whereas experiences are inherently 

personal, existing only in the mind of an individual who has been engaged on an emotional, 

physical, intellectual, or even spiritual level (Ibid.) 

 

The definition of an experience varies to great extent, depending on which theoretical stance 

one takes. In science the definition of an experience is one that is directly related to an 

experiment, based on impartial facts and data which can be generalized (Carù and Cova, 2003). 

Within philosophy, an experience is defined as a personal trail, which generally transforms the 

individual (Ibid.) Within the sociological and psychological aspects, an experience is defined 
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as being a subjective and cognitive activity, which gives the opportunity for an individual to 

develop (Ibid.) Ultimately, within management science (consumer behavior and marketing) the 

definition of an experience is above all personal occurrence, usually with significant emotions 

directly caused by interaction with products or services (Ibid.) 

 

Experiences as a new paradigm of luxury 

As previously argued, sailing and yachting has traditionally been viewed as an activity for the 

affluent, and it serves as a popular sport among royalty or members of high society, this is due 

to many factors. First and foremost, boats are viewed as a luxury good, reflecting the high price 

of the boat itself, but also boating activities e.g. the social ties required to be a member of a 

yachting society or yacht club, and the necessary skills required to operate a boat. Naturally 

one does not have to be royal nor rich to enjoy boating, or having the ability to operate a boat, 

but the social and cultural aspects that constitutes this lifestyle, requires some traits that are 

more common among some groups of people. This raises questions such as, what is luxury; 

and more importantly, is sailing perceived as luxury?   

      

Originally luxury was nothing more than a visible attempt to deliberately recreate social 

distance, through hereditary social stratification. Luxury was empowered by nobility, kings and 

priests, versus ‘common people’. This social distance was even converted into a popular word: 

aristocracy. The term originates from the ancient Greek word ‘àristos’ (the best) and ‘cràtos’ 

(power). Aristocrats’ social role converged around displaying their inherited rank to everyone. 

Pretentious spending became a social obligation more than a personal joy. While that being 

said, being an aristocrat did not mean simply being rich. In fact, another social class had 

covered a central role in both society and economy, namely the bourgeois. The bourgeois 

covered positions like landowners, bankers, merchants, henceforth representing the wealthy 

middle class, although not allowed to dress like aristocrats (forbidden by royal sumptuary 

rules). The result was that social distance was always ensured to be retained. 

  

Moving forward some hundred years, our perception of luxury has changed. Hemetsberger, 

Von Wallpach and Bauer investigated consumer experiences of luxury moments and how they 

relate to consumers’ selves. In their 2012 study, it was found that luxury moments revolve 

around multifaceted experiences of having (materialistic motivations), doing (activity-

centered), being (existentialist) and becoming (achievement-oriented). The authors start by 

arguing how consumer behavior literature inextricably ties luxury to demonstrative and 
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conspicuous consumption, assuming that luxury derives meaning primarily from the luxury 

object and the social context (Brückner, 2008).  

 

Considering the concept from a managerial perspective, luxury products possess three related 

performance dimensions: functionalism, experientialism and symbolic interactionism (Bauer, 

Von Wallpach, & Hemetsberger, 2011). Traditional luxury literature has a strong focus on 

social affiliation and social comparison, stressing consumers’ social identity needs (Stets & 

Burke 2000). Generally, functional characteristics such as high price, outstanding quality, 

uniqueness/scarcity, unnecessity, and aesthetics characterize luxury goods and brands (e.g., 

Keller 2009) that are produced as means for social distinction (e.g., Han, Nunes, and Drèze 

2010).  It is only in recent times that authors have portrayed luxury from a more individual and 

abstract angle, framing the essence of luxury as a special treat that is out of the ordinary 

(Hansen and Wänke 2011). 

  

Hemetsberger, Von Wallpach and Bauer propose that luxury is not experienced in enclaved 

luxurious spaces and contexts but integrated in consumers’ daily lives (2012). Their approach 

implies that any material object, or any consumer experience might be perceived as luxurious 

if consumers attach luxurious meaning to it. Their arguments build on their own previous work 

(Bauer, Von Wallpach & Hemetsberger, 2011) where they argue that everyday luxuries are 

situation-specific, individual, and narrated. Empirical evidence shows that luxury experiences 

are much more self-related, private, and less materialistic than previously assumed in the 

context of traditional views of luxury. The authors find that from a consumer-experiential 

perspective, luxury can be characterized as transient, which is reflected in its situation-specific, 

escapist nature, and its integration in consumers’ everyday lived experiences (Hemetsberger et 

al., 2012)  

     

Existing studies provide sample evidence of the supportive function of products/brands for 

identity construction and consumers’ self-understanding. In his seminal work, Sirgy (1982) 

suggests that individuals have an ‘actual self’ – a realistic view of how a person perceives 

himself – and an ‘ideal self’, relating to how a person would like to be. The uncomfortable gaps 

between the real and the ideal selves respectively can be removed through consumption. As 

products and brands communicate symbolic meaning, their consumption potentially enriches a 

consumer’s self-concept via the transfer of certain product or brand meanings to the self 

(Hemetsberger et al., 2012). 
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Ahuvia (2005) supports a multiple self-view of consumers, who solve conflicting facets of their 

identities through consumption. He argues how consumers appropriate specific objects for the 

purpose of self-transformation, rather than self-extension as proclaimed by Belk (1988). 

Following the assumption that consumers, themselves, define what they perceive as luxury, 

luxury might contribute in many ways to consumers’ identity construction. This might 

encompass a broad array of actual, ideal, extended, multiple, alternative, and transformative 

self-experiences, eventually involving luxury products and brands. Luxury experiences help 

individuals to negotiate and construct their personal self-narrative (Bauer et al. 2011); luxury 

makes individuals feel unique and generates a multitude of potential self-negotiations and 

constellations so as to create a coherent self-narrative (Hemetsberger et al., 2012). 

Luxury, from a consumer perspective, is therefore not characterized by boldly exhibited 

products and brands, but rather constitute exceptionally valuable, potentially hidden moments 

of luxury that serve as supporters of self in everyday living - whether that be allowing oneself 

a piece of chocolate with the coffee or unwrapping the silver cutlery for a special occasion. 

These luxury experiences are more intimately related to different states and processes of self 

than traditionally assumed. Henceforth, luxurious experiences are much more than just a 

perceived extension of consumers’ selves (Belk 1988) but rather an opportunity to live out 

different selves, reflected by symbolic consumption, indulgence in special moments and 

activities, moments of harmony, self-enhancement and self-transcendence (Hemetsberger et 

al., 2012) 

  

Ultimately, human beings are striving for self-transcendence and self-transformation and 

engage in conscious contemplation resulting in deep feelings of gratitude and harmony, 

reflecting processes of becoming, and perfect states of being (Ibid.) Luxury is not a permanent 

state but seems to be a transient concept that manifests in subjective moments of luxury, and 

thus inherently experiential. Owning and having per se is not defined as luxury, but the deep 

symbolic of possessions and how they relate to ourselves and our lives, is. 
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2.4 Synthesizing paragraph 
 
In accordance with the technological revolution we have witnessed over the last 10-15 years; 

consumers desire to be globally minded, adventurous, and sustainable have fueled the rise of 

what we denote as collaborative consumption, popularly referred to as the sharing economy. 

As stated by Belk (2014) collaborative consumption is an internet-facilitated ability to foster 

and identify product relationship beyond ownership. Put in perspective: collaborative 

consumption helps feed customers their ‘social self’ seeking connection and belonging; “now 

we express who we are, by what we join” (Botsman & Rogers, 2011, p. 201), and collaborative 

consumption has become an appealing alternative to consumers. In the Access Economy, 

commercial success will depend less on individual market exchanges of goods, and more on 

building long-lasting commercial relationships. In the age of access: “markets give way to 

networks, sellers and buyers are replaced by suppliers and users, and virtually everything is 

accessed” (Rifkin, 2000, p. 6). The result is that customers increasingly pay for the experience 

of using things, e.g. through a membership or through a subscription fee, rather than for the 

things themselves. 

This growing proliferation in technology, alongside academic contributions has also shifted the 

value creation focus towards the consumers.  We now view modern customers as active co-

creators of value, and not merely passive audiences. Consumption is an ongoing interactive 

process, where the co-produced interaction helps individuals build identities, express 

themselves creatively, socialize with other consumers, enjoy unique and memorable 

experiences, and create and capture value through the sharing of resources (e.g. Gambetti & 

Graffigna, 2010; Hamari et al. 2016; Füller et al, 2011). The market is a forum where firm and 

customer converge and happens in a moment no one can predict; “thus, products can be 

commoditized, but co-creation experiences cannot be” (Prahalad & Ramaswamy, 2004, p. 9). 

Co-creation is therefore not simply about the firm staging experiences that customers will end 

up buying, but co-constructing personalized experiences as the source of unique value.  

Interestingly, both sharing, co-creation, and staging experiences has been around since the 

dawn of time, but it is only in recent times they have been studied properly. Unsurprisingly, 

motivations and participation share many of the same characteristics. The underlying 

motivations for participation in collaborative consumption/sharing, share many of the same 

characteristics as for co-creation; peer-to-peer or joint activity constitutes both intrinsic and 
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extrinsic factors such as enjoyment, engaging with like-minded peers, economic incentive, 

reputation, and perhaps most importantly, self-fulfillment. Humans participating in sharing and 

co-creation seek to be intrinsically rewarded by participating in cognitive stimulating activities, 

such as e.g. knowledge sharing and enjoyment of activity, but can also be motivated by more 

individualistic factors, such as economic gains. While that being said, enablers of co-creation, 

and enablers of collaborative consumption are also interrelated, primarily because of the Web 

2.0, social networks and associated information and communication technologies which 

enables dispersed networks of individuals to connect with each other. 

Naturally, both collaborative consumption, co-creation and experiences have been subject to 

scientific inquiry before, but they seldom appear in research together. Existing research on the 

fields mainly focus on motivations of participation in the collaborative consumption with an 

emphasis on factors related to social network, mobile devices and services, including trust, 

social capital/social ties (e.g. Botsman & Rogers, 2010; Schor, 2015), and largely neglect why 

consumers participate in collaborative consumption from a value co-creation perspective. 

Consequently, a research gap appears, and this moves the focus of research to a process of co-

creating value through the exchange of e.g. resources with other consumers or stakeholders to 

co-construct unique experiences (e.g. Vargo & Lusch, 2004) and we aim to contribute to the 

literature with the novelty of the topics in question (co-creation in a maritime setting). Taking 

all of this into consideration, we are left with the research question: 

How and why do (people and organizations) engage in co-creation within a maritime 

setting? 
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3.0 Methodology 
 
In this section of the thesis, the authors will elaborate on the chosen approach for the conducted 

research. As already established, this thesis seeks to investigate the explanations for how and 

why people and organizations engage in co-creation within a maritime setting. To answer the 

research question, this section will be concerned with the fundamental approaches and 

underlying structure. Consequently, before answering the research question, it is important to 

present a suitable foundation for the analysis. Hence, deciding on an appropriate theoretical 

stance. Subsequently, the following section will address the data gathering process and how 

the data was analyzed, structured and presented in our findings. 

3.1. Theory of Science 
 
The concept of social reality can be investigated in multiple ways. Generally, a sufficient 

framework has to be present in order to conduct applicable research, therefore a paradigm is a 

prerequisite. Paradigms are typically defined as underlying assumptions about either natural or 

social science (Davies, 2012). The concept of a paradigm has been characterized by Thomas 

Kuhn as a theoretical research framework (Kuhn, 1970). 

The phenomenon of social constructionism is a difficult term to define. Social constructionism 

requires a critical position towards what is considered to be taken-for-granted knowledge of 

the world and how we as individuals perceive ourselves (Burr, 2006). In addition, it challenges 

what is considered to be conventional knowledge (positivism), which is based upon objectivity 

and unbiased observations of the world (Ibid.) Social constructionism emphasizes the 

importance of being critical towards our assumptions of the world (Ibid.) Furthermore, it is 

important to understand how we traditionally have characterized the world into different 

concepts we know of today, which are determined by history and culture. This means that our 

traditional ways of understanding is historically and culturally relative, and we should as a 

result not assume that our ways of understanding are better than others (Ibid.) Within the 

spectrum of social constructionism, knowledge is not derived from nature, but rather 

constructed between the interactions of individuals (Ibid.) This means that what a social 

constructionist perceive as truthful (historically and culturally dependent) is based upon the 

social interactions and processes which individuals continuously engage in (Ibid.) 
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As a result of the aforementioned, this study recognizes that within the field of co-creation and 

collaborative consumption, it is not possible to maintain objective (positivism). Nor is it 

possible to construct meaning for the individual (constructivism) but rather the production of 

purposeful knowledge through social interactions (social constructionism). In order to do so, 

this thesis will be based upon social constructionism as it provides a suitable foundation. 

3.2 Research Design 
 
In terms of investigating the phenomena of co-creation and collaborative consumption, it is 

important to find an adequate approach for the research. Consequently, this thesis will be a 

qualitative and exploratory study of which the empirical data will be gathered through semi-

structured interviews. As indicated previously, the authors argue that there is a gap between 

the research of co-creation and collaborative consumption. The methods which constitutes the 

overall analysis structure and the gathering of empirical data will be justified below. 

3.2.1 Data gathering methods 
 
As mentioned above, this paper is a qualitative study, which implements semi-structured 

interviews. The reason for the chosen method is to gain quality insight from co-creators, and 

what is perceived as their lifeworld (Kvale, 1996).  The approach also provides an opportunity 

to ask contributors about several aspects of their experiences and thoughts in regard to a 

maritime setting. The semi-structured approach allows the researcher to ask fairly specific 

questions, but the interviewee has a great deal of leeway in how to reply to questions (Bryman, 

2016). Moreover, questions that are not included in the guide may be asked whenever the 

interviewer picks up on relevant things being said by the interviewee (Ibid.) 

 

In terms of gaining an appropriate number of respondents which are relevant to the research 

question, a snowball sampling technique has been applied. Snowball sampling (or chain 

sampling or referral sampling) is a technique in which interview respondents propose other 

participants who have had the experience or characteristics relevant to the research (Ibid). 

These participants will then suggest others, and so on. As a sampling method, it is sometimes 

recommended to use snowballing when networks of individuals are the focus of the attention 

(Coleman, 1958), especially when probability sampling is impossible or not feasible, for 

example when trying to sample hard-to-reach populations (Noy, 2008). One advantage that this 



 
 

 35 

technique offers is that it is able simultaneously to capitalize on and to reveal the connectedness 

of individuals in networks (Ibid). Hence, the decision for choosing snowballing is due to the 

rather low number of people participating in sailing and boating, and the difficulty associated 

with reaching this group of people, without having them referring one another.   
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3.2.2 Presentation of interview respondents 
 
In order to gain a sufficient foundation for the empirical data, a total of seven interviews were 

conducted. With the research question in mind, and the desire to understand the different 

contexts of co-creation in a maritime setting, the result was seven interviews comprised of 

sailing enthusiasts and the CEO and founder of Boatflex, a peer-to-peer network for boat 

sharing. All the interviews were conducted in English as it provides an opportunity to make 

direct quotations, alongside increasing transparency within the transcripts.   

 

Name Age Country of 

Origin 

Educational 

level 

Current 

Occupation 

Appendix 

Respondent 1   
25-30 Norway Master Student  #1 

Respondent 2    25-30 Germany Master Full-time #2 

Respondent 3 
19-24 Italy Master Full-time  #3 

Respondent 4 25-30 Denmark Bachelor Full-time  #4 

Respondent 5 19-24 Norway Bachelor Student  #5 

Respondent 6 
25-30 Norway Bachelor Student #6 

Jakob Bojesen 

30-35 Denmark Upper 

Secondary 

Full-time #7 

  

 

Subsequently, the initial interviews were done with Respondent 1, a friend and sailing 

enthusiast, and Jakob Bojesen, CEO and founder of Boatflex. Both interviews presented the 

opportunity to interview other sailors within their nearest circle of family and friends. Jakob 

Bojesen made an introduction to respondent 4, a passionate sailor who has been sailing from a 

very young age. In addition, Respondent 1 established contact to Respondent 5 and Respondent 

6, who both have been sailing dinghies and competing on a semi-pro level. Finally, Respondent 
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5 insinuated that that the authors should try and speak to Respondent 2 and Respondent 3, 

acquaintances of his, who he knew for a fact have had similar sailing experience in the 

Mediterranean Sea.  

3.2.3 Data analysis method 
 
The data analysis was conducted by implementing a deductive-inductive content analysis. The 

reason for the chosen approach is due to the different properties of both approaches. The 

analytical framework provided an opportunity to deduce already established themes from 

literature whilst trying to make additional contribution to it through emerging themes from the 

empirical data. In order to find the emerging themes, we had to process all the data and structure 

it into main concepts and enlighten the specific themes which were underlying. All the 

interviews have been structured and transcribed and can be found in the appendix. Furthermore, 

all the interviews were transcribed immediately after being conducted, while the initial 

structure was done after all interviews had been transcribed.  

  

Example of initial structure and main themes from an interview 
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4. Findings 
 
Starting from the research question, the authors attempt to study how and why people and 

organizations engage in co-creation within a maritime setting. In order to do so, a total of seven 

interviews have been conducted using a snowball sampling technique. Accordingly, the 

interviews were analyzed using a mixture of deductive and inductive techniques. The 

researchers have specifically decided not to distinct people and organizations, as the 

organization (represented by the CEO and founder of a P2P boat rental firm) constitutes both 

an individual, and the organization as a whole. By doing so, the researchers cannot generalize 

the findings, but this is not a concern as qualitative research is not about quantifying and 

generalizing findings, but rather through e.g. in-depth interviews, finding and localizing 

abnormalities and interesting takes on the research. 

 

During the course of data gathering, a number of themes for participation and motivation 

regarding collaborative consumption and co-creation has been established. During the theory 

development, it was found that peer-to-peer or joint activity constitutes both intrinsic and 

extrinsic factors such as enjoyment, engaging with like-minded peers (community), economic 

incentive, reputation, and perhaps most importantly, self-fulfillment. These themes were later 

grouped, in order to see whether those findings matched the ones found during our empirical 

research. Unsurprisingly, a proportion of the findings from theory match the ones gathered by 

the authors own research. However, the researcher recognizes that there are indeed some highly 

relevant and interesting factors and themes, not present in the literature. The aim is thereby to 

contribute to the emerging literature of co-creation, experiences and collaborative 

consumption. 

 

Throughout the analysis it quickly became evident that there were some recurring themes 

among the interview respondents. By implementing a deductive-inductive content analysis, the 

researchers were able to group the themes found, into four concrete concepts that together 

surrounds co-creation in a maritime setting. This includes concepts such as Interaction, 

Motivation, Emotions and Experiences, with more specific themes ranging from socialization, 

trust, inheritance and freedom, to mention a few. Below is a visual representation of the four 

main concepts found.  
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4.1 Interactions  
 
Charles Holton Cooley, a late 19th century/early 20th century sociologist said, “the mind is 

mental because the human mind is social” (Cooley, 1902).  In other words, the mind’s mental 

ability is a direct result of human social interaction. Through interaction with others, we 

begin to develop an identity about who we are, or who we want to be.  

 

During theory development, and empirical data, it was found that social interactions are one 

cornerstone of co-creation, but also collaborative consumption. People often participate in 

sailing experiences due to it being an interactive process; this interaction occurs through 

individuals as a social process we have coined as socialization, but also through e.g. 

communities. During interaction, subjects are able to maintain social relationships, but also 

create and form new meaningful ones, as social interactions form the basis of social relations. 
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Socialization 

As previously indicated being social with friends, family and acquaintances is a tremendous 

part of sailing, and for many of the interview subjects, it is of utmost importance. It was also 

found that the setting sailing provides is rather unique, as one is exposed to the greatness of the 

sea, and general unexpectedness in terms of e.g. weather and wind. When one of the subjects 

was asked about a competition he had attended last summer, he stated that the competition was 

not the primary reason for his participation, but rather that he wanted to spend some quality 

time with his family. 

  

“It was not only the competition, I really enjoyed being surrounded by my family … So, it 

was primarily to spend quality time with my family.” 
(Interview Respondent #1) 

  

In addition, some of the subjects indicated that being on a boat requires you to be social in a 

different setting. Generally, people tend to behave in a certain way, depending on the setting 

that they are in. Hence, being at home people develop certain patterns depending on who they 

are with (family/friends) and how they interact with each other, whereas on a boat, one is 

exposed to e.g. shifts in traditional roles of responsibility.  
  

“I also feel it is a really good opportunity to be with your family and friends in a different 

setting, then for example at home.” 
(Interview Respondent #1) 

  

In correlation, many of the subjects argues that sailing is an intimate experience, and as a result 

it can be a useful activity when establishing social ties. 
  

“If you are together with strangers, or you don’t know the people that well, you get a good 

opportunity to get to know them as space is very limited on a boat." 
(Interview Respondent #2) 

  

“I think the social aspect is the most important, it is an intimate experience being together on 

a boat.” 

 (Interview Respondent #3) 
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The subject (respondent #3) recognizes sailing as a social activity but indicates that he favors 

sailing with people he knows, as space and trust are matters of importance to him. This is 

somewhat contrasting with what respondent #2 and #5 says, when they argue that they enjoy 

creating new meaningful relationship when sailing: 

 

“Yes, the French ambassador of Denmark... He has rented my boat many times, he has my 

private number now.  He has become someone... Not a friend, but almost like one. We have 

made a bond for sure. You know, I trust him! He will take care of my boat.” 
(Interview respondent #5) 

  

Consequently, respondent #3 implies that there are multiple dimensions of being social on a 

boat, one of them are for intuitive reasons, whereas the second contains safety, as he personally 

wouldn’t feel comfortable to go on an adventure alone.  

  

“I wouldn’t feel comfortable, the sea can be a very uncomfortable setting, and anything can 

happen, so being alone I would probably feel sad or unsatisfied.” 
(Interview Respondent #3)  

  

Community 

According to McAlexander, Schouten, and Koenig (2002), communities tend to be identified 

on the basis of commonality among their members, creating bonds and turning the community 

into a powerful engagement platform. As already established, sailing is categorized as a social 

team activity, which traditionally promotes communities and clubs. Some of the interview 

subjects have been participating in different communities from a very young age, and the 

diversity amongst them is apparent. 

  

“I actually went to a summer camp for a couple of years, from when I was 7 to 10 years old I 

think.” 
 (Interview Respondent #1) 

  

As indicated in the above statement the subject (Respondent #1) have been part of a small 

community throughout his childhood. While that being said, the subject is not the only one who 

have been participating in summer camps at a younger age. Respondent #5 have also been a 
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partaker in a similar community, actually one of his most memorable experiences is in 

connection to a summer camp. 

  

“Well, the most memorable sailing experience I had was probably my first bad sailing 

experience, as the boom hit my head during a summer camp.” 
(Interview Respondent #5) 

 

Additionally, many of the subjects was asked about whether they were partaking in local 

communities, which many of them were. A few of them have been involved with local sailing 

clubs for numerous years, despite not living in the same areas as they used to. 
  

“I have been a part of many different boat clubs. Everywhere I have lived for the past years I 

have been part of a boating community. Like here in Copenhagen the one in Christianshavn 

where I live, and also KDY (Kongelig Dansk Yachtklub) 
(Interview Respondent #4) 

  

“I don’t participate that much in the social activities any longer, because I live abroad, 

 but I read the weekly newsletters and try to stay tuned” 

(Interview Respondent #5) 

  

As stated above the subject (Respondent #5) is continuously involved in his community, albeit 

not living in Norway anymore. This might be due to his strong connection to the community, 

as he has been working at the club (main hub for the community) for six years during his 

childhood. Hence, working in such an atmosphere for that amount of time, would likely have 

had an impact towards his choice of still partaking. 
  

“Yes, I was a part of a local sailing community where I used to live, actually I think I still am 

enrolled. I have also worked in that sailing club for about six years.” 
 (Interview Respondent #5) 

  

Jakob Bojesen, Founder and CEO of Boatflex uses brand ambassadors in Boatflex as a part of 

their marketing strategy, one of the primary goals are to increase a solid foundation for a 

community between consumers. 
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“What they get in return from us is the opportunity to be a part of a community and 

something bigger than themselves.” 
(Jakob Bojesen #7) 

  

Ind et al claims that in order for a community to be successful, it is crucial that the environment 

facilitates and encourages social interactions, where partakers are able to find common 

connections, interests, and hobbies. With this notion in mind, the responses of Respondent #4 

are interesting as he uses Boatflex continuously, and he argues how he values being surrounded 

with like-minded peers. 

  

“I like to be around people that share the same view of the world as myself, where I can 

interact with them and learn new things. If we view Boatflex as a community, this is a 

fantastic tool for me to offset some of the running costs of owning a boat, so I get to make 

money on something that I already love. But again, regardless of economy, I wouldn’t have 

done it if I didn't love sailing.” 
(Interview Respondent #4) 

 

4.2 Motivations 
 
Following our research question, exploring motivational factors for participation is a 

prerequisite in order to investigate how and why people co-create. During the course of 

research, it became evident that motivation for participating in co-creation was something we 

wanted to study further, and a considerable part of the analysis and findings section will be 

devoted to exploring motivations. 

  

One common approach when it comes to motivation is to make a distinction between intrinsic 

and extrinsic motivation (Vivek et al., 2012). Intrinsic motivation refers to the motivation of 

engaging in an activity primarily for its own sake, without obvious external incentives. In 

contrast, extrinsic motivation is activated by the intention of obtaining a desired outcome or 

avoiding an undesired one, and is associated with external incentives, separated from the 

activity itself (Hars & Ou, 2002). According to Füller (2010) consumers that participate in co-

creation are motivated by a combination of both intrinsic motives, internalized extrinsic 

motives and entirely extrinsic motives. 
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In regard to this, intrinsic motives constitute e.g. fun/enjoyment of activity and altruism/self-

sacrifice, in other words a desire to be involved in a co-creation activity because of selflessness, 

and the joy that it brings. Internalized extrinsic motives such as knowledge acquisition are also 

present in most individuals, that is a desire to be involved in co-creation because of gaining 

something concrete such as knowledge or to maintain a certain reputation. Lastly, extrinsic 

motives such as payment are present in few individuals, a desire to be involved in co-creation 

because of the intention to obtain a desired outcome, such as a monetary reward or recognition 

by other members. 

  

According to the researchers own findings, individuals that participate in co-creation in a 

maritime setting are characterized as being motivated by both intrinsic motives and internalized 

extrinsic motives, the main themes discovered are knowledge (both acquisition and sharing), 

inheritance, accomplishment and recognition. 

  

Knowledge 

As previously argued, sailing and boating is an activity that requires significant amount of 

knowledge. The skills of operating a boat, navigation, weather and general awareness of the 

sea is a prerequisite. Unsurprisingly, it was found that a large proportion of the interview 

respondents enjoy sailing together both because they are able to learn new things, but also in 

order to share their already existing knowledge. 

  

“Well... It’s traditions, and since sailing is a social activity it just makes sense. I also enjoy 

being around experienced people where I get to learn new things.” 

  
(Interview respondent #6). 

  

When asked why he participates in boating communities, the subject believes that socialization 

and knowledge acquisition is interrelated. He chooses to partake in boating communities not 

only because of the social aspects it brings, but also due to the opportunity to learn from others, 

i.e. internalized extrinsic motivation. 

  

While some of the respondents viewed knowledge acquisition as an important factor, others 

highlighted how they enjoyed sharing their own knowledge: 
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“…I have a feeling that I have an obligation to show people the great gifts that sailing offers. 

So basically, when I have been a captain, I take people around the harbor of Copenhagen, 

but I also try to show landmarks, and history. I want to show them how Copenhagen looks 

from the seaside.” 
 (Interview respondent #4) 

  

The subject argues how he feel he is obliged to share his knowledge when he takes guests out 

on a co-created boat trip facilitated by a peer-to-peer service. Note the usage of the strong word 

‘obligation’. Not only is he service-minded and professional, but he feels that it is his duty to 

give his guests a unique customer experience. 

  

Consequently, others viewed their obtained knowledge as a direct result of being part of a 

community, alongside upbringing and inheritance. The latter, and especially fatherhood is a 

recurring theme, which we will explore further below. 
  

“I actually went to a summer camp for a couple of years, from when I was 7 to 10 years old I 

think. My dad has also taught me a lot throughout the years.” 
 (Interview respondent #1) 

 
Inheritance 

Apparently, sailing is an activity that is often being fostered by family bonds, and particularly 

from father to son, where the passionate father tends to introduce his children to the activity 

that he personally loves. This paved way for digging further into the theme of inheritance, as 

we quickly discovered that it arose as another recurring theme among a large proportion of the 

interview respondents.  

  

“My dad has been very active in different sailing communities for many years, and he is 

really passionate about sailing in general. He is the primary reasons why our family goes 

sailing.” 
(Interview respondent #1) 

  

The subject recognizes that his father is the main driver and influencer in regard to sailing, 

further his father was the one that pushed for him attending summer camps when he was a 
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child. The subject stresses that he really enjoys sailing. However, during the interview, the 

interviewer got a feeling that the subject somehow felt a responsibility towards enjoying it, due 

to the strong bond he has with his father. As a son, he does not want to let his father down, and 

he is aware that sailing is an activity that brings them closer together. This is powerful and 

equally interesting. Inheritance also arose as a theme for Interview respondent #4. 

  

“Yes, my brothers and I grew up sailing with my father. I have five brothers, and we all spent 

a lot of time at sea from when we were very young. We have always enjoyed being out on the 

open waters, fishing, going places with our dad. In some ways I feel privileged that my father 

has taught us how to operate boats.” 
(Interview respondent #4) 

  

The subject also recognizes how his father serves as the main driver and motivator, as he 

recruited him and his brothers. He often reflects over how he feels privileged that his father has 

taught them how to sail, and how he wants to recruit his friends and pass on what his father has 

taught him. The subject has a deep love for the sea, and views socialization and freedom as his 

main motivators, however, it was discovered that without his father and brothers, he would 

probably never have developed the interest. 

  

Fatherhood and upbringing are also a recurring theme among interview respondent #5, who 

argues how his father introduced him to sailing because of a desire to keeping his son ‘active’. 

In the beginning, he was annoyed and didn’t feel attached to the sport. This changed once he 

realized that sailing was both fun and rewarding, and he argues how sailing brought him closer 

to his dad. 

  

“I actually only started to sail because I quit football and my father insisted that I needed to 

keep being active. So, my initial attitude about sailing in general was quite negative, but that 

soon changed, and I actually got closer to my dad.” 
(Interview respondent #5)  

 

Accomplishment 

Due to the fact that many of the interview respondents have competed professionally, it was 

rather unsurprising that accomplishments would be a recurring theme considering 

motivations for participation.   
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“I actually went on to win that race, even though I had made such a big mistake in the 

beginning. My parents came and told me that they were really proud of my performance, so 

that was rewarding.” 
(Interview respondent # 5) 

  

Subject has raced numerous regattas alongside minor competitions during his childhood and is 

naturally motivated by accomplishments, but also recognition. In this sense, we argue that the 

subject is motivated by internalized extrinsic motivation due to recognition and reputation. 

However, he is also extrinsically motivated due to him competing to obtain a desired outcome, 

which is the nature of extrinsic motivation. He continues by arguing: 

  

I like the fact that it is so physically challenging as you have to work with the elements that 

nature provides you with... It is basically a battle between me and nature.” 

 
(Interview respondent #5) 

  

The subject recognizes that he is motivated by the physical challenges that sailing 

accommodates. Bear in mind that this question relates to what he personally enjoys about 

sailing, and not the competing-side of sailing. Hence, it seems valid to argue that the subject 

distinct sailing in two brackets. First, as a social relaxational activity, and second in terms of 

competing. 

  

“We entered the competition last year, and we actually came second place I think. This was 

also my first time participating in a competition, so all in all, it was a really good 

experience.” 
(Interview respondent #1) 

  

Accomplishment is also a recurring theme among respondent #1. When asked about his most 

memorable sailing experience, the subject goes on talking about how he and his family 

participated in the Norwegian regatta ‘Færder’n’, which is a sail that goes on twice a week 

from May until September in the Oslo fjord. Even though we view freedom and socialization 

as his main motives, the fact that he considered the competition as his most memorable sailing 
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experience, makes it adequate to argue that he is also motivated by a mixture of intrinsic and 

extrinsic factors. 

 

Recognition 

In the contemporary western life-world, Social Media shape our daily lives to a large degree. 

Social Media is defined as “a group of Internet-based applications that build on the 

ideological and technological foundations of Web 2.0, and that allow the creation and 

exchange of user-generated content” (Kaplan and Haenlein, 2010, p. 61) During the data 

gathering, it was found that Social Media exposure and recognition is one in many ways our 

subjects co-creates meanings, and it serves as a motivator due to self-presentation. 

Henceforth, recognition is according to our understanding an internalized extrinsic motivator, 

which is present in most interview subjects. 

  

With respect to the social dimension of Social Media, the concept of self-presentation states 

that in any type of social interaction people have the desire to control the impressions other 

people form of them (Goffman, 1959). On the one hand, this is done with the objective of 

influencing others to gain rewards (e.g., make a positive impression on your friends); on the 

other hand, it is driven by a wish to create an image that is consistent with one’s personal 

identity (e.g. being on a luxurious boat in the Mediterranean in order to be perceived as cool or 

well-traveled). 

  

“..We made a Go-Pro edit of the trip to Sardinia afterwards which was posted on Facebook, 

and as you can imagine… Snapchat, Instagram stories, I can remember we all posted on our 

social networks at least once or twice. The video edit went viral that summer, which was 

cool.” 
(Interview respondent #3) 

  

Regarding the media-related component of Social Media, social presence theory (Short, 

Williams, & Christie, 1976) states that media differ in the degree of ‘social presence’, defined 

as the acoustic, visual, and physical contact that can be achieved, they allow to emerge between 

two communication partners (Kaplan & Haenlein, 2010). Social presence is influenced by the 

intimacy and immediacy of the medium. The higher the social presence, the larger the social 

influence that the communication partners have on each other’s behavior. 
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“I did take some great photos, actually my screen saver on both my phone and desktop is 

from this trip. It’s like a memory that sits in my head, and every time I look at it, it makes me 

happy.” 

(Interview respondent #4) 

  

The subject believes that taking photos is a major contributor for him remembering the 

experience. By being exposed to the photo daily, he is reflecting on the good times he had 

together with his friends and family. He further outlines how: 

  

“Taking photos is also a big part of remembering the experience and showcasing your 

friends online that you are having a better time than them.” 
(Interview respondent #4) 

  

The desire to ‘brag’ is also present among respondent #6, when he explains how one gains 

pleasure from making one’s friends jealous: 

  

“When I am competing I don’t take photos, but if I go out with my friends we do it all of us as 

it is fun to make our friends jealous” 
(Interview respondent #6) 

  

4.3 Emotions  
 
The third pillar of our model identifies emotions as a main theme, this includes the specific 

motives of relaxation; freedom; enjoyment; and trust. Emotion is any conscious experience 

characterized by intense mental activity, and a certain degree of pleasure or displeasure 

(Cabanac, 2002). These different states of emotion (other than enjoyment) was found during 

empirical data gathering and is consequently one amongst many motives for why people 

participate in co-creation in a maritime setting.  

  

Relaxation 

According to the Oxford dictionary, relaxation is an emotional state of a living being, or low 

tension, in which there is an absence of arousal that could come from sources such as anger, 

anxiety or fear (2014). During empirical data gathering, it was found that a large proportion of 



 
 

 50 

the interview respondents believe that the state of relaxation was an important factor when 

reflecting on questions regarding what they enjoy about sailing in general. 

  

“I really enjoy the relaxation aspect of sailing. It is nice to just turn off the engine, put up the 

sails and get going.” 
(Interview respondent #1) 

  

The subject argues how he is able to derive a feeling of relaxation when sailing. He 

consequently describes how he is able to relax first when the sails are up, motorboating for him 

is not considered an arena where he gets the feeling of relaxation. Another subject uses sailing 

as a means to escape: 

  

“For me in general, I like to be out on the water as it is a small break from everyday life… 

That makes me quite relaxed and gives me the opportunity to clear my head.” 
(Interview respondent #6) 

  

He continues with arguing how sailing can be a social arena among friends, but also how he 

personally gains the emotions of relaxation first when he is alone. 

  

“Being alone is very relaxing which is really nice, whereas being with friends it is more 

about being social rather than relaxing I guess.” 
(Interview respondent #6) 

  

 

 

 

Freedom 

Central to relaxation is freedom, a theme that occurs during most interviews. We define 

freedom as the privilege of having the ability to act or change without constraint. This is 

perhaps the theme that occurs the most, together with socialization. 

  

“You can decide whether you want to sleep on the open sea, or in a harbor. I think freedom is 

the thing I enjoy the most” 

(Interview respondent #2) 
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The subject denotes freedom as the aspect of sailing in which he values the most. Being able 

to go from one location to another without any hassle is something that appeals to him. 

Consequently, he describes how sailing is “like camping on water”. 

  

Interview respondent #3 takes on a more philosophical stance, when he argues how the sea is 

an environment that humans do not control, as it is not our habitat of living. He, alike his peers 

derive great pleasure from having the ability to go places depending on his current state of 

emotions. The subject recognizes that humans are only a minor part of the world, and that there 

is something “bigger than us”. He believes the sea offers him ‘powerful’ experiences. 
  

  

“I really like the sense of freedom, not having boundaries, and being in an environment that 

is not ‘yours’... “When you experience the greatness of the sea you understand that humans 

are really just a minor part of this world of ours” 
(Interview respondent #3) 

  

Interview respondent #4 share the same worldview as his peers, when he describes the “free 

spirit” he gets when at sea. He starts by outlining how boring his daily routines are, and how 

sailing is a fresh breath in an ordinary and exhaustive day.   
  

“...When I get on a boat I am free, I can do whatever I want, I can go wherever I want. That 

free mind and free spirit you know, and when you sail you never know what’s really going to 

happen... Sometimes it’s sunny, and all of a sudden it can start raining, and then you just 

have to embrace it. I love this.” 
(Interview respondent #4) 

  

When sailing, the subject never knows exactly what to expect, and he loves these little moments 

of spontaneity. 
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Enjoyment 

The emotion that constitute enjoyment will not be discussed extensively, as it is rather intuitive 

that people participating in sailing and boating related activities enjoy themselves. Otherwise 

they wouldn’t have done it. Regardless, enjoyment and happiness are powerful emotional and 

mental states, that we found present among all subjects, and it would be somehow strange not 

to include them. 

  

When describing their most memorable or precious sailing experiences, 7/7 mention that the 

amazing weather was an important factor in terms of valuing the experience. Perhaps obvious 

but sailing in rain and heavy wind is not recommendable. 

  

“I think that the weather was of particular importance on this trip, it is not equally nice if it 

starts raining.” 
(Interview respondent #3) 

  

When considering Boatflex, and the environment of peer-to-peer boat rentals, Jakob Bojesen 

was asked about the community aspect of the business; as previously mentioned, Boatflex used 

brand ambassadors and influencers as a go-to-market strategy. When asked what their brand 

ambassadors receive in turn for participation, he answered: 
  

“But we quickly discovered that it (monetary compensation) wasn’t really their main driver. 

They were more driven by the concept itself and they actually think that the idea of an online 

P2P boat rental platform was awesome. This shows that most of our hardcore members are 

not driven by profit, per se.” 
(Jakob Bojesen) 

  

Considering motivations, we have established that a minority is rewarded by monetary 

compensation. Considering emotions such as enjoyment, it could certainly be argued that 

participation in the ecosystem of co-creation and collaborative consumption appeals to 

members because of the enjoyment of activity. 
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Trust 

Trust is an emotion which can be attributed to relationships between people. According to our 

empirical findings, trust arises as an important factor when considering emotions in regard to 

co-creation, collaborative consumption and experience sharing. Considering boats, which often 

are assets of high value, a desire to wanting to exert control in a renting process is very much 

present among the respondents. Hence, establishing a system of trust is one fundamental pillar 

for companies wanting to thrive in the ecosystem of collaborative consumption. Peer-to-peer 

reviews are one way to do this, as AirBnb and Uber are perfect examples of. 

  

When asked about how he would feel towards renting out his boat. Interview respondent #1 

displays a negative attitude. 

  

“I actually don’t know, as I think a boat is quite personal. We have many private belongings 

on ours, so I don’t think that would be an option…” 
(Interview respondent #1) 

  

Subject does not feel comfortable with renting out his boat in a collaborative consumption 

context, as the boat is “too personal”. Interestingly, the subject sublets his Copenhagen 

apartment through Airbnb. The same attitude is present among his peer, who is also an avid 

user of Airbnb. 
  

“Of course I wouldn’t rent out my boat to anyone. There needs to be established a system of 

trust, where you are able to rely on the system to provide sufficient information.” 
(Interview respondent #2) 

  

Him, alike his peer would not feel comfortable with renting out the asset to anyone and 

everyone, and he feels a natural urge to quality check the respective renter. The interviewer 

proceeds to continue with a follow-up question. “What about friends and family then?” 
  

“That would be totally different. It is basically a matter of trust, and I don’t really like the 

idea of a stranger being able to participate in my personal life” 
(Interview respondent #2) 
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On the contrary, other subjects have a different attitude boat sharing. Bear in mind that 

respondent #5 has a long history with renting out his boat with himself as a captain, but also as 

a bareboat. 

  

“I wouldn’t mind renting it out if I knew for a fact that the person was capable and someone I 

would trust as I knew he/she would respect my property.” 
(Interview respondent #5) 

  

Even though the subject wouldn’t mind renting out his boat in a collaborative consumption 

context, trust is still equally present in his mindset. This gives evidence that firms operating 

with collaborative consumption business models should regard trust as one of the most 

important cornerstones of the customer experience. 

  

Lastly, respondent #6 view the type of boat as an important factor when deciding to rent it out. 
  

“It really depends on what kind of boat it is. I wouldn’t rent out a high performance one or 

one which requires a lot of skill or knowledge about sailing. But if it was a small one, which 

wasn’t very hard to operate, I wouldn’t mind sharing it.” 
(Interview respondent #6) 

4.4 Experiences 
 
As discussed earlier, the definition of an experience varies to great extent, depending on which 

academic stance one takes. We follow Carú and Cova’s definition from 2003, where 

experiences are categorized as above all personal occurrence, usually with significant emotions 

directly caused by interaction with products, people or services. Throughout all the interviews, 

the subjects have been asked directly about their most memorable experiences, but also why 

this specific experience stands out. Many of the subjects most memorable experiences includes 

social interactions with either friends, family or both. A few of the subjects have been traveling 

throughout previous years and sailed different areas within the Mediterranean Sea. 

  

“When I was younger we used to rent different sailboats and go for smaller trips, primarily 

along the coast of Norway, but we have also rented a boat in the Mediterranean Sea” 
(Interview Respondent #6) 
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Respondent #3 elaborated upon his most memorable experience, which was when he was 

sailing in the Mediterranean, close to Sardinia. He had a strong emphasis on the weather, but 

also the freedom of opportunity to explore the smaller islands which surrounds the main island. 

Hence, the focus on the weather and the opportunity for exploration in mind, sharing this 

experience with his friends is of vital importance for his individual experience.   

  

“It was a super nice experience. As you can imagine in Sardinia, there is an amazing weather 

and ecosystem of islands, where you can stay and share nice experiences together” 
(Interview Respondent #3) 

  

Subsequently, a few recurring themes related to experiences is the opportunity to explore and 

share the experiences with friends and/or family. This is especially apparent in Respondent #1, 

who revealed that he had been discussing participating in the famous Yacht week in Croatia. 
  

“Yes, my friends and I have actually discussed whether we should rent a boat and participate 

in the Yacht week in Croatia” 
(Interview Respondent #1) 

  

He argues how the desire for participating in this specific experience, is the ability they will 

have to explore surrounding areas of the Croatian Riviera, meeting new people, and experience 

this with his friends. 

 

“I think it is the combination of being on a boat with your friends …  The fact that you are 

able to relax and enjoy yourself while exploring small islands in Croatia is something that I 

would personally like to experience” 
(Interview Respondent #1) 

  

With these experiences and opportunities in mind, it can be argued that certain sailing 

experiences could seem rather luxurious. Following this notion, all the subjects were asked 

about what they perceive as luxury, but especially if they perceive sailing as a luxurious 

activity. The concept of luxury is very subjective, as Hemetsberger et. al. argues that luxury 

from a more individual and abstract angle, is a special treat that is out of the ordinary (2011).  
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The subjectivity that concerns luxury is evident in the respondent’s replies.   
  

“No not really, at least not where I am from. You didn’t necessarily have to own the boat in 

order to participate. But luxury is also very subjective, for me it is a lot cheaper compared to 

skiing, or going golfing, like any activity where you want to go travel a lot. 
(Interview Respondent #5) 

  

“It can be but doesn’t have to be. Especially with all these new peer-to-peer platforms 

emerging … I would argue that these new platforms are a good opportunity for students like 

me to be able to sail without incurring the extra expenses.” 
(Interview Respondent #6) 

  

As stated by both respondent #5 and #6, they do not necessarily perceive sailing as luxurious. 

Respondent #5 compares sailing with other activities such as skiing, in which he argues 

requires some traveling and as a consequence, he perceives it as more luxurious than sailing. 

Respondent #6 on the other hand is more divided in his opinion, as he states that sailing “can 

be luxurious, but doesn’t necessary have to be”. One of the main arguments of his is the new 

peer-to-peer platforms that facilitates boat rentals, and how they are good instruments to lower 

the initial entry cost, and thereby decreasing the entry barriers to sailing. Respondent #2 does 

not share this perspective, as he claims that the costs related to owning a boat is huge, and 

therefore one must be privileged. 

 

“Well yes, simply due to the costs related to owning the boat” 
(Interview Respondent #2) 

  

Despite having this approach towards sailing, respondent #2 states that luxury for him is more 

about having time to do what he wants, when he wants to. 

 

“So, luxury in general is rather subjective, but for me luxury does not necessarily mean 

buying expensive clothes. But I would argue that time is a luxury and derive freedom from 

that. Being able to do what you want to do in a specific moment.” 
(Interview Respondent #2) 
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The notion of being able to do what you want, when you want it is something that Respondent 

#4 perceive as luxurious.  Respondent #4 is one of the only subjects who actually owns a boat 

on his own, and he argues how having ownership of his boat, which is docked in Christianshavn 

is a privilege. 
  

“Having the privilege of owning a boat here in Copenhagen, is personally the biggest luxury 

for me. I can just jump on the metro to Christianshavn and then go out on the boat, that's a 

unique luxury. So, boating and sailing is a luxury yes, but in many different ways.” 
(Interview Respondent #4) 
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5. Discussion 
 
Galvagno and Dalli (2014) defines co-creation as ‘the joint, concurrent, peer-like process of 

producing new value, both materially and symbolically’ (p.644). Following this definition, co-

creation is a term that is somewhat overarching as value can range from literally anything. 

Value has in this paper not been devoted particular attention to, even though it is a fundamental 

aspect of co-creation. Our understanding of value is that value is subjective in every aspect of 

the word; value for me is not necessarily value for you. Considering co-creation in a maritime 

setting, value is embedded in the experiences gained from socialization and participation in 

communities; to the concrete emotions of pleasure, but are also related motivational factors 

such as accomplishments, recognition and knowledge. 

  

The notion of sharing, co-creating value and experiences are not new and revolutionary, even 

though often portrayed in contemporary academic literature as such. As argued in the 

introduction these concepts have all been a vital part of human life and nature since the dawn 

of time. The first human settlements collaborated together to build and hunt, and they were 

very much dependent on each other in order to make the ends meet. Sharing, exchanging and 

trading resources was also more common than now, due to e.g. unestablished systems of 

money. Furthermore, the Greeks and the Romans were aware of the impact of space and the 

three-dimensional effects on humans and took these experiences into account when 

constructing monuments and buildings of importance during their respective reigns. 

  

As argued in the theory development, the enablers of collaborative consumption and virtual co-

creation are very much the same. The growing proliferation in technology and primarily the 

advents of the Web 2.0 and information and communication technologies has allowed people 

to share not only information, but also assets. We also see that the underlying motivations for 

participation share many of the same traits. The interaction between consumers (co-creation), 

and the ability to manage meaningful experiences, are also what constitutes collaborative 

consumption. Our humble opinion is henceforth that these concepts are somehow interrelated, 

and that co-creation occurs in a unique ecosystem where interactions, emotions and motivations 

form the basis for meaningful experiences. 

  

Another interesting finding, when discussing collaborative consumption in a maritime context 

is that many of the interview respondents view boats as something too personal, which in turn 
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makes them hesitant towards renting it out. This is interesting, as the subjects who argued this 

also happen to be users of Airbnb, an online marketplace that facilitates home rentals. This 

raises question such as: are homes not equally personal? Where does the line go? Is it simply 

the maturity of the market, and that people yet have to be comfortable with renting out other 

assets? On one hand, it can be argued that there possibly exist larger and more complex risks 

associated with boat rentals, simply because boats require more of you than just ‘putting the 

key in the keyhole and turning it around’. The hypothesis is therefore that this in turn will 

require a higher degree of trust among collaborative members.  

 

An interesting observation which became clear in an interview is that the only respondent who 

has personal ownership of a boat (#5), showed a genuinely positive attitude towards renting it 

out in a collaborative consumption setting. His only prerequisite was that the potential renters 

have sufficient experience, and the correct license. This is especially interesting, as many of 

the other respondents who has access to but not ownership of boats, are reluctant to renting it 

out, as they view the asset as ‘too personal’. There could be numerous reasons for this, for 

example that the boat is owned by the family, and not themselves. Nonetheless it is rather 

interesting that such a hesitation changes once ownership is transferred. 

  

In regard to luxury, we strongly agree with the literature in that luxury is subjective. However, 

since boats are assets of high value, our initial thoughts were that our interview subjects would 

value boating and sailing as something associated with luxury. Nevertheless, when asked if 

they portray sailing and boating as luxury, one could potentially argue that some respondents 

take luxury for granted due to having brought up with it. Considering the quote “at least not 

where I am from”, the respondent is conscious in that sailing can be luxurious, but in his mind, 

it is not - as he has been brought up with it. 

  

Hemetsberger, Von Wallpach and Bauer propose that luxury is not experienced in enclaved 

luxurious spaces and contexts but integrated in consumers’ daily lives (2012). Their approach 

implies that any material thing, or any consumer experience might be perceived as luxurious if 

consumers attach luxurious meaning to it. Therefore, when Respondent #2 argues that he views 

freedom and time as luxury, being on a boat in the Mediterranean, free of stress, is a luxurious 

moment to him. Accordingly, when Respondent #4 argues that he does not views sailing as 

luxury, it is not. Taking this into account, we are not at power to label sailing as luxurious, due 
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to luxury being a multifaceted concept which depends on the social identity of the subject in 

question. 

 

As argued continuously, there are several resemblances between participation in co-creation 

and collaborative consumption. The concepts derived from literature ranges from community 

(Ind et al, 2011), knowledge sharing and knowledge acquisition (Hoyer et al, 2010; Füller, 

2010), socialization (Füller, 2010; Fernandes & Remelhe, 2015), trust (Botsman & Rogers, 

2010; Ind et al, 2011; Schor, 2015) time/freedom (Etgar, 2008) recognition (Broadie et al, 

2011), self-fulfillment (Hoyer et al, 2010), enjoyment (Füller, 2010, Hoyer et al, 2010) and 

financial gains (Füller, 2010; Hamari et al, 2016). Besides the latter, these concepts were all 

present among our interview respondents, and we can thereby confirm what’s already been 

found in the existing literature. Even though finance and monetary compensation was found as 

a motivator for participation in collaborative consumption during the theory development, our 

empirical data shows that economizing is not a pressing issue for our interview respondents. 

Whether this is due to our population size being overrepresented by young and privileged white 

males living in Denmark, or whether it is due to a majority of the respondents having ownership 

over boats is a matter of speculation. However, it could be an interesting departure for future 

researchers. 

  

Concepts not present in existing literature, but which derived from empirical research are 

namely, inheritance, relaxation and experiences. The latter is not a theme per se, but more an 

outcome of both co-creation and collaborative consumption, and we have consequently tried 

to showcase how experiences is a direct result of the two.  
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6. Conclusion 
 
This study contributes to literature in several ways. In the findings and discussion section we 

have tried to answer how people and organizations co-create in a maritime setting. We have 

displayed how this is done primarily through social interactions, labelled as socialization. 

Communities have also been found to be an arena where users derive value such as meaning, 

relationships and knowledge. Furthermore, Social Medias is an arena where our interview 

respondents co-create actively. By posting and sharing photos, likes and comments - the 

respondents co-create meanings of belonging, reputation and they tend to brag about their 

accomplishments and experiences in an online setting. 

  

So why do people and organizations co-create in a maritime setting? Building on the 

aforementioned, users co-create to gain and experience different states of emotions, such as 

freedom, relaxation, enjoyment and trust. These different states of emotion (other than 

enjoyment) was found during empirical data gathering and are consequently an answer to why 

people participate in co-creation in a maritime setting. Further, respondents co-create to interact 

with like-minded; to socialize; and to build and maintain new relationships. Considering 

motivations for participation, it was found that the respondents are motivated by a mixture of 

intrinsic and internalized extrinsic motivations. This surrounds specific motives such as e.g. 

knowledge acquisition and knowledge sharing; alongside recognition by peers, through e.g. 

Social Media. Another interesting finding, where the research contribute to literature, is 

labelled as inheritance. It was found that almost all interview respondents have been introduced 

to sailing by their father. In accordance with this, we find that inheritance and particularly 

fatherhood could be an underlying reason to why our respondent engages in sailing, and as a 

result, why they co-create in a maritime setting. 

  

The findings of numerous past studies, according this one, is that consumers derive value from 

interactions with other consumers both during the primary service encounter (when they set 

sail), but also before and after, and on various other platforms. The result of co-creation in a 

maritime setting, is that consumers obtain meaningful experiences, and a stream of positive 

emotions. They create and build new relationships, enhance existing relationships, and generate 

new knowledge. They also gain personal accomplishments and a sense of self-fulfillment. In 

regard to our model, our desire is that it shall serve as a visual interpretation over how the four 
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pillars (Interaction, Emotions, Motivations and Experiences) are interrelated within the context 

of co-creation in a maritime setting. 

7. Limitations 
 
As the thesis started to unfold, it became evident that the phenomenon of sharing economy is 

a term which is exceedingly comprehensive and can be applied within almost every sharing 

context. The concepts of sharing economy, collaborative economy, and collaborative 

consumption has evolved tremendously within the last couple of years, which also makes it a 

difficult topic to investigate. This is due to the number of different scholars who touch upon 

the topic, and without a clear-cut definition it becomes widespread and exposed to individual 

interpretations. As a consequence, this thesis has had to make a distinction between the 

phenomena of sharing economy, collaborative economy and collaborative consumption. In 

addition, this thesis incorporates theory and literature from multiple fields of research with the 

intention of gaining a profound insight into the concepts of collaborative consumption and co-

creation. 

 

Regarding the population of interview respondents, there is an overrepresentation of a specific 

group, namely young white males living in Denmark. Another point worth mentioning, is that 

many of the interview respondents can be classified as privileged, and their life-world has 

consequently shaped the course of research. The findings section would probably look very 

different if the researchers had interviewed the average Danish boat owner. 

 

Considering the sampling technique, there is an ethical issue concerning snowballing. All study 

participants should technically not be asked to identify other potential participants, but rather 

encourage others to come forward (Bryman, 2016). This was however, due to network issues 

difficult to avoid.  
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8. Further research 
 
We recognize and appreciate that this thesis can open new areas of research in order to develop 

a more nuanced understanding of value co-creation in the collaborative economy. Throughout 

the research process, we have made choices that as a matter of course narrowed the research 

field and focused the aim of the study. Due to the thesis’ exploratory research nature, the 

findings open for several interesting points for further research. 

 

One point of departure could for example be to conduct a similar study on female sailors, in 

order to investigate whether gender has an influence on participation in co-creation in a 

maritime setting. Contrasting the resultant findings with this paper’s conclusions could in turn 

further refine or change the framework in order to increase the scope of logic for future 

researchers, and thereby generalize findings.  

 

Furthermore, a more comprehensive study, investigating sailing and boating communities 

could provide valuable information on co-creation in a maritime setting. Drawing on several 

studies from the theory development (e.g. Füller 2011, Ind et al 2013), which revealed that a 

sense of community contributes significantly to participants positive co-creation experiences, 

one could by researching a sailing community gain a large sample size with a diversified 

population, which in turn could add relevant knowledge to co-creation in a maritime setting 

from a community perspective. 
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10. Appendix 
 

 
Graph 1: The appearance of the sharing economy startups in 2000-2014 by quarters, source: 

Olson and Kemp, 2015 

 
 

Transcript Themes Specific Motive Excerpt 
#1 
 
 “Please tell me about your most 
memorable sailing experience” 
 
Well, my most memorable sailing 
experience was probably when I 
participated in a Norwegian sailing 
competition called Færder´n. We 
entered the competition last year, and 
we actually came second place I 
think. This was also my first time 
participating in a competition, so all 
in all, it was a really good 
experience.  
 
“What was so good about it?” 
 
Hm, I think that we were about 12 
people primarily my nearest family. 
So I really enjoyed the social aspects 

 
 
 
 
 
Accomplishment 
 
 
 
 
 
 
 
 
 
 
 
Socialization 
  
 

 
 
 
 
 
Acknowledgement 
(Intrinsic)  
 
 
 
 
 
 
 
 
 
 
Being social with friends 
and family  
(Intrinsic) 

 
 
 
 
 
“We entered the 
competition last year, 
and we actually came 
second place I think. This 
was also my first time 
participating in a 
competition, so all in all, 
it was a really good 
experience” 
 
 
 
“So I really enjoyed the 
social aspects of it, and 
we also had a lot of fun 
during the sailing” 
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of it, and we also had a lot of fun 
during the competition. We had some 
time to enjoy a couple of drinks and 
some nice food, so yes it was a really 
nice experience.  
 
“And just to clarify, the Færder’n 
race is the sailing competition which 
starts in Oslo and ends in the Oslo 
Fjord correct?” 
 
Yes, that is correct, it ends at a 
lighthouse in the middle of Oslo 
Fjord.  
 
“Sounds cool, you told me that you 
were with a large group of people 
and it was both social and fun. But 
was this due to the amount of people, 
and being surrounded by family, or  
was it the specifically the 
competition which you found most 
enjoyable?” 
 
It was not only the competition, I 
really enjoyed being surrounded by 
my family. We didn’t actually 
compete in the most “hard-core 
class” so it was primarily to spend 
quality time with my family and 
having fun while getting a nice 
experience.  
 
“Great, let’s move on to some other 
questions. Can you remember if you 
captured the experience in some 
way? Did you take any photos or post 
anything on social media?” 
 
I  think I used Snapchat. but I don’t 
think I used anything else. But I think 
my dad posted something on 
Facebook, but other than that no, I 
don’t think so.  
 
“Could you please elaborate what 
you enjoy about sailing?” 
 
Yes, of course. I really enjoy the 
relaxation aspect of it. It is really nice 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Socialization 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Recognition 
 
 
 
 
 
 
Freedom 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Being social with friends 
and family 
(Intrinsic) 
 
 
 
 
 
 
 
 
 
 
 
 
 
Exposure/recognition 
through social media 
Snapchat 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
“It was not only the 
competition, I really 
enjoyed being 
surrounded by my 
family” 
 
 
 
 
 
 
 
 
 
 
 
 
“I think I used Snapchat” 
 
 
 
 
 
 
“I really enjoy the 
relaxation aspect of it. It 
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to just turn off the engine and put up 
the sails and get going. I also feel it is 
a really good opportunity to be with 
your family and friends in a different 
setting.  
 
“Thank you, you mentioned that you 
enjoy being in a different setting with 
your family, am I correct to assume 
that your family might own a boat?” 
 
Yes, my family has a Bavaria Cruiser 
42 feet sailboat. I think my parents 
bought it around 10 years ago. Before 
owning our own boat, our only 
sailing experience was in Greece, 
where we rented a boat and explored 
some small islands.  
 
“Was this only with your family on-
board, or did you have a crew with 
you?  
 
No, this was only me and my family. 
My dad has been really active in 
different sailing communities for 
many years, and he is very passionate 
about sailing in general. He is one of 
the primary reasons that our family 
goes sailing. 
 
 
 
“So, do you know whether this 
community that your father is/was a 
part of is a yacht club or more of an 
online community?” 
 
Yes, it is more or less our local yacht 
club. I don’t actually know that much 
about it, but I just know that they 
meet up a few times a year. In 
addition, he enjoys these big sailing 
events where companies get to 
introduce their latest technology etc.  
 
“Cool, are you personally engaged in 
any of these?” 
 
No, I am not.  

Relaxation 
 
 
 
 
 
 
 
 
 
 
 
 
Low entry-
barrier 
 
 
 
 
 
 
 
 
 
 
Inheritance 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Different social setting, a 
unique way of being 
together 
 
 
 
 
 
 
 
 
 
 
Believes that finding and 
accessing a boat is an easy 
process 
 
 
 
 
 
 
 
 
 
Got introduced through 
his passionate father. 
Father-son relationship. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

is really nice to just turn 
off the engine, put up the 
sails and get going” 
 
“I also feel it is a really 
good opportunity to be 
with your family and 
friends in a different 
setting” 
 
 
 
 
“I think my parents 
bought it around 10 years 
ago. Before owning our 
own boat, our only 
sailing experience was in 
Greece, where we rented 
a boat and explored some 
small islands.” 
 
 
 
 
 
“My dad has been very 
active in different sailing 
communities for many 
years, and he is really 
passionate about sailing 
in general. He is the 
primary reasons why our 
family goes sailing.” 
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“So, what do you think in terms of 
being on a boat alone compared to 
being with family and friends?” 
 
Hm, I guess I’ll miss the social 
aspect of sailing, but on the other 
hand you might actually get really 
relaxed. But I would probably get 
bored at some point.  
 
“How do you perceive sailing? Is it 
something you find luxurious?” 
 
No, not really. I think there a many 
people who own their own boat. So I 
wouldn’t say it is luxurious per se, 
but then again, it is not everyone who 
actually can afford one. But I guess 
you find lots of people with average 
incomes who owns a boat, but might 
not be the biggest one, but it is still a 
boat at least.  
 
“Where did you actually learn to 
sail? Is it something that your father 
taught you, or did you attend a 
summer camp?” 
 
I actually went to a summer camp for 
a couple of years, from when I was 7 
to 10 years old I think. But my dad 
has taught me a lot throughout the 
years. But I have a boat license of 
mine own, which I have had for the 
last three years.  
 
“So, you are allowed to take a boat 
out yourself?” 
 
Yes, I have done that with my 
girlfriend a few times, but not very 
often.  
 
“Have you ever heard about sharing 
economy boat-services, such as 
Boatflex, Boatsetter, Goboat?” 
 
Yes, I have heard about it. I actually 
think I rented a boat through Goboat 

 
 
 
 
 
 
Socialization 
Freedom 
Impatience  
 
 
 
 
 
 
Inheritance  
Upbringing 
 
 
 
 
 
 
 
 
 
 
 
 
 
Community 
Knowledge 
acquisition 
Inheritance 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
Be able to get a break 
from daily routines, but 
might get lonely 
 
 
 
 
 
 
Takes for granted what 
luxury is (Due to being 
brought up with it). 
 
 
 
 
 
 
 
 
 
 
 
 
Relationship building and 
Learning to master new 
skills 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
“I guess I’ll miss the 
social aspect of sailing, 
but on the other hand you 
might actually get really 
relaxed” 
 
 
 
 
 
“No, not really. I think 
there are many people 
who owns their own 
boat. So I wouldn’t say it 
is luxurious per se, but 
then again, it is not 
everyone who actually 
can afford one” 
 
 
 
 
 
 
 
“I actually went to a 
summer camp for a 
couple of years, from 
“When I was 7 to 10 
years old I think. My dad  
has also taught me a lot 
throughout the years.” 
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once. It is the ones which are sailing 
around in the canals of Copenhagen 
right? 
 
“Yes, that is correct. Did you enjoy 
that experience?  
 
Well, I must admit I had a couple of 
drinks. But yes, it was basically just a 
good opportunity to enjoy the 
weather in Copenhagen.  
 
“If you owned a boat of your own, 
would you ever consider renting it 
out?” 
 
I actually don’t know, as I think a 
boat is quite personal. We have many 
private belongings on ours, so I don’t 
think that would be an option.  
 
“What about to your friends or close 
family members? 
 
That would be totally different. It is 
basically a matter of trust, and I don’t 
really like the idea of a stranger being 
able to participate in my personal 
life. And I would probably be more 
comfortable sharing it with 
family/friends as I trust them.  
 
“As you said, you have already tried 
renting a boat. Is it something that 
you would do again?” 
 
Yes, my friends and I have actually 
discussed whether we should rent a 
boat and participate in the Yacht 
week in Croatia. But it is kind of 
expensive, so we also talked about 
just sailing in Croatia outside the 
general peak season. But it is actually 
quite expensive either way, because 
you have to hire a captain and crew, 
as it is not allowed to sail the boat 
yourself even though you have a 
license.  
 

 
 
 
 
 
 
 
 
 
 
Experience 
 
 
 
 
 
 
 
 
Trust 
 
 
 
 
 
 
 
 
Trust 
 
 
 
 
 
 
 
 
 
 
 
Experience  
Socialization 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
Enjoying Copenhagen 
from the waterfront 
 
 
 
 
 
 
 
Too personal, doesn’t feel 
comfortable with sharing. 
Where does the line go? 
Homes are equally 
personal? Draw a line 
with AirBnb 
 
 
 
Already a part of their 
lives, as they have been 
included/invited to take 
part   
 
 
 
 
 
 
 
 
Take part in an experience 
with friends, be able to 
share it. Experience 
sharing. 
 
 
 

 
 
 
 
 
 
 
 
 
 
“But yes, it was basically 
just a good opportunity 
to enjoy the weather in 
Copenhagen.” 
 
 
 
 
 
 
“I actually don’t know, 
as I think a boat is quite 
personal. We have many 
private belongings on 
ours, so I don’t think that 
would be an option” 
 
 
 
“That would be totally 
different. It is basically a 
matter of trust, and I 
don’t really like the idea 
of a stranger being able 
to participate in my 
personal life” 
 
 
 
 
 
 
“Yes, my friends and I 
have actually discussed 
whether we should rent a 
boat and participate in 
the Yacht week in 
Croatia” 
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“But it is something that you have 
considered?” 
 
As my parents boat is in Norway, I 
wouldn’t consider doing it in 
Scandinavia. But no, I wouldn’t mind 
renting a boat in either southern 
France, Croatia, Greece or alike.  
 
 
“Perfect, in terms of the Yacht Week 
in Croatia, what is it that you find 
most appealing about this? 
 
I think it is the combination of being 
on a boat with your friends. I have 
heard numerous positive feedback 
from friends who have participated in 
previous years. The fact that you are 
able to be on the sea, party and enjoy 
yourself while exploring small 
islands in Croatia is something that I 
would like to experience.  

 
 
 
 
 
 
 
Convenience 
(Luxury) 
 
 
 
 
 
 
 
 
 
Socialization 
Freedom 
Experience 
(Exploring) 
 
 
 
 

 
 
 
 
 
 
 
Being able to take the 
boat in Norway as it is 
relatively close  
 
 
 
 
 
 
 
 
Sharing the experience 
with someone that you 
like to spend time with. 
Exploring new 
destinations. 

 
 
 
 
 
 
 
“As my parent’s boat is 
in Norway, I wouldn’t 
consider doing it in 
Scandinavia. But no, I 
wouldn’t mind renting a 
boat in either southern 
France, Croatia and so 
forth” 
 
 
 
“I think it is the 
combination of being on 
a boat with your friends 
…  The fact that you are 
able to relax and enjoy 
yourself while exploring 
small islands in Croatia 
is something that I would 
like to experience”  

#2.  
 
“Please tell me about your most 
memorable sailing experience?” 
 
My most memorable experience was 
about two years ago, when I was 
sailing with my family in Southern 
France (St. Tropez). We used to do 
this for a few years, some time ago, 
and it was a really good experience 
as I enjoy the whole atmosphere 
surrounding sailing. It is like 
camping on water.  
 
“What specifically made this 
experience the most memorable?” 
 
So we were on a 33 feet sailing 
yacht, of course it is nice wherever 
you are, as long as the weather is 
good. But I think the best part for me 

 
 
 
 
 
Socialization 
Enjoyment 
  
 
 
 
 
 
 
 
 
 
 
Freedom 
Enjoyment 
 

 
 
 
 
 
Sharing the experience 
with family, recurring 
trips to Southern France 
 
 
 
 
 
 
 
 
 
 
Highlights how weather is 
of importance, and that 
space is an issue on boats 

 
 
 
 
 
“Sailing is like camping 
on water” 
 
 
 
 
 
 
 
 
 
 
 
“I think the best part for 
me is the fact that when 
you are on a boat, space 
is an issue and you 
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is the fact that when you are on a 
boat, space is an issue and you 
actually have to spend time together. 
Also you are able to jump in the 
water whenever you feel like it 
during the day.  
 
“Do you remember if you captured 
the moment, and posted in on social 
media?” 
 
Yes, of course. I love taking pictures, 
and especially when I am together 
with my family. I mostly share them 
on Instagram, but it used to be 
Facebook. I actually think I uploaded 
two pictures of me and one of my 
family.  
 
“What is it that you enjoy about 
being on a boat?” 
 
I think the thing about sailing is that 
you are basically free, you can go 
wherever you want to. You might 
have a direction of where you want to 
go, but you might get a new idea 
while sailing and then you are not 
restricted by anything. You haven’t 
really pre-booked everything, so you 
have a lot of different options. You 
can decide whether you want to sleep 
on the open sea, or in a harbour. I 
think freedom is the thing I enjoy the 
most.  
 
“So feeling free is a rather important 
factor for you?” 
 
When it comes to sailing, then yes.  
 
“Thank you, I would like to move on 
with the questions in a different 
direction. Do any of your closest 
friends of family own a boat?” 
Well yes, sort of at least. My dad 
used to own a boat, but currently one 
of our close family friends have a 
yacht.  
 

 
 
 
 
 
 
 
 
 
 
 
Recognition 
 
 
 
 
 
 
 
 
 
 
Freedom 
(Flexibility) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

so being close is 
unavoidable 
 
 
 
 
 
 
 
 
 
Is active on different 
social medias; enjoys 
taking photos and 
showing what he is up to 
on a regular basis 
 
 
 
 
 
 
Enjoys the freedom 
sailing bring, as he can go 
from one location to 
another one without any 
hassle. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

actually have to spend 
time together. Also you 
are able to jump in the 
water whenever you feel 
like it during the day” 
 
 
 
 
 
“I love taking pictures, 
and especially when I am 
together with my family. 
I mostly share them on 
Instagram, but it used to 
be Facebook” 
 
 
 
 
 
“You can decide whether 
you want to sleep on the 
open sea, or in a harbour. 
I think freedom is the 
thing I enjoy the most” 
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“Do you or any of them take part in a 
sailing community?” 
 
Well, I am a big fan of the America's 
cup. So I guess I am participating in a 
sort of community through social 
media, as I follow different teams, 
but my favorite is BMW-Oracle. As I 
like and comment on pictures, I 
would argue that I am participating in 
a community, yes.  
 
“What does being on a boat alone 
opposed to being with others mean to 
you? 
 
Well, you are exposed to loneliness. I 
guess you also exposed to a bigger 
risk as you have to take care of 
yourself as no one can save you if 
needed. I would argue that whenever 
going on a boat, you should be with a 
group and not alone.  
 
“You previously said that your most 
memorable experience was when you 
were sailing in southern France, do 
you perceive sailing as a luxurious 
activity? 
 
Well yes, simply due to the costs 
related to owning the boat. But also 
just to charter one is quite expensive. 
But you can of course find some 
boats who are not that expensive, and 
you are able to keep the cost low if 
you are willing to dock it in a 
cheaper harbour. But in perspective 
of my own personal experience in 
southern France, where you have to 
pay to charter the boat, the harbours, 
the dinners etc. I would say it is quite 
expensive and therefore luxurious.  
 
“What do you perceive as a luxury in 
general?” 
 
So luxury in general is rather 
subjective, but for me luxury does 
not necessarily mean buying 

 
 
 
 
 
Co-creation 
Virtual 
Community 
 
 
 
 
 
 
 
 
 
Isolation 
Risks 
 
 
 
 
 
 
 
 
 
 
 
Luxury 
Finance 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
Enjoys following sailing 
competitions; is under the 
importance that he is a 
part of an online 
community 
 
 
 
 
 
 
Views sailing as a group 
activity, does not have 
any interest in being on a 
boat alone, as it is the 
social aspects of being 
together in groups that 
motivate him 
 
 
 
 
 
 
 
Views sailing as a 
luxurious activity. 
Highlights that sailing in 
France is generally an 
expensive alternative. 
Expensive equals luxury 
in his belief. 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
“As I like and comment 
on pictures, I would 
argue that I am 
participating in a 
community, yes” 
 
 
 
 
 
 
 
“Well, you are exposed 
to loneliness. I guess you 
are also exposed to a 
bigger risk as you have to 
take care of yourself as 
no one can save you” 
 
 
 
 
 
 
 
 
“I would argue that 
whenever going on a 
boat, you should be with 
a group and not alone” 
 
 
“Well yes, simply due to 
the costs related to 
owning the boat” 
 
 
 
 
 
 
 
 
 
“But I would argue that 
time is a luxury and I 
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expensive clothes. But I would argue 
that time is a luxury and derive 
freedom from that. Being able to do 
what you want to do in a specific 
moment.  
 
“As you said previously, you find 
sailing to be quite luxurious. But in 
correlation to the web 2.0 sailing has 
become easier due to peer-to-peer 
platforms and through online 
offerings, are you aware of that? “ 
 
No, actually I am not.  
 
“So i assume you are not familiar 
with companies such as boatsetter, 
boatflex or GoBoat?”  
 
No I am not. 
 
“If you owned a boat personally, how 
would you feel towards renting it 
out? 
 
I would say it makes sense, we have 
seen what Airbnb did to the sharing 
economy. But if you had asked me 
10 years ago, I would have said no. 
But now I could see myself 
participate in it, since I could re-
finance myself and being able to 
share some of my assets, it is a nice 
concept.  
 
“In terms of that, a boat is a rather 
expensive asset and might also be 
very personal in some sense. Would 
you say that trust is a factor 
involved? Would you mind renting it 
out to everyone or would you have 
some restrictions? 
 
Of course I wouldn’t rent out my 
boat to everyone, there needs to be 
established some sort of system of 
trust. Where you are able to rely on 
the system to provide sufficient 
information, and to make sure that 
this person will treat your boat with 

Luxury 
Freedom 
(Intrinsic) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Finance 
(monetary 
compensation) 
Extrinsic 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Trust 
 
 
 

Is aware that luxury is 
subjective. Argues how 
time is a luxury, and from 
time he can derive his 
freedom. Being able to do 
what he wants without 
stress 
 
 
 
 
Is unaware of P2P 
services that provide boat 
rentals 
 
 
 
 
 
 
 
 
 
 
 
Generally positive attitude 
to sharing economy, 
recognized that he has 
matured with age 
 
 
 
 
 
 
 
 
 
 
 
 
 
Does not feel comfortable 
with renting out the asset 
to everyone, will need to 
quality check the 
respective user. 

derive freedom from that. 
Being able to do what 
you want to do in a 
specific moment” 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
“..now I could see myself 
participate in it, since I 
could re-finance myself 
and being able to share 
some of my assets, it is a 
nice concept” 
 
 
 
 
 
 
 
 
 
 
 
 
“..there needs to be 
established some sort of 
system of trust. Where 
you are able to rely on 
the system to provide 
sufficient information.” 
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the necessary respect. There needs to 
be a system in place to ensure this.  
 
“Would you personally participate in 
a shared boating experience, that 
could be a scenario where some of 
the participants are your friends and 
the other are strangers? 
 
Yes, why not? I have done something 
similar, I was in Australia once 
where we did exactly this, which I 
really enjoyed, so yes it is definitely 
something that I would do again.  
 
“What parts did you enjoy the most?” 
 
I think if you are together with 
strangers, or you don’t know the 
people that well, you get a good 
opportunity to get to know them as 
space is very limited on  boat.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Socialization  
Relationships 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Recognizes that being on 
a boat with strangers can 
transform into new 
meaningful relationships 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
“If you are together with 
strangers, or you don’t 
know the people that 
well, you get a good 
opportunity to get to 
know them as space is 
very limited on  boat."  
 

#3. 
 
“Please tell me about your most 
memorable sailing experience?” 
 
Okay, so I had a few in my life. But 
I have to say that the most 
remarkable was when I sailed in 
Sardinia for a few days with my 
friends. It was a super nice 
experience, as you can imagine in 
Sardinia there is an amazing 
weather and ecosystem of islands, 
where you can stay, and share nice 
experiences together.  
 
“Okay, very well, thank you. Could 
you please try to describe a few 
things that made it so remarkable?” 
 
I think that the weather was of 
particular importance, it is not 

 
 
 
 
 
Nature 
 
(Uncontrollable) 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
The amazing weather 
combined with the nature 
and friends, made the 
experience unforgettable 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
“It was a super nice 
experience, as you can 
imagine in Sardinia 
there is an amazing 
weather and ecosystem 
of islands, where you 
can stay, and share nice 
experiences together”  
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equally nice if it starts raining. And 
the people I went with were some 
of my best friends - they wanted to 
have the same outcome as me for 
the sailing trip, which was enjoying 
ourselves and basically just having 
a good time. So for instance we had 
some good moments were we 
where chilling on the boat with 
some wine and beers, listening to 
some nice music. My friends and I 
pretty similar personal traits, which 
was really nice.  
 
“So being together with like 
minded-people and the social 
aspects of it?” 
 
I think the social aspect is the most 
important, it is an intimate 
experience being together on a 
boat. And it is nice to share it with 
people you know well.  
 
“Thank you, can you remember if 
you captured this moment in any 
specific way? Did you take photos, 
share it on social media etc? 
 
Yes, we were all equipped with 
phones and a gopro (small camera) 
as well, so when we were in the sea 
we were diving with the gopro, we 
didn't share it right away but we 
made an edit of the trip afterwards 
which was posted on Facebook, and 
also as you can imagine… 
Snapchat, Instagram stories, I can 
remember we all posted on our 
social networks at least once or 
twice.  
 
“And this boat that you was on, 
who owned that?” 
 
It was one of my friends’ 
catamaran, we were about 8 people 

Enjoyment of 
activity 
 
Spending time 
with like minded 
peers 
 
Music 
 
  
 
 
 
 
 
 
 
 
 
 
Socialization 
Intimacy  
Friends 
 
 
 
 
 
 
 
 
 
Virtual co-
creation 
 
Recognition 
 
 
 
 
 
 
 
 
 
 
 

Highlights the weather 
again as an important 
factor for the experience 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
 
 
 
The subject views being 
on a boat as an intimate 
experience and prefer to 
be with people he knows 
 
 
 
 
 
 
 
 
The subject co-creates 
through social medias 
 
Video edit from the trip 
went viral → Social 
media exposure 
 
 
 
 
 
 
 
 
 

“I think that the weather 
was of particular 
importance, it is not 
equally nice if it starts 
raining” 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
“I think the social 
aspect is the most 
important, it is an 
intimate experience 
being together on a 
boat.” 
 
 
 
 
 
 
“..we made an edit of 
the trip afterwards 
which was posted on 
Facebook, and also as 
you can imagine… 
Snapchat, Instagram 
stories, I can remember 
we all posted on our 
social networks at least 
once or twice” 
 
 
 
“..but overall i don't 
think the experience 
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on this trip, friends from the 
university. The same summer we 
actually rented another boat, it was 
not as nice as my friends boat, but 
overall i don't think the experience 
would have been any different if 
the boat was rented opposed to 
being owned.  
 
“And what is it specifically that you 
enjoy about being out on the sea?” 
 
Ehm, I really like the sense of 
freedom, and not having 
boundaries, and being in an 
environment that is not “yours”. 
You never know what’s gonna 
happen, most of all what I enjoy is 
the sense of freedom that you have, 
the wind is blowing, you feel close 
to the nature. This is powerful, 
when you experience the greatness 
of the sea you understand that 
humans are really just a small part 
of this world of ours.  
 
“Okay, have you personally taken 
part in any boating or sailing 
community? That could be a yacht 
club, or on Facebook, online 
forums etc?” 
 
Actually, in Sardinia there is a 
sailing group on Facebook where 
you can rent boats, or understand 
something about renting a boat, its 
not properly like a club, but you 
can join it, ask for feedback and 
find out where to sail, where to go 
basically. You can ask questions 
like “did anyone take this route, 
how is the weather or water in this 
particular location”. So it is like a 
community in one way, and I took 
part of it, we also uploaded the edit 
we made there and it went  kind of 
viral that summer in Sardinia.  

 
Relationship 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Freedom 
 
Nature 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Virtual/online 
community 
 
 
 
 
 
 
 
 

 
Does not think the 
experience would have 
been any different if the 
boat was rented or not 
 
 
 
 
 
 
 
 
 
 
 
Recognizes that humans 
are only a minor part of 
the world and that there is 
something bigger than us 
 
 
 
 
Subject believes the sea 
offers him ‘powerful’ 
experiences 
 
 
 
 
 
 
 
 
 
 
Subject used social 
networks to navigate in 
the unknown 
 
 
 
 
 
 
 

would have been any 
different if the boat was 
rented opposed to being 
owned” 
 
 
 
 
 
 
 
 
 
 
 
 
“I really like the sense 
of freedom, and not 
having boundaries, and 
being in an environment 
that is not ‘yours’.. “ 
 
 
 
“.. when you experience 
the greatness of the sea 
you understand that 
humans are really just a 
small part of this world 
of ours” 
 
 
 
 
 
 
 
“Actually, in Sardinia 
there is a sailing group 
on Facebook where you 
can rent boats, or 
understand something 
about renting a boat” 
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“What does being on a boat alone 
opposed to being with others mean 
to you?” 
 
Ehm, first of all I can’t sail a boat 
alone, I wouldn’t feel comfortable, 
the sea can be an very 
uncomfortable setting and anything 
can happen, so being alone I would 
feel probably sad or unsatisfied. I 
know some people do it, but maybe 
they use the opportunity to chill out 
and read a book or whatever, but at 
the moment I never tried it. Being 
with other people means alot to me, 
the experience really starts once 
you are at least two people.  
 
“Do you perceive sailing as a 
luxurious activity/hobby?” 
 
It depends on where you go sailing, 
and the setting in which you do it. I 
mean if I go sailing in the canals of 
copenhagen with a GoBoat for 
instance, this is a service where you 
can rent a boat here, I would not 
perceive it as a luxurious 
experience. But if by luxury we 
refer to expensive or unique things 
like a different environment, like 
Sardinia, St. Tropez etc, then it is 
for sure a luxurious experience 
because I am in a place where 
things are beautiful and unique, and 
i have that sense of freedom like i 
told you before. So I would say yes, 
in a certain situation and context, 
but it doesn’t have to be. 
 
“Mhm, i see. So you told me about 
GoBoat, which is interesting 
because this bridges the next 
question. You have obviously heard 
about these boat sharing/renting 
services, have you ever used any?” 

 
 
Co-creation 
 
 
 
 
 
 
Unity 
 
Uncomfort 
 
 
 
Socialization 
 
 
Loneliness 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
Co-creation led to them 
finding a good route 
 
 
 
 
 
Subject thinks it is very 
unlikely he will sail by 
himself, as he view sailing 
as a group activity and 
recognized experiences as 
being together in unity 
 
 
 
 
 
 
 
 
 
 
 
 
 
Luxury is subjective, and 
it depends on what type of 
sailing we refer to 
 
 
 
 
 
 
Does not view GoBoats or 
similar services as 
luxurious, it depends on 
the time and place 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
“I wouldn’t feel 
comfortable, the sea can 
be a very uncomfortable 
setting and anything can 
happen, so being alone I 
would probably feel sad 
or unsatisfied” 
 
 
“It depends on where 
you go sailing, and the 
setting in which you do 
it” 
 
 
 
 
 
 
“So I would say yes, in 
a certain situation and 
context, but it doesn’t 
have to be” 
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Yes, I have used GoBoat. I think 
there is one more actually. 
Something with friends of family.. 
hmm..  
 
“Friendship boats you mean? 
 
Yes, exactly. But I only used 
GoBoat a few times. I think it is an 
amazing way to start the summer, it 
is a really nice idea. Obviously it 
has a lot of room for improvement, 
but I think they capture the fact that 
sailing is a nice experience if you 
do it together, especially in a city 
like Copenhagen, that has very nice 
and large canals. You also feel 
secure. 
 
“I see, if you owned a boat, how 
would you feel towards renting it 
out? 
 
Ehm, I feel that boats are 
something really personal, so I 
would feel scared for sure. But on 
the other hand, if I am sure there is 
an insurance that insures me - in 
case that some idiot trashed my 
boat. Actually, not only insurance, I 
would actually like to know who 
the people are I guess. In other 
words, is it people that I can trust. 
Maybe implement reviews, that 
would certainly be beneficial.  
 
“Certainly, how do you feel about 
renting a boat opposed to a room on 
Airbnb or your car for instance?” 
 
Hmm, maybe I am wrong but, I 
think it is easier to f*** up a boat 
than a room or whatever. If you 
break something in a room, it not 
that difficult to fix it. Also Airbnb, 
has verified users, which certainly 

 
 
 
 
 
 
First mover..? 
 
 
 
 
 
 
 
 
 
Unity 
 
 
 
 
 
Security 
 
 
 
 
 
 
Negative 
 
 
 
Skepticism 
 
 
Trust 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
Subject is well aware of 
these offerings 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Views the boat as 
something too personal. 
Why is this? It is 
interesting 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
“I think it is an amazing 
way to start the summer, 
it is a really nice idea” 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
“I feel that boats are 
something really 
personal, so I would feel 
scared for sure. But on 
the other hand, if I am 
sure there is an 
insurance that insures 
me - in case that some 
idiot trashed my boat. 
Actually, not only 
insurance, I would 
actually like to know 
who the people are I 
guess. In other words, is 
it people that I can trust. 
Maybe implement 
reviews, that would 
certainly be beneficial”  
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help with the reviews and gives me 
some sort of insurance. Actually 
not ensure me, but gives me and 
indication that i can trust them i 
guess. The same has to be in place 
in terms of boat rentals.  
 
“Right, do you perceive trust as one 
of the main pillars of the sharing 
economy?” 
 
Well, I think trust is fundamental, 
price as well.  
 
“I understand, would you 
personally consider taking part in a 
shared boating experience with 
people you know/don’t know?” 
 
I actually did that once, with people 
i didn’t know. Because i was a tutor 
for a class where we rented 
GoBoats as a “get to know each 
other” activity. And as I told you 
before, it is different compared to 
being with people you know. As I 
said earlier, I would feel 
comfortable being on a boat with 
friends, but I don't think I would 
feel the same being on that boat 
with people i didn't know.  
 

Insurance 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Skepticism  
Get-to-know 
activity 
 
Socialization 
 
 
 

Subject uses strong 
language 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Subject views the space of 
the boat as 
detrimental/disadvantageo
us to get to know each 
other, as ‘you can not 
escape’ 
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#4 
 
“I would like to start by asking you 
if you could tell me about your 
most memorable sailing 
experience?” 
 
Yes, I think it was last summer 
when I had a group of friends and 
some of my family joining me on 
my boat here in Copenhagen. We 
had a lovely trip to Hven, a small 
island in Øresund. We sailed 
around and did some fishing, it was 
a beautiful day with amazing 
weather and 25 degrees. Everyone 
was happy and enjoying 
themselves. On the way to Hven we 
had to fill gas, and I have this little 
secret spot that no one knows, I set 
my grill up and barbequed some 
food up on the harbour, then I took 
out the ring and waterskies and we 
did some watersports. I think this is 
the best sailing experience I have 
had, around 10 of my closest 
friends and family together.  
 
“Thank you. You mentioned your 
friends and family alongside the 
weather, was this the most 
important aspects for making it so 
memorable?” 
 
I mean I love sailing, I grew up 
with sailing and have been doing it 
my entire life. I love it no matter 
where I am, or who I am with. But 
of course when you privileged 
enough to be sailing with your 
friends and family I am enjoying it 
even more, compared to sail with 
strangers. Good weather makes us 
all happier also. I guess it is hard to 
explain, when I sail I am free of 
thoughts and free of time and 
space, you just go out on the blue 

 
 
 
 
 
 
 
Relationship 
Family 
Socialization 
Exploration  
Weather 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Upbringing 
Inheritance 
Privilege  
Freedom  
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
Subject recognizes that 
the family, friends and the 
weather is of utmost 
importance in regards to 
his experience.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Reflects on how his father 
introduced him and his 
brothers to sailing. 
 
Feels privileged, uses 
strong words.  
 
Has sailed with strangers 
before, but prefers being 
with friends or family. 
 
 

 
 
 
 
 
 
 
“We sailed around and 
did some fishing, it was 
a beautiful day with 
amazing weather and 25 
degrees. Everyone was 
happy and enjoying 
themselves” 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
“I mean I love sailing, I 
grew up with sailing 
and have been doing it 
my entire life. I love it 
no matter where I am, 
or who I am with.. But 
of course when you are 
privileged enough to be 
sailing with your friends 
and family I am 
enjoying it even more, 
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and I really love that sense of 
freedom that sailing gives me i 
guess.  
 
“It sounds lovely. Do you 
remember if you captured this 
moment in any way?” 
 
I did take some great photos, 
actually my screen saver on both 
my phone and desktop is from this 
trip. It’s like a memory that sits in 
my head, and everytime I look at it, 
it makes me happy. Because this 
day was so incredibly good, better 
than Croatia or whatever - where 
we have sailed on numerous 
occasions. So all in all photos were 
taken, snapchats was sent and 
people messaging each other and us 
asking where we were and if they 
could join us the next time and so 
forth. Taking photos is also a big 
part of remembering the 
experience, and showcasing your 
friends online that you are having a 
better time than them.  
 
“What is it specifically that you 
love about sailing? You mentioned 
freedom and going out on the 
blue?” 
 
Yes, when you work you have all 
these strict rules, you know 8-4 and 
daily routines, then you get home 
and you need to wash your clothes 
and make dinner - in other words 
the normal day. But when I get on a 
boat I am free, I can do whatever I 
want, I can go wherever I want. 
That free mind and free spirit you 
know, and when you sail you never 
know what’s really going to 
happen. Sometimes it’s sunny, and 
all of a sudden it can start raining, 
and then you just have to embrace 

 
 
 
 
 
 
 
 
 
Virtual Co-
creation 
 
Bragging/showc
asing  
 
Recognition 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Freedom 
 
Free-spirit 
 
 
Absence of 
expectation 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
Subject believes taking 
photos is a major part of 
remembering the 
experience. 
 
This experiences means a 
lot to him → Screensaver 
 
He wants to “brag” to his 
friends, by uploading 
photos of how much fun 
they had → Social media 
exposure 
 
 
 
 
 
 
 
 
 
 
 
Reflects on his daily 
routines and how sailing 
is a “fresh-breath” in an 
ordinary, boring day. 
 
When sailing, he does not 
know what to expect, and 
this is what he loves about 
sailing. 
 
 
 
 
 

compared to sailing 
with strangers.” 
 
 
 
 
 
 
 
I did take some great 
photos, actually my 
screen saver on both my 
phone and desktop is 
from this trip. It’s like a 
memory that sits in my 
head, and everytime I 
look at it, it makes me 
happy. 
 
 
 
“Taking photos is also a 
big part of remembering 
the experience, and 
showcasing your friends 
online that you are 
having a better time 
than them.” 
 
 
 
 
 
“..when I get on a boat I 
am free, I can do 
whatever I want, I can 
go wherever I want. 
That free mind and free 
spirit you know, and 
when you sail you never 
know what’s really 
going to happen. 
Sometimes it’s sunny, 
and all of a sudden it 
can start raining, and 
then you just have to 
embrace it. I love this.” 
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it. I love this. You get an 
experience which is not ordinary, 
and that’s why I think so many 
people love to sail. I mean it’s 
rather common to sail here, but i 
think it should be more common 
since all the people I have had on 
my boat, always ends up saying 
“Wow, I should really get a boat”  
 
“So, you own a boat personally 
correct?” 
 
Actually I have two boats now, I 
just bought a new one. 
 
“Oh really, congratulations. 
Previously, you said that you grew 
up with sailing, so am i correct to 
assume that come from a family of 
sailors?” 
 
Yes, my brothers and I grew up 
with sailing with my father. I have 
five brothers, and we all spent a lot 
of time on the sea from when we 
were very young. We have always 
enjoyed being out on the sea, 
fishing, going places with our dad. 
For me it is very easy when I jump 
onboard of a boat, I know what to 
do and when to do it. It is 
something which is a integrated 
part of me. Sometimes when I sail 
with people that have not spend the 
same amount of time on the sea as 
me. I try to make them experience 
it from my POV, not by explaining 
them what to do and not to do but 
making them relax, and give them a 
glass for Rose and convince them 
of taking a swim which I always 
do.  
 
“I see, have you ever taken part of a 
sailing community?” 
 

 
 
 
 
 
Recruitment  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Upbringing 
 
Inheritance 
 
Family bonds 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Co-creation 
 
 
 

 
 
 
 
 
When he takes people on 
his boat, they somehow 
get recruited to the 
“boatlife” because of the 
amazing time they had. 
 
 
 
 
 
 
 
 
 
 
 
 
Subject reflects on how 
his upbringing (his father 
in particular) have shaped 
his life in regard to 
sailing. 
 
 
 
He knows how to 
maneuver a boat due to 
sailing being “integrated” 
in his life. 
 
 
 
 
 
 
 
 
 
Subject has a history with 
being part of clubs and 
sailing communities. 
 

 
 
 
 
 
“..since all the people I 
have had on my boat, 
always ends up saying 
“Wow, I should really 
get a boat” 
 
 
 
 
 
 
 
 
 
 
 
 
“Yes, my brothers and I 
grew up with sailing 
with my father. I have 
five brothers, and we all 
spent a lot of time on 
the sea from when we 
were very young. We 
have always enjoyed 
being out on the sea, 
fishing, going places 
with our dad.” 
 
“For me it is very easy 
when I jump onboard of 
a boat, I know what to 
do and when to do it. It 
is something which is a 
integrated part of me.” 
 
 
 
“I have been a part of 
many different boat 
clubs. Everywhere i 
have lived for the past 
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Yes, I have been a part of many 
different boat clubs. Everywhere i 
have lived for the past years I have 
been part of a boat club. Like here 
in Copenhagen the one in 
Christianshavn where I live, and 
also KDY (Kongelig Dansk 
Yachtklub). Furthermore, I have 
been involved in Boatflex where I 
have been sailing as a captain, and 
also rented out my boat with me as 
a captain. I have a feeling that I 
have an obligation to show people 
the great gifts that sailing offers. So 
basically when I have been a 
captain, I take people around the 
harbour of Copenhagen but also 
landmarks, and history. I try to 
show them how Copenhagen looks 
from the seaside.  
 
“Thank you, why did you choose to 
partake in a boating community and 
why is it important to you?” 
 
Ehm, first and foremost I think it is 
because I love sailing. I like to be 
around people that share the same 
view of the world as myself, where 
I can interact with them and learn 
new things. If we view Boatflex as 
a community, this is a fantastic tool 
for me to offset some of the 
running costs of owning a boat, so I 
get to make money on something 
that I already love. But again, 
regardless of economy, I wouldn’t 
have done it if I didn't love sailing.  
 
“Nice, that makes sense I guess. 
What does being on a boat alone, 
opposed to being with others mean 
to you?” 
 
Ehm, I think being on a boat alone 
is something very different. I sailed 
in Caribbean with a group of 

Community 
 
 
 
 
 
 
Obligation 
 
Knowledge 
sharing 
(Intrinsic) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Like-
mindedness 
 
Unity 
 
Knowledge 
acquisition  
(Intrinsic) 
 
Financial 
compensation 
(Extrinsic) 
 
 
 
 
 
 
 

He also sails for Boatflex, 
where he makes money on 
the side (extrinsic) while 
doing what he loves 
(intrinsic motivation). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Subject enjoys being part 
of a community that share 
the same characteristics as 
himself, which is 
ultimately the love for 
sailing. 
 
 
 
He is also motivated by 
the financial aspects, but 
they come second. 
 
 
 
 
 
 
 

years I have been part of 
a boating community. 
Like here in 
Copenhagen the one in 
Christianshavn where I 
live, and also KDY 
(Kongelig Dansk 
Yachtklub). 
Furthermore, I have 
been involved in 
Boatflex where I have 
been sailing as a 
captain, and also rented 
out my boat with me as 
a captain. I have a 
feeling that I have an 
obligation to show 
people the great gifts 
that sailing offers. So 
basically when I have 
been a captain, I take 
people around the 
harbour of Copenhagen 
but also landmarks, and 
history. I try to show 
them how Copenhagen 
looks from the seaside.” 
 
“I like to be around 
people that share the 
same view of the world 
as myself, where I can 
interact with them and 
learn new things. If we 
view Boatflex as a 
community, this is a 
fantastic tool for me to 
offset some of the 
running costs of owning 
a boat, so I get to make 
money on something 
that I already love. But 
again, regardless of 
economy, I wouldn’t 
have done it if I didn't 
love sailing.” 
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friends some years ago for almost 
two weeks. We were around 8 
people, on a small boat. After 10 
days you almost feel a little 
claustrophobic. I mean I had 
enough of them, so when they 
wanted to go to the shore and 
discover an Island I stayed on the 
boat myself and that was much 
needed.  
 
“I see, that is also a lot of people on 
a small boat”  
 
Yes, it is a lot of people, but I got 
the opportunity to sail for two days 
by myself, I really enjoyed the 
freedom and personal space. 
Sometimes I love this even though i 
prefer sailing together with others. I 
mean sailing is a very social 
activity that requires everyone to be 
alert and communicative, if you’re 
not motorboating that is. Sharing 
those happy times together, is one 
of my favourite things to do.  
 
“I understand, thank you. Do you 
perceive sailing as a luxurious 
activity?” 
 
In some ways I feel privileged that 
my father has taught us how to 
operate boats and so forth. Like 
many of my friends love to sail but 
they don’t know how to probably 
do it, you know set the sails, 
operate the steering and things like 
that. In my mind it is obvious what 
I have to do, but for some people 
who haven't been sailing a lot, they 
don't really know what to do. So it 
is kind of a luxury, but it is a kind 
of luxury that many people can 
afford, if they loved it but. Ehm, 
yes it is a luxury, I guess I am quite 
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Subject felt 
claustrophobic, and 
needed some time by 
himself.  
 
 
 
 
 
 
 
Subject recognizes that 
some time alone was 
crucial, even though he 
prefer to sail with others. 
 
 
 
Recognizes that sailing is 
an activity that requires 
everyone to be on top of 
themselves.  
 
 
 
 
 
 
 
Subject recognizes that he 
is privileged, first he does 
not view sailing as a 
luxury, but he then 
changes his mind. 
 
 
 
 
 
 
 
 
 

 
“We were around 8 
people, on a small boat. 
After 10 days you 
almost feel a little 
claustrophobic. I mean I 
had enough of them, so 
when they wanted to go 
to the shore and 
discover an Island I 
stayed on the boat 
myself and that was 
much needed. “ 
 
“..I got the opportunity 
to sail for two days by 
myself, I really enjoyed 
the freedom and 
personal space.” 
 
“..Sometimes I love this 
even though I prefer 
sailing together with 
others. I mean sailing is 
a very social activity 
that requires everyone 
to be alert and 
communicative” 
 
 
 
 
“In some ways I feel 
privileged that my 
father has taught us how 
to operate boats and so 
forth. Like many of my 
friends love to sail but 
they don’t know how to 
properly do it, you 
know set the sails, 
operate the steering and 
things like that. In my 
mind it is obvious what 
I have to do, but for 
some people who 
haven't been sailing a 
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privileged as I am able to sail and 
enjoy the sea.  
 
“Right, when you are out on the 
sea, and you have nothing on your 
mind. Is this a luxurious moment 
for you?” 
 
Yes, it depends on who you are 
with and what group of people, and 
of course the setting. If I host a boat 
party, on a luxurious boat with 
drinks and waitresses and all that, 
then it is certainly luxurious for me. 
But for instance, two days ago on a 
sunday I went out with my family 
on my boat and we just did some 
fishing and relaxed - that is also a 
kind of luxury for me. Having the 
privilege of owning a boat here in 
Copenhagen, is personally the 
biggest luxury for me. I can just 
jump on the metro to 
Christianshavn and then go out on 
the boat, that's a unique luxury. So 
boating and sailing is luxurious yes, 
but in many different ways.  
 
“Very good, you told me earlier 
that you had been using Boatflex. 
Could you please tell me a bit about 
how that was?” 
 
Of course. Well I have done around 
15 trips with my own boat, which 
constitutes a renting. This has been 
settings like a bridesmaid and her 
husband-to-become, tourists who 
want to explore Copenhagen in a 
different way, groups of friends 
who wants to go to Hven and take 
photos, guests from D’Angleterre 
etc. It is often just ordinary people 
who want to sail and doesn’t have 
the certificate or the necessary 
skills to operate my boat. All of 
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lot, they don't really 
know what to do.” 
 
 
 
 
 
 
 
 
“Having the privilege of 
owning a boat here in 
Copenhagen, is 
personally the biggest 
luxury for me. I can just 
jump on the metro to 
Christianshavn and then 
go out on the boat, that's 
a unique luxury. So 
boating and sailing is 
luxurious yes, but in 
many different ways.”  
 
 
 
 
 
 
 
 
 
 
 
 
“Well I have done 
around 15 trips with my 
own boat, which 
constitutes a renting. 
This has been settings 
like a bridesmaid and 
her husband-to-become, 
tourists who want to 
explore Copenhagen in 
a different way, groups 
of friends who wants to 
go to Hven and take 
photos, guests from 
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them has been very good, not a 
single bad experience.  
 
“And when you take these people 
on your boat, is there something 
specific you want to show them?” 
 
Yes, I take on the role as a tour 
guide if they are foreigners. 
Showing them the little mermaid, 
and things like Christiana Free 
State, and telling them different 
stories. If I host people that enjoy 
architecture, I show them where 
they build new buildings, or some 
historic buildings. You know it is 
very different seeing these things 
from a boat, and from the seaside 
you get a new perspective. This 
open your eyes in a new way, I try 
to focus on the things they say that 
they like, and to provide them with 
a unique experience.  
 
“I see, how do you feel towards 
renting your boat out if you’re not 
there yourself?” 
 
I feel a bit more worried. But ehm, i 
try to take care of my boat, and 
make sure that all the renters have 
the necessary skills and certificates. 
Boatflex allows me to do this 
because you can check the renters 
profile and their reviews and so 
forth. But sometimes you need to 
rely on your gut and your inner 
feelings. I have said no to a lot of 
people asking, because i don’t feel 
that they qualify as being able to 
rent it. I think i have rented it out 7 
times, people that gave me a good 
feeling, that i met before and 
showed me that they were capable. 
There has been no problems, i 
Actually had the French.. ehm.. 
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D’Angleterre etc. It is 
often just ordinary 
people who want to sail 
and doesn’t have the 
certificate or the 
necessary skills to 
operate my boat. All of 
them has been very 
good, not a single bad 
experience.” 
“Yes, I take on the role 
as a tour guide if they 
are foreigners. Showing 
them the little mermaid, 
and things like 
Christiana Free State, 
and telling them 
different stories.. You 
know it is very different 
seeing these things from 
a boat, and from the 
seaside you get a new 
perspective. This open 
your eyes in a new way, 
I try to focus on the 
things they say that they 
like, and to provide 
them with a unique 
experience.“ 
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what is it called. Not governor, but 
ehm.. 
 
“Ambassador?” 
 
Yes, the French ambassador of 
Denmark. He has rented my boat 
many times, he has my private 
number now, so he text me like 
“Hey Peter, i wanna go sail today”. 
He has become someone, not a 
friend, but almost like one. We 
have made a bond for sure. You 
know, i trust him. He will take care 
of the boat and we know each 
other, everything goes so smooth 
with this guy.  
 
“That is cool”  
 
Yes, he invited me to his big house 
one day at Kongens Nytorv. We 
share the same passion for sailing.  
 
“It is quite impressive that you can 
build these relations, but also that 
you are able to gain some kind of 
economical gain while doing what 
you enjoy” 
 
Yes, it is truly unique. I don’t see it 
as work when I take people out on 
the boat, since I love it so much, 
but in some way i guess you can 
call it work.  
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“Yes, the French 
ambassador of 
Denmark. He has rented 
my boat many times, he 
has my private number 
now.  He has become 
someone, not a friend, 
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him. He will take care 
of the boat and we know 
each other” 
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“Please tell me about your most 
memorable sailing experience” 
 
Well, the most memorable sailing 
experience I had was probably my 
first bad sailing experience, as the 
boom hit my head during a summer 
camp. I was sailing with my sister, 
and we have had an argument about 
something, so with the boom hitting 
my head it definitely didn’t help the 
atmosphere. 
 
“So what is your best sailing 
experience then?” 
 
I was sailing in a race in a boat 
called RS Fever, I was doing 
something completely different, 
straight from the beginning of the 
race as I was sailing in the wrong 
direction. I actually went on to win 
that race, even though I had made 
such a big mistake in the beginning. 
My parents came and told me that 
they were really proud of my 
performance, so that was nice. 
 
“Whenever you are out sailing do 
you take pictures or share the 
experience in some way?” 
 
Actually I don’t, but I know that 
using a GoPro (Small Camera) is 
quite popular. My father actually 
does it, but he also sails a larger 
boat than I am. So when I am 
sailing the boat alone i don’t really 
have the opportunity to take photos.  
 
“What is it specifically that you 
enjoy about sailing?” 
 
I like the fact that it is so physically 
challenging as you have to work 
with the elements that nature 
provides you with. It is also really 
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win that race, even 
though I had made such 
a big mistake in the 
beginning. My parents 
came and told me that 
they were really proud 
of my performance, so 
that was nice.” 
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rewarding because every time you 
sail, at least when it is windy the 
nature tries to make you get into the 
water. It is basically a battle 
between me and the nature.  
 
“So that is the biggest enjoyment of 
sailing, that you are battling 
nature?” 
 
Well yes, I wasn’t really competing 
as that much when I was younger 
as it required me to sail a lot during 
my weekends. And I must admit 
that when I was younger I liked to 
party during my weekends so as 
you know, time is very precious. It 
was much more about spending a 
few hours during the week sailing 
and enjoying the weather. 
 
“Do you or any of your closest 
circle of friends and family own a 
boat?” 
 
Yes, my parents bought a boat 
when I was younger and since then 
they have kept buying new ones. 
My father is very passionate about 
sailing. 
 
“Have you ever taken part of a 
sailing community like a yacht 
club, facebook etc?” 
 
Yes, I was a part of a local sailing 
community where I used to live, 
actually I think I still am. I have 
also worked in that sailing club for 
about six years.  
 
“What does it mean to be part of a 
sailing community to you?” 
 
Honestly, it didn’t mean that much 
to me as many of my closest friends 
were quite different compared to 
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challenging as you have 
to work with the 
elements that nature 
provides you with..” 
 
“It is basically a battle 
between me and the 
nature.” 
 
 
 
 
“And I must admit that 
when I was younger I 
liked to party during my 
weekends so as you 
know, time is very 
precious. It was much 
more about spending a 
few hours during the 
week sailing and 
enjoying the weather.” 
 
 
 
 
 
“My father is very 
passionate about 
sailing.” 
 
 
 
 
 
 
 
“Yes, I was a part of a 
local sailing community 
where I used to live, 
actually I think I still am 
enrolled. I have also 
worked in that sailing 
club for about six 
years.”  
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the ones in the sailing club. They 
were friendly enough, but I wasn’t 
really spending my “spare-time” 
with them. It was more of an 
activity than being social with 
friends. I actually only started to 
sail because I quit football and my 
father insisted that I needed to keep 
being active. So my initial attitude 
about sailing in general was quite 
negative, but that soon changed, 
and I got closer with my dad.  
 
“What does being on a boat alone, 
opposed to being with others mean 
to you?” 
 
When you are alone you are the one 
in charge but, you also bear the 
equal risks. Whereas when you sail 
with a partner you have to watch 
his back, as he watches yours. You 
also have to work as a team, giving 
information on what you are doing 
and what he is supposed to do as a 
result etc. I guess there is both pros 
and cons of sailing alone and 
together. In the prime of my sailing 
career I was with a partner. 
  
“Do you perceive sailing as a 
luxurious activity?” 
 
No not really, at least not where I 
am from. You didn’t necessarily 
have to own the boat in order to 
participate, but of course it is better 
if you did. But luxury is also very 
subjective, for me it is a lot cheaper 
compared to skiing, or going 
golfing, like any activity where you 
want to go travel a lot. I have never 
really travelled in my sailing career 
and a boat is more of a one-time 
investment. 
 

 
Upbringing 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Risks 
Companionship 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Culture 
Upbringing 
 
 
 
 
 
 
 
 
 
 

Subjects father is the main 
driver and introduces him 
to sailing.  
 
Originally negative 
attitude to sailing, but this 
changes once he starts 
enjoying the activity. 
 
 
 
 
 
 
 
 
 
 
 
Subject recognizes that 
sailing alone compared to 
with a companion or 
team, is two very different 
things. 
 
 
 
 
 
 
 
 
 
 
 
 
Takes the luxury of the 
boating/sailing aspect as 
taken-for-granted due to 
having been brought up 
with it. 
 
 
 
 
 
 

“I actually only started 
to sail because I quit 
football and my father 
insisted that I needed to 
keep being active. So 
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what he is supposed to 
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“No not really, at least 
not where I am from. 
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luxury is also very 
subjective, for me it is a 
lot cheaper compared to 
skiing, or going golfing, 
like any activity where 
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“You mentioned skiing as 
something luxurious, would you 
consider being on a big yacht with 
your friends/family a luxurious 
moment?” 
 
Yes, I would consider this a good 
and luxurious moment as you are 
with your friends or family. What I 
am talking about is more the 
smaller sailing boats, as they are 
not luxurious and are available for 
everyone if they want to.  
 
“Have you ever heard about or used 
a boat rental service such as 
Boatsetter, Boatflex or GoBoat?” 
 
I have heard of them, but never 
used it. But I am going to at some 
point.  
 
“If you owned a boat, how would 
you feel towards sharing it or 
renting it out? 
 
I wouldn’t mind renting it out if I 
knew for a fact that the person was 
capable and someone i would trust 
as I knew he/she would respect my 
property.  
 
“Do you often go sailing with your 
friends?” 
 
I have done it a few times, but few 
of my friends actually know how to 
sail, so it is quite difficult to 
establish as it requires a large 
commitment and responsibility on 
my behalf.  
 
“Would you ever consider 
participating in a shared boating 
experience?” 
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you want to go travel a 
lot.” 
 
 
 
 
 
“What I am talking 
about is more the 
smaller sailing boats, as 
they are not luxurious 
and are available for 
everyone if they want 
to.” 
 
 
 
 
 
 
 
 
 
 
 
 
 
“I wouldn’t mind 
renting it out if I knew 
for a fact that the person 
was capable and 
someone I would trust 
as I knew he/she would 
respect my property.” 
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Yes, I would if i know some of the 
people at least. I would like to 
know who i could trust with 
different tasks etc. It is quite 
important that you trust the ones 
you are sailing with I personally 
think. 
 

 
 
 
 
 
 
 

#6 
 
“Please tell me about your most 
memorable sailing experience” 
 
I used to compete quite a lot so I 
had a few, but I think the most 
memorable would be sailing with 
my family. When I was younger we 
used to rent different sailboats and 
go for smaller trips, primarily along 
the coast of Norway, but we have 
also rented a boat in the 
Mediterranean Sea once or twice. 
 
“Could you please tell me a little 
more about the competitions you 
have participated in, and how that 
was?” 
 
I used to compete dinghy sailing 
until the middle of high school 
where I used to travel in different 
competitions throughout Norway 
and Scandinavia. It was called the 
Europe Class. 
 
“You said that you both had 
memorable experiences within 
competing but also with your 
family could you please describe 
what made the experiences so 
memorable?” 
 
For me in general, I like to be out 
on the water as it is a small break 
from everyday life. There is really 
no way out of the boat, you are in 
the middle of the sea so you just 
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along the coast of 
Norway, but we have 
also rented a boat in the 
Mediterranean Sea” 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
“For me in general, I 
like to be out on the 
water as it is a small 
break from everyday 
life” 
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have to and enjoy it. That makes 
me quite relaxed and gives me the 
opportunity to clear my head. 
 
“Did you capture this moment in 
any way?” 
 
Mostly when I am competing I 
don’t, but if I go out with my 
friends we do it all of us as it is fun 
to make our friends jealous. But 
when I participate in Færder’n I 
don’t because we have a few 
helpers who does that which gives 
us the opportunity to focus on the 
race. 
 
“What is it specifically that you 
enjoy about sailing?” 
 
Well the things I mentioned before, 
but also being outside. If it is 
during a competition, I like the 
atmosphere and to compete but I 
also enjoy the social aspects of 
being with friends. 
 
“Do you or any of your closest 
circle of family and friends own a 
boat?” 
 
Yes, I personally have a small boat 
called a dinghy. But our family also 
have a smaller sailing boat for 
about four persons, but you can’t 
sleep on it. It is only for day-trips. 
But we actually also have a 
motorboat, they are all in Norway 
though. 
 
“How is the experience being on a 
motorboat compared to a sailing 
one?” 
 
Sailing in general is for me the 
experience in itself, whereas a 
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competition, I like the 
atmosphere and to 
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four persons” 
 
 
 
 
 
“Sailing in general is for 
me the experience in 
itself, whereas a 
motorboat is matter of 
getting from A to B” 
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motorboat is matter of getting from 
A to B.  
 
“Have you personally taken part in 
any sailing community?” 
 
Yes, I am a part of some small 
communities both in Norway and 
abroad. In Norway I am enrolled in 
KNS (Kongelig Norsk 
Seilforening), and one less formal 
one close to our cabin in the south 
of norway. I don’t participate that 
much in the social activities any 
longer, because I live abroad, but I 
read the weekly newsletters and 
stay tuned.  I also follow a few 
Instagram accounts which focuses 
on sailing in general and also 
boating manufacturers. I often 
share this among my group of 
friends. 
 
“Why do you choose to participate 
in such communities?” 
 
Well.. It’s traditions, and since 
sailing is a social activity it just 
makes sense. I also enjoy being 
around experienced people where I 
get to learn new things such as new 
routes, destinations and the types of 
boat that are hot or not. 
 
“What does being on a boat alone 
opposed to being with people mean 
to you?” 
 
Being alone is quite relaxing which 
is really nice, whereas being with 
friends it is more about being social 
rather than relaxing i guess. 
 
“Do you perceive sailing as a 
luxurious activity?” 
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because I live abroad, 
but I read the weekly 
newsletters and stay 
tuned” 
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sailing in general and 
also boating 
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and since sailing is a 
social activity it just 
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nice, whereas being 
with friends it is more 
about being social rather 
than relaxing i guess.” 
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have to be. Especially 
with all these new peer-
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It can be, but doesn’t have to be. 
Especially with all these new peer-
to-peer platforms emerging. For 
instance, I went to Rotterdam, and 
rented a small boat for like 30 euros 
so I could go out for a few hours.  I 
would argue that these new 
platforms is a good opportunity for 
students like me to be able to sail 
without having the extra expenses 
that you would have with a boat in 
terms of storage, maintenance etc. 
 
“Can you remember what kind of 
company this was?” 
 
Yes, it was a leisure one but it was 
very local.  
 
“Now that you are aware of these 
peer-to-peer options have you ever 
rented out your own boat? 
 
No i have not.  
 
“Would you consider renting in 
out?” 
 
It really depends on what kind of 
boat it is. As I wouldn’t rent out a 
high performance one or one which 
requires a lot of skill or knowledge 
about sailing. But if it was a small 
one, which wasn’t very hard to 
operate, I wouldn’t mind sharing it.  
 
“Would you consider participating 
in a shared boating experience? It 
could be one together with people 
you know but also some you 
didn’t?” 
 
Well if they were like-minded I 
wouldn’t mind it too much, but I 
guess it would be nice to ensure 
that they were. 
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these new platforms is a 
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students like me to be 
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having the extra 
expenses” 
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high performance one or 
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of skill or knowledge 
about sailing. But if it 
was a small one, which 
wasn’t very hard to 
operate, I wouldn’t 
mind sharing it.” 
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it too much” 
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“So would it be more of a social 
context or could it be in 
competitions also?” 
 
Well it is actually already occurring 
in competitions, but it is like you 
have to know someone who knows 
someone who can set you up with 
the correct people. I guess it really 
depends on your own expertise, if 
you are good enough you can 
always be a part of a team.  
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expertise and knowledge 
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joining a team 

 
 
 
 
 
“Well it is actually 
already occurring in 
competitions… I guess 
it really depends on 
your own expertise, if 
you are good enough 
you can always be a part 
of a team” 

#7 - Jakob Bojesen, Founder and 
CEO of Boatflex. 
 
“Could you please tell me a little 
about yourself and your 
background?” 
 
Yes, of course. Thank you very 
much. I have been self-employed 
throughout my whole professional 
career. I started in the restaurant 
and nightclub business where I 
have worked for about 10 years. I 
have had my own restaurant and 
three different night clubs here in 
Copenhagen. So I started as 
entrepreneur within that industry, 
but I must admit that I grew tired of 
it. I wasn’t tired of being an 
entrepreneur but that industry is 
just pretty exhausting. Then one 
day I came up with this idea of 
creating a peer-to-peer platform for 
boat rentals and experiences. 
 
“Thank you Jakob. How long ago 
did you start Boatflex and what is 
your role?” 
I am the CEO of Boatflex, and we 
founded the company three years 
ago.  
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“I have been self-
employed throughout 
my whole professional 
career.” 
 
“I started in the 
restaurant and nightclub 
business where I have 
worked for about 10 
years. I have had my 
own restaurant and three 
different night clubs 
here in Copenhagen.” 
 
“Then one day I came 
up with this idea of 
creating a peer-to-peer 
platform for boat rentals 
and experiences.” 
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“How have you seen that the 
company has changed in that 
time?” 
 
It has changed a lot, it has gotten 
bigger of course but we have also 
really learned a lot about the 
industry. Unfortunately, the 
maturity of this industry is still very 
low, but I do believe that we have a 
bright future. However, we are 
definitely struggling getting a 
foothold at the moment. But we are 
determined to prove that there in 
fact is a market for Boatflex and we 
are happy that we are growing from 
season to season. 
 
“If you were to describe Boatflex to 
a friend of yours, how would you 
do it?” 
 
The easiest way to describe it is 
always to ask if they know Airbnb, 
usually people say yes, and then I 
say something like “imagine 
AirBnb just for boats..” Now we 
have changed a bit as we are not 
only simply a sharing service 
platform, but rather an experience 
platform, focusing on sailing 
experiences. With that in mind we 
are also moving into the gig 
economy and not only the P2P. 
 
“Would you describe Boatflex as a 
service company or an experience 
company, or something in between 
perhaps?” 
 
We definitely started as a service 
company, as our primary focus was 
on the P2P platform. However, now 
we are transforming into this 
experience platform which we are 
currently building. So I would say 
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Transformation from a 
service provider to 
experience provider 
SP to EP 
 
 
 

 
 
 
“It has changed a lot, it 
has gotten bigger of 
course but we have also 
really learned a lot 
about the industry.” 
 
“Unfortunately, the 
maturity of this industry 
is still very low, but I do 
believe that we have a 
bright future.” 
 
 
 
 
 
 
 
“The easiest way to 
describe it is always to 
ask if they know 
Airbnb, usually people 
say yes, and then I say 
something like ‘imagine 
AirBnb just for boats..’”  
 
 
 
 
 
 
 
 
 
 
 
 
“We definitely started 
as a service company, as 
our primary focus was 
on the P2P platform. 
However, now we are 
transforming into this 
experience platform 
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we are transforming from a service 
provider to an experience provider. 
 
“Will this new platform have an 
individual outset, or will it stay as 
Boatflax.com and be 
incorporated?” 
 
It will be in the same universe, but I 
will be different. The experience 
itself will have its own section on 
our page, but still within the 
boundaries of Boatflex. This is 
because we try to create a whole 
boating universe rather than just 
being a service provider. So 
basically we want to be able to 
offer simple boat rentals, to boats 
with captain and crew included to 
guided trips in different local areas. 
 
“That makes good sense. If you 
were to describe the average 
Boatflex customer, what would you 
say?” 
 
Well we have a lot of different 
target groups, but our primary one 
is targeting the boat owners in 
Denmark. The average boat owner 
in Denmark is a male around the 
age of 55. So to put that into 
perspective, the Norwegian market, 
which is one of our primary 
markets,  is quite different as the 
typical boat owner is 15 years 
younger compared to Denmark. 
Generally, in Denmark the first 
thing you buy is a home, a house or 
apartment, then you buy a car and 
lastly you might be able to afford a 
boat. But in Norway the culture is 
quite different and of course there 
is a lot more money compared to 
Denmark, so they are able to buy a 
boat at an earlier stage in life. 
When we launch out new 

 
 
 
 
 
 
 
 
Differentiation 
strategy 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Diversified 
target users 
 
 
 
 
Contrasting 
markets 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
Create an ecosystem of 
boat rentals and 
experiences, and not 
simply be a P2P boat 
rental provider. 
 
 
 
 
 
 
 
 
 
 
 
 
 
Recognizes the target 
users, but highlights how 
they differ depending on 
markets. 
 
 
Argues how the buying 
power/culture of buying is 
stronger in Norway and 
thereby the target groups 
and markets are different 
than the main Danish 
market. 
 
 
 
 
 
 
 
 

which we are currently 
building. So I would say 
we are transforming 
from a service provider 
to an experience 
provider. 
 
“..basically we want to 
be able to offer simple 
boat rentals, to boats 
with captain and crew 
included to guided trips 
in different local areas.” 
 
 
 
 
 
 
 
 
 
 
 
 
 
“Well we have a lot of 
different target groups, 
but our primary one is 
targeting the boat 
owners in Denmark.” 
 
“So to put that into 
perspective, the 
Norwegian market, 
which is one of our 
primary markets,  is 
quite different as the 
typical boat owner is 15 
years younger compared 
to Denmark. Generally, 
in Denmark the first 
thing you buy is a 
home, a house or 
apartment, then you buy 
a car and lastly you 
might be able to afford a 
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experience platform, our target 
group will be broader as we are 
able to offer experiences where you 
basically only need to buy a seat or 
a ticket and then you are able to go 
on a guided tour (Fishing, Tourist 
attractions etc.). This is also one of 
the main reason we want to pursue 
this kind of business as we want to 
be able to provide these 
experiences to a broader target 
group. 
 
“Thank you. Are you actively 
aware of how you are using co-
creation in your everyday 
business?” 
 
Well I don’t think we are doing 
anything actively, but we want to 
provide people with unique 
experiences. On the other hand, you 
could argue that Boatflex is indeed 
a co-created environment, as we 
merely provide the platform that 
facilitates the interaction. We 
wouldn’t live if it wasn't for our 
boat owners and renters, they make 
our business. After our first year of 
running we discovered that people 
are actually not asking for a 
specific boat, but rather requesting 
a specific experience. Something 
that they want to do. Sometimes 
that could be either visiting 
different tourist attractions in 
Copenhagen, maybe even sailing to 
Hven (Small Island in Øresund) or 
go fishing around Amager, 
basically they always want to do 
something concrete, and focuses on 
that instead of the formalities. So it 
is very rare that our customers 
actually request how a specific boat 
should look like, but they are very 
detailed in explaining the 
experience that they want. This is 

 
 
 
 
 
 
 
 
 
Broader target 
group 
 
 
 
 
 
 
 
 
 
 
 
Co-creation 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Experiences 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
Believes that through the 
experience platform, 
Boatflex will cater to a 
larger market and explore 
new revenue streams. 
 
 
 
 
 
 
 
 
Under the impression that 
Boatflex is a co-created 
environment because of 
the dynamics between 
renters and owners, and 
that without the customers 
they would not exist. 
 
 
 
 
 
 
 
 
 
Users request specific 
experiences, not a 
particular boat. 
 
 
 
 
 
 

boat. But in Norway the 
culture is quite different 
and of course there is a 
lot more money 
compared to Denmark, 
so they are able to buy a 
boat at an earlier stage 
in life. “ 
 
“When we launch out 
new experience 
platform, our target 
group will be broader. 
This is also one of the 
main reason we want to 
pursue this kind of 
business as we want to 
be able to provide these 
experiences to a broader 
target group.” 
 
 
“On the other hand, you 
could argue that 
Boatflex is indeed a co-
created environment, as 
we merely provide the 
platform that facilitates 
the interaction. We 
wouldn’t live if it wasn't 
for our boat owners and 
renters, they make our 
business.” 
 
 
 
 
 
“After our first year of 
running we discovered 
that people are actually 
not asking for a specific 
boat, but rather 
requesting a specific 
experience. Something 
that they want to do. 
Sometimes that could 
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also why we want to explore the 
experience aspects more, and we 
have already gotten quite a lot of 
expertise within this field and 
therefore we are able to provide 
some predefined experiences that a 
some of our customers finds very 
attractive. 
 
“What role does your customer 
play in this experience?” 
 
They play a huge part, we have 
different customers so to speak. 
Firstly, the boat owners who 
actually rent out their boats, the 
ones who list their boats on our 
website are quite essential to our 
business. We don’t list their boats 
for them, they do that all by them 
self. That means they do all the 
pictures, the descriptions etc. The 
thing about the gig economy, which 
we thrive in, is that we are 
depending on the boat owners to 
offer the experience to our other 
customers, the excursion. We have 
boats in a lot of different areas 
around the world, it is the local 
sailing enthusiast who knows the 
secret spots, best attractions, best 
restaurants. We want to tap into 
that knowledge, and be able to 
provide that unique experience to 
our other customers. We also want 
the boat owners to describe the 
excursions as it provides 
authenticity. But as we all know, 
every new beginning is a difficult 
one, so we help the boat owners 
with some of these initial matters. 
 
“So you actually require a lot of 
work from some of your 
customers?” 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
Active co-
producers 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Knowledge 
acquisition  
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
Recognizes that 
consumers are active co-
producers of value and not 
simply passive obtainers. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Obtain knowledge from 
gig-workers 
 
 
 
 
 
 
 
 
 
 
 
 

be either visiting 
different tourist 
attractions in 
Copenhagen, maybe 
even sailing to Hven 
(Small Island in 
Øresund) or go fishing 
around Amager, 
basically they always 
want to do something 
concrete, and focuses on 
that instead of the 
formalities.” 
 
“They play a huge part, 
we have different 
customers so to speak. 
Firstly, the boat owners 
who actually rent out 
their boats, the ones 
who list their boats on 
our website are quite 
essential to our 
business. We don’t list 
their boats for them, 
they do that all by them 
self. That means they do 
all the pictures, the 
descriptions etc.” 
 
 
 
 
“... it is the local sailing 
enthusiast who knows 
the secret spots, best 
attractions, best 
restaurants. We want to 
tap into that knowledge, 
and be able to provide 
that unique experience 
to our other customers” 
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Yes, as it is all about the gig. Let 
me give you an example, if you are 
an experienced sailor you probably 
use some of your spare time on 
sailing. You might also have a boat, 
which has a lot of expenses. So if 
you work a 9-17 job during the 
week, you have your weekends off, 
which you probably going to spend 
on your boat anyway, why not 
make a little money on the side 
while doing that? As you already 
have the boat, and you know the 
area in which your boat is located 
you are able to provide an 
experience for others. It is in this 
exact situation where Boatflex 
comes in, as we have other 
customers who would like to 
experience something and are 
willing to pay for it. So basically, 
you are self-employed, we just 
provide the opportunity for our 
customers to experience or provide 
the experience through the 
platform. 
 
“How do you as a company interact 
with your customers?” 
 
We try to build a word of mouth 
marketing strategy, which I 
personally think has the best 
marketing potential and highest 
quality. So we spend a lot of time 
helping the boat owners have a 
good experience on our website, a 
good support, good service, 
intuitive, so hopefully one day they 
will recommend us to their family, 
friends, colleagues etc. In addition, 
we also work on making a lot of 
different partnership with 
people/companies within the 
industry. This could be sailmakers, 
people and companies who sells the 
boats and harbours etc. So we 

Self-
employment 
Gig-economy 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
WOM 
 
 
 
Customer 
experiences 
 
 
 
 
 
 
Partnerships 
 
 
 
 

Ideal scenario is one 
where private individual 
can monetize on their 
interest for sailing through 
Boatflex. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Main marketing strategy 
is building word-of-mouth 
marketing strategy, 
because of the good 
customer experiences they 
deliver. 
 
 
 
 
 
 
Creating and qualifying 
partnerships as a growth 
strategy. 
 
 

So if you work a 9-17 
job during the week, 
you have your 
weekends off, which 
you probably going to 
spend on your boat 
anyway, why not make 
a little money on the 
side while doing that? 
As you already have the 
boat, and you know the 
area in which your boat 
is located you are able 
to provide an experience 
for others. It is in this 
exact situation where 
Boatflex comes in, as 
we have other 
customers who would 
like to experience 
something and are 
willing to pay for it. 
 
 
 
 
 
 
 
 
“So we spend a lot of 
time helping the boat 
owners have a good 
experience on our 
website, a good support, 
good service, intuitive, 
so hopefully one day 
they will recommend us 
to their family, friends, 
colleagues etc.” 
 
“In addition, we also 
work on creating a lot of 
different partnership 
with people/companies 
within the industry. This 
could be sailmakers, 
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really want to establish ourselves as 
a part of the maritime industry. For 
instance, a lot of people who sell 
boats for living, actually see us as a 
competitor, which we are not. We 
are actually trying to provide 
people with a bigger incentive to 
buy a boat as they are able to 
reduce their expenses. To put that 
into numbers, if you are able to rent 
out your boat with us for about 4 
weeks during the peak season, you 
are able to lower your boating 
expenses with about 50%. So 
basically, it removes some of the 
limitations which might occur when 
considering becoming a boat 
owner. 
 
“I have seen that you use brand 
ambassadors, what are their role 
and responsibility within 
Boatflex?” 
 
Our ambassadors is working as a 
kind of influencer. As I said earlier 
I personally think word of mouth is 
the best marketing strategy because 
if your story is told correct, it is 
quite persuasive. If people believe 
in the concept and you, they are 
more willing to tell their relatives 
about it. The typical boat owners in 
Denmark are quite conservative so 
it will require a lot of us in order to 
get them to mention us in a 
conversation and actually 
recommend us. It is quite extensive 
process for boat owners to 
recommend us before they actually 
list their boat on our website, so 
they conversion rate is rather low. 
The process is currently a bit too 
long actually. 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Influencer 
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Ambassadors serve as 
influencers, in order to 
recruit and refer new 
members. 
 
 
 
 
 
 
 
 
 
 
 
Boat owners are difficult 
to recruit, and conversion 
rates are low. 
 
 
 
 
 

people and companies 
who sells the boats 
alongside harbours etc.” 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
“Our ambassadors is 
working as a kind of 
influencer. As I said 
earlier I personally think 
word of mouth is the 
best marketing strategy 
because if your story is 
told correct, it is quite 
persuasive. If people 
believe in the concept 
and you, they are more 
willing to tell their 
relatives about it.” 
 
 
“It is a rather extensive 
process for boat owners 
to recommend us before 
they actually list their 
boat on our website, so 
they conversion rate is 
rather low. The process 
is currently a bit too 
long actually.” 
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“I see. What do the brand 
ambassador actually get in return 
from you?” 
 
That is quite individual I guess, but 
we have tested a lot of different 
things. We started offering money 
if they were able to make concrete 
results, such as onboarding new 
members. But we quickly 
discovered that it wasn’t really their 
main driver, they were more driven 
of the concept itself and they 
actually think that the idea of an 
online P2P boat rental platform was 
awesome. This shows that most of 
our hardcore members are not 
driven by profit, per se. I think 
there was one case where we payed 
out a lump sum to a boat owner. 
But I mean, what they get in return 
from us is the opportunity to be a 
part of a community and something 
bigger than themselves.. We can 
also do online marketing on their 
behalf, showing tailored ads for 
their boats on e.g. social media, 
which again will drive traction and 
increase their rentals. We can also 
put them in contact with relevant 
people within the industry, as we 
have gained a large network across 
our different markets. 
 
“What role does the sharing 
economy play for your company” 
 
It plays are huge part, the concept 
we know today didn’t exist in 
Denmark six years ago. The sharing 
economy and especially companies 
like Airbnb and GoMore actually 
proved the market for us as well. 
Because they were some sort of 
ambassadors of Boatflex as they in 
fact have succeeded. 
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Did not work well. 
 
 
 
 
 
 
 
Ambassadors are driven 
by the concept and an 
innovative mindset. 
 
 
 
 
 
 
Engaging with like-
minded peers, enjoyment, 
socialization. 
 
 
 
 
Serve as a mediator and 
contact person. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
“But we quickly 
discovered that it 
(monetary 
compensation) wasn’t 
really their main driver, 
they were more driven 
by the concept itself and 
they actually think that 
the idea of an online 
P2P boat rental platform 
was awesome. This 
shows that most of our 
hardcore members are 
not driven by profit, per 
se.” 
 
“what they get in return 
from us is the 
opportunity to be a part 
of a community and 
something bigger than 
themselves..” 
 
We can also put them in 
contact with relevant 
people within the 
industry, as we have 
gained a large network 
across our different 
markets. 
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“Have you made some kind of co-
creation events, either with the 
intention to improve the product or 
gain exposure?” 
 
Yes, we have done a lot of research 
and interviews in order to 
understand how boat people think, 
such as their pains and barriers, and 
how we could improve our service 
and our platform. We have also had 
open day events where we invited 
customers and potential customers 
in for some food and drinks, and 
discussions around how they view 
us, and what could be done 
different to make a better product.. 
The thing that worked the best for 
us was the interviews as we gained 
really good insight into the 
consumers of Boatflex, and 
potential ones. 
 
 

 
 
 
 
 
Research 

 
 
 
 
 
Has used interviews, 
focus groups and events in 
order to understand 
pains/barriers and provide 
a customer driven 
product. 

 
 
 
 
 
“Yes, we have done a 
lot of research and 
interviews in order to 
understand how boat 
people think, such as 
their pains and barriers, 
and how we could 
improve our service and 
our platform. We have 
also had open day 
events where we invited 
customers and potential 
customers in for some 
food and drinks, and 
discussions around how 
they view us, and what 
could be done different 
to make a better 
product.. The thing that 
worked the best for us 
was the interviews as 
we gained really good 
insight into the 
consumers of Boatflex, 
and potential ones.” 

 
 
 
 
 
 


