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Abstract  
This thesis aims to provide insights into how to attract and utilize the potential of Asian 

tourists seeing as this particular demographic is becoming increasingly lucrative considering 

their position as the highest daily spending regionally defined tourist group. The thesis will 

shed light on how to satisfy Asian tourists, that is to say, the qualifier of ‘satisfaction,’ has 

been found to be the best way to influence the buying decision positively, and increase 

attractiveness for other Asian tourists. 

Therefore, we will investigate how to increase the individual and subjective value of 

satisfaction of Asian tourists using the Oslo ferry operated by the Danish company DFDS, to 

inform an illustrative case study. This thesis investigates the phenomenon of Asian tourists’ 

satisfaction in a tourist-transport context employing a phenomenological approach using 

qualitative interviews of the management team at DFDS, Asian tour leaders, Asian guests, 

as well as ancillary observational studies.  

 

We have discovered that one of the factors that seem to increase satisfaction is the 

successful fusion of experiential offers and current functional offers. Based on Pine and 

Gilmore’s framework, we found that experiential offers allow the tourists a chance to relax 

and indeed, immerse into the experience, thus, constituting a space in which to escape from 

the daily repetition of their lives. Hence, the experiential realms of escapism and estheticism 

were found to have significant influence on satisfaction. 

 

Additionally, it was found that certain cultural traits influenced satisfaction with the 

experience such as, that Asian tourists fall into the category of uncertainty avoiding, and 

have strong preferences for feelings of safety in a collective. According to Tan and Abu 

Bakar (2016), tourists from Asia will feel safer if they feel that their preferences for avoidance 

of confrontation, is respected. Thus, the level of perceived safety in social interactions will 

have a major impact on how much they are able to relax and thus allow for that key 

immersive experience, leading to an increase in satisfaction. This was found to be true, and 

theoretical and practical recommendations will be given on how to satisfy such needs for 

Asian tourists. Moreover, the influential reach of uncertainty avoidance doesn’t only affect 

their perception of satisfaction, but also it plays a pivotal role in the actual buying decision. 

Money and Crotts (2003) found that tourists with high levels of uncertainty avoidance will 

retrieve travel-information from non-marketer dominated sources. Meaning that their 

purchasing decision will be based on recommendations from peers, because such 

recommendations reduce perceived uncertainties. Hence, in relation to our case, the best 
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way to attract Asian tourists is by staging experiences in the realms of escapism and 

estheticism and respecting their preferences in social interaction to increase the experience 

satisfaction. In turn, this will foster positive buying decisions and willingness to recommend 

and attract even more Asian tourists. 

Based on the results of the research, we found several factors and elements that could 

influence Asian tourists’ satisfaction, both for DFDS and experience providers in general.  

Based on these findings, we have proposed practical recommendations on how to maintain 

and improve the satisfaction level among the Asian guests. The purpose of these 

suggestions was to show which experience dimensions were most important and highlight 

the importance of understanding, and accommodating to cultural differences. 

 

The conclusions of the thesis indicate that by curating specific experiential dimensions 

based on cultural particularities, the subjective satisfaction increases per tourist, thus 

stimulating more positive recommendations among other Asian groups and catalyzing an 

increase in overall demand. 

The thesis is considered to add to the knowledge on cultural differences influence on 

experience satisfaction, hence, contributing to existing literature on tourism experiences. 

However, the necessity of future research is evident, since the findings and result of this 

thesis do not necessarily apply to all industries, yet, mainly to businesses in the tourism 

experience industry. 
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1. Introduction  
 
In the book Transport and Tourism - global perspectives (J. Page, 2005), it is described that 

tourists nowadays value convenience, price and fast modes of transportation. Accordingly, 

air-traffic holds 55 % of the market-share in tourism-travel (A:17; UNWTO 2016), partly due 

to a rise in the number of low-fare airlines (J. Page, 2005; Prideaux, 1999; Pagliara, 2015). 

 

DFDS Seaways operates a ferry route between the Danish capital, Copenhagen and the 

Norwegian capital, Oslo. In everyday speech, the ferry is called the “Oslobåden” (in this 

thesis referred to as the Oslo ferry) and has one daily departure from each city every day all 

year around (DFDS, 2018). The ferry departs at 4.15 PM from Nordhavn in the Copenhagen 

harbor and arrives in Oslo around 10 AM the day after. This results in a total travel time of 

approximately 16 hours. Taking a direct airplane on a Friday, from Copenhagen Airport, 

takes 1 hour and 10 minutes, and the average price is 305 DKK (Norwegian, 2018). In like 

manner, a fare with the ferry from Copenhagen-Oslo costs on average 1300 DKK with 

departure on a Friday (DFDS, 2018). 

 

Looking at these numbers and statistics, and keeping the theory mentioned above on 

tourists’ preferences for functional attributes in mind, DFDS’ positive results (DFDS Annual 

report, 2016) are challenging to explain. 

 

For tourism-transport providers, outside of the aviation industry, the consequence has 

resulted in increased competition as it has become increasingly difficult to compete in the 

market, as no other transport-modes can carry people around the world as rapidly and 

cheaply as airlines. However, DFDS and the Oslo ferry have managed to make steady 

surpluses in their tourism-transport division (DFDS Annual Report, 2016). It is because of 

this strange phenomenon of continued success that the Oslo ferry will be exemplified in the 

thesis as an illustrative case. In the preliminary view of this case, no adequate reasons for 

such positive results were evident when looking into the theory on tourism-transport, since 

the Oslo ferry is more expensive and more time-consuming than taking an airplane from 

Copenhagen to Oslo, we postulated that other factors could be at play here. 

DFDS see their biggest competitors as the Airline companies and the highway A6. However, 

DFDS also mentions that they see themselves as much an experience-offer as a mode of 

transportation (A:4). 



8 

 

Thus, DFDS competes with these by offering an experience, and not, in essence, only a 

mode of transportation (A:4). According to the meta-analysis on experience branding by 

Nysveen et al. (2012), selling experiences contributes value by other means than merely 

adding or improving functional attributes. Hence, customer satisfaction is obtainable by other 

means than transporting tourists fast and cheaply. This suggests that consumers do not only 

buy products based on functional attributes, arguably, they increasingly wish to get the 

experience, which surrounds the actual offer (Ibid.). 

 

1.1 Purpose  

The original intention of the thesis was to investigate the phenomenon of tourism-transport; 

why some tourists choose more time consuming and more expensive modes of 

transportation to and from their destination. However, this was in the preliminary study of this 

thesis reworked, since the Oslo ferry, according to DFDS, is defined as a tourist experience, 

thus, not solely sold on its ability to get you from Copenhagen to Oslo (A: 4). It was found 

that staging an experience around the current functional attributes helps to increase 

customer satisfaction (Nysveen et al., 2012; Pine and Gilmore, 2011; Ritchie and Hudson, 

2009). Furthermore, as can be seen in the statistics (A: 16), there are several different 

customer segments to satisfy, and these have different preferences. 

Consequently, this thesis seeks to investigate how staging experiences help to increase 

satisfaction for Asian tourists, as Asian tourists are shown to have a higher spending per 

night than any other regionally defined tourist segment (UNWHO, 2016; VisitDenmark, 

2016). 

 

1.3 Problem Area 

Lately, DFDS and the Oslo ferry have seen an increase in numbers of Asian visitors, and 

they have experienced a growth in their earnings on the Oslo ferry, and their passenger 

ferries in general (DFDS Annual Report, 2016). As the theory on tourism transport could not 

explain this, we found that, according to experience theory and DFDS themselves, the 

concept of experiences and tourism experiences could help solve this discrepancy. 

 

From a theoretical perspective, the staging of tourism experiences is something that all 

tourism product providers should consider, and, this is best done by dividing experiences 



9 

into different “components.” The experience with most components incorporated will have 

the highest chance of rendering consumer satisfaction (Ritchie and Hudson, 2007: p. 114). 

DFDS have not themselves considered any specific components regarding the experience 

offered aboard the Oslo ferry (A: 4), but, in the literature, numerous examples of models 

constituting an optimal experience are given (Aho, 2001; Mano and Oliver, 1993; Pine and 

Gilmore, 2011). We have chosen to employ Pine and Gilmore (2011) and their concept of 

the experience economy, in which they argue that the offering of goods and services are no 

longer sufficient if one wishes to generate economic value – the world is saturated with 

undifferentiated goods and services; hence, the most significant opportunity is that of staging 

experiences (2011, xv). DFDS were aware of this, as they see themselves not exclusively, in 

the tourism-transport industry, but also in the experience industry (A:4).  

 

There are many reasons for the emergence of an experience economy. According to Pine 

and Gilmore (2011), in today's affluent society people are no longer satisfied when functional 

expectations are lived up to by a mode of transport, or a tourism experience provider, but are 

increasingly pursuing memorable experiences (Pine and Gilmore, 2011). Arguably, 

memorable experiences will result in improving the tourism experience and increase 

satisfaction (Ibid.; Mannel and Iso-Ahola, 1987). Memorable experiences are, accordingly, 

optimally constituted by four realms. If you manage to incorporate all four realms into your 

offered experience you will increase satisfaction the most. However, this is no easy task. 

Due to an increasingly multicultural marketplace, a need to reflect on the differing needs and 

expectations of experiences has arisen (Reisinger and Turner, 2003). Reisinger and Turner 

(2003), argues that due to low-fare airlines and the emergence of more accessible ways of 

communicating, the world has become increasingly smaller, making all markets worldwide 

more multicultural. Accordingly, besides issues concerned with the more differing needs, the 

multicultural marketplace also poses a possibility to capture new groups of customers. DFDS 

aims to attract Asian vacationers (A: 4), as these, according to VisitDenmark (2016), and 

DFDS themselves (A: 4; A: 16), have a higher spending per night than any other segment. 

According to UNWTO, consistent economic growth in Asia and changing attitudes towards 

tourism have made this region the fastest-growing market in international tourism (2016), 

and, from 2009 to 2013 the number of outbound trips from Asia increased by 53%, which 

was twice the average global growth rate (22%) (Hospitalitynet, 2014). Furthermore, Lai 

(2016), in a report, shows that travel is no longer a luxury but a necessity, as four out of five 

Asian tourists consider travel a necessary part of life and are willing to prioritize time off of 

work and set aside money for trips. However, due to different cultural values, Asian tourists 

cannot be treated the same as Scandinavian tourists (Mimi Li, 2014). Thus, we want to 

investigate further the experience offered aboard the Oslo ferry in connection to specifically 
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Asian tourists, and how specific cultural values influence the experience, and the ability to 

attract Asian guests.  

 

According to Mimi Li (2014), in her meta-analysis on cross-cultural tourism research, she 

found, employing Hofstede’s (1991) classifications, to increase satisfaction for Asian guests, 

the cultural values uncertainty avoidance and collectivism should be contemplated into the 

current experience. “During travel, tourists encounter a foreign culture, and when certain 

norms are not accessible in the foreign land anymore, they may feel anxious” (Yue Ma, Can-

Seng Ooi, and Anne Hardy, 2016: p.: 208). Thus, theoretically, uncertainties should be 

sought minimized to increase satisfaction as Asian tourists are much more susceptible to 

feelings of anxiety. Also, as they value internal information, as this is valued as risk-

minimizing (Money and Crotts, 2003), the best way to attract them is by making them 

recommend experiences to peers, which puts even more emphasis on the need to satisfy 

their preferences.  

 

Furthermore, Tan and Abu Bakar (2016) argues that the cultural dimension collectivism 

infers differences in how tourism experiences are consumed. They found that Asian tourists 

prefer to do things together, as their tourism experiences are socially constructed, meaning 

that they prefer to experience tourism-activities together with like-minded people, and 

satisfaction is easily influenced by other tourists expressions about satisfaction. What this 

means for tourism-experience providers is that there should be space for these tourists, to 

do things together in order to experience in an intersubjective realm. Moreover, the 

collectivistic value means that Asian tourists will more easily be satisfied if only some group-

members are satisfied, conversely, also be dissatisfied if some members express such 

feelings. Thus, the question of what influences Asian tourists level of satisfaction with an 

experience in a tourism experience (or transport) provider such as the Oslo ferry, who 

cannot compete on functional attributes, becomes relevant, with the influx of Asian tourists 

with their higher spending per night in consideration. Pragmatically, this thesis is relevant for 

DFDS, and the cross-cultural tourism research community, as it contributes with knowledge 

pertaining to how to satisfy Asian tourists best, hence, increase attraction. 

 

Based on the above discussion it is evident in theory, that there is significant economic 

potential connected with both “wrapping” experiences around current functional tourism 

products, and attracting Asian tourists. Because of this economic potential of Asian tourists, 

it is relevant for DFDS and other service providers to gain knowledge about the phenomenon 

of Asian tourists preferences and to investigate which preferences Asian tourists prefer when 

they buy a tourism experience since this will reveal which elements are essential to 
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incorporate in an offering to attract them, and how culture can help inform the debate, as 

different values are altering tourists’ behavior. 

 

The above presentation of the thesis’ problem area has led us to the following problem 

statement. 

 

 

2. Problem Statement  
 

The problem for DFDS lies in the gap of knowledge around understanding the mechanism of 

satisfaction of experience regarding Asian tourists on the Oslo ferry and the situational 

variables that influence it. We thus aim to critically investigate the dynamics of the 

experience economy as it relates to the satisfaction of Asian tourists’ experience of the Oslo 

ferry and to what extent the different cultural qualities play a role.  
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3. Delimitation 
In the following section, the thesis delimitations will be discussed. This section is separated 

into three parts. The first part will assess the delimitation of the method used, the following 

section will look into the delimitation of the theoretical framework, and finally, the last part will 

look into the general limitations of the thesis.  

 

3.1 Delimitation of Scientific Approach and Method 

The purpose of this assignment is as mentioned to investigate the phenomenon of tourism 

transport and the importance of providing experiences, with cultural values and preferences 

in mind. There exist many theories and methods that can assist in the research on the 

subject, although this thesis delimits itself to a phenomenological approach. This approach 

highlights the phenomenon from the implicated people’s point of view and their attitudes by 

collecting data from the respondent's life, which can take the form of observations and 

interviews from the lifeworlds of the respondents (Kvale, 2007a). The reason we have 

chosen a phenomenological approach to answer the research question is partly based on 

Jantzen and Rasmussen’s (2007) definition of what constitutes an experience which says 

that, 

 “experiences stem from the organism's ability to produce joy and a subjective will to 

connect oneself in real terms or in fantastic terms, with objects or representations. 

Experiences is a work of imagination, which the consumer is both the source of, 

producer of, and recipient of. External objects or stimuli are merely commodities or in 

the best case, semi-manufactured products, for the company providing the 

“experience,” Hence, the real experience cannot be orchestrated, manipulated nor 

directed by external manipulation. Joy or a pleasant experience, is not a ready-meal, 

to stuff down the throat of the consumer – it is a shape of an experience, where the 

role of the consumer is the most important one, and decisive for the overall 

impression.” (p.: 43)  

 

Arguably so, experiences happen inside the recipients' minds. Phenomenology allows us 

investigate how the chosen tourists perceive the experience, thus, allows us to catch a 

glimpse of the experience as each subjective entity lives it. 

In this thesis, we wish to highlight how experiences constitute a significant part of a trip when 

tourists travel - with the specific focus on Asian tourists. This further highlights the relevance 

of the phenomenological approach (see 5.2), since it focuses on the decisions, reflections 
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and actions of the people implicated and can provide a very nuanced picture of the 

phenomenon at hand. As such, one of the issues with this approach is that it is based on 

qualitative data, and although qualitative data is rich in describing personal worlds, it lacks a 

certain positivistic anchor of the quantitative. In choosing the phenomenological method as 

such, we have thus aimed to use a population of respondents with enough qualitative data 

potential to create a truthful generalization of how all Asian tourists could live such an 

experience. 

 

 

 

3.2 Delimitation of Theory             

There are a variety of theoretical perspectives explaining experience and cultural 

differences. It is, however, still necessary to have some theoretical insight, to get an 

understanding of which empirical domains are relevant to investigate (Ibid.). Our evaluation 

of theory has then been closely linked to the collection of data - both secondary and primary 

data. The selection of the theory of experience economy by Pine and Gilmore (2011) were 

mainly chosen based on the meta-analysis “Brand experiences in service organizations: 

Exploring the individual effects of brand experience dimensions” by Nysveen et al. (2012). 

However also based on secondary data, such as web pages, and primary data consisting of 

interviews and observations, which saw this theory and framework of experience most 

suitable, as the realms presented in their theory were evident in this data. The theory of 

culture is broader because of the findings in our data, which insisted that we should look at 

other areas in order to assess culture in tourism. We employed the meta-analysis by Mimi Li 

(2014) on cultural differences in tourism consumption to guide our choices of theories on this 

subject. Furthermore, we use Hofstede’s (1991) country classifications to define, which 

cultural elements to employ in our analysis, as the concept of culture is very diffuse and 

broad. However, with this approach, we hope to make it more specific and useful in praxis, 

even though some subtleties might be lost. 

 

Theories on culture and their justification are further discussed in the next section, as 

delimitations concerning respondents are exploratory for those choices. 
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3.3 General Delimitation  

As mentioned in the above section, the choice of respondents is a vital element in creating a 

phenomenologically well-founded thesis, which has been of concern to us throughout the 

process of investigation and writing. The respondents’ role was to provide their subjective 

experience of the ferry ride investigated, allowing us to glean important details from how they 

spoke of their time and satisfaction. Additionally, we chose to make contact with DFDS to get 

insight into the experience surrounding the Oslo ferry from a managerial perspective. We 

further found it important to get an insight from a consumer perspective. There are many 

different elements which can be investigated concerning the phenomenon of tourist 

satisfaction. With the influx of Asian tourist in the Scandinavian hemisphere, the statistics 

that show their higher spending per night (Visit Denmark, 2016; UNWTO, 2016), and the 

marketing material made for Asian tourists by DFDS (A: 16), we got interested in how the 

satisfy those exact customers, as everyone seemed so keen on wanting to attract them. This 

led to the theoretical and methodological limitations above. However, to define a segment 

based on their regional boundaries is arguably not optimal. Mimi Li (2014), argues that 

geographic boundaries no longer define culture since the world is becoming smaller, 

resulting in cultural contamination (p.: 68-69). However, to make meaningful comparisons 

across groups, common measurements should be established beforehand (p. 44). According 

to Mimi Li (2014), Hofstede’s (1991) country classifications, consisting of five dimensions 

defining national culture are a valid measurement scale (p.: 42). She found that the 

dimensions of uncertainty avoidance and collectivism were found to be the two dimensions 

with the most influence on Asian tourists satisfaction with a tourism experience (p. 69). 

Furthermore, Fernandez et al., (1997) found, in a re-examination of Hofstede’s country 

classifications, that people originating from Asia’s core show relatively higher scores in those 

dimensions, as compared to Westerners, which is the other segment that DFDS are 

targeting. 

 

We have a total of nine interviews. As will be shown in the presentation of empirical 

phenomenology, this should suffice (See 5.2 and 6.1.3). However, conducting more 

interviews might have given a deeper understanding of the researched phenomenon at 

hand. Focus groups may also have resulted in a more in-depth understanding and the same 

with surveys. Furthermore, Ritchie and Hudson (2009) found that quantitative measures in 

measuring tourists experience satisfaction were unable to elicit deeper, and more personal 

accounts of the level of satisfaction with a tourism experience (p. 118). 
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Thus, the chosen qualitative research has proven to be sufficient and is supported by the 

phenomenological approach. Given that this report is a master’s thesis it brings with it some 

apparent constraints and limitations. The research was limited by the extension of time 

which was able to be spent on researching DFDS, and the number of interviews made since 

we were dependent on that the Asian respondents would visit the Oslo ferry for us to collect 

data. Furthermore, in our research, we were limited by the disadvantage of not knowing what 

Asian nationalities would take the Oslo ferry. By Asians, we were looking for tourists deriving 

from Asia such as China, Japan, Korea, Thailand, Malaysia, etc. Thus, we had to interview 

the Asian respondents who took the Oslo ferry on the days we were present to do data 

collection. This means that the respondents we acquired come from different countries. 

Since our interviews were set on specific dates, it is possible that the vacation time for only 

some Asian nationalities was during our time of the investigation, which means that we have 

possibly missed out a broader representation of other Asian nationalities. In order to stick 

with the phenomenological approach (see 5.2), we had to analyse according to the lifeworld 

of our respondents, which means that the analysis is seen from their point of view. Thus, the 

terms “Asian” used in this thesis should be understood as a regional affiliation between 

Asian cultures.     

 

We feel that the thesis, even with the delimitations in mind, can contribute to the field of 

knowledge in three ways: firstly, it yields research-related knowledge on how a mode of 

transport can create increased satisfaction by utilizing certain experience dimensions in their 

offering and take cultural differences and values into account. Secondly, it produces 

company-specific knowledge, which, for DFDS and possibly other tourism experience 

providers of the sort, could help in their understanding of how to richly satisfy a culturally 

variegated consumer base. Lastly, it could improve Asian tourism experiences on a wider 

scale, not just limited to the tourism transport industry.  

 

 

   

 

    

4. Reading Guide  
This paragraph is supposed to give the reader a short guide into the structure of the thesis 

and what the different sections of the thesis will contain.   
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To secure a well structured and comprehensively presented project, the thesis has been 

divided into sections instead of a free-flowing text.  

 

The first section is an introduction to our thesis. The next section will introduce the thesis’ 

scientific approach; phenomenology. Firstly, the fundamental concepts behind 

phenomenology are presented, succeeding this, Patrick Aspers’ 7 steps for empirical 

phenomenology (2009) is evaluated to explain the thesis’ research design. Following this, 

the general method of data-collection of the thesis will be introduced. The meaning of that 

section will be to discuss our use and approach to the semi-structured interviews and our 

observational studies, which in this thesis have been utilized as our method for empirical 

data-collection. The next section is concerned with the thesis’ theoretical framework. Here 

we will present theories on experiences within tourism consumption and cultures influence 

on experiences, as our empirical data showed that differences in cultural values impose 

changes on experiences effect on satisfaction. 

 

Following the theoretical framework, the thesis’ analysis will be presented, which, to begin 

with, contains a discussion of the thesis’ method for analysis meaning condensing, followed 

by the analysis of our findings. After the analysis, a discussion of the analysis will be made 

to discuss the results found in this. The discussion will hereafter lead on to the section of 

quality of the research conducted in which the reliability, validity, and generalization of the 

thesis is discussed. Next, the managerial implication of the findings from the thesis’ 

discussion will be assessed. Finally, the thesis’ conclusion will be presented, which lead to 

the projects final section for further research.  

   

 

5. Scientific Approach 

5.1 Phenomenology 

Introduction 

As stated in the delimitation, this paper is made using a phenomenological approach. In 

short, phenomenology is a method used to study the consciousness and the objects of direct 

experience or: “that which appears” (Aspers, 2009: p. 1). This section will discuss the basic 
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assumptions regarding the ontology and epistemology on which phenomenology is based, 

and, in that way, lies the epistemic foundation for this thesis. 

  

5.1.1 Consciousness and Intentionality 

To understand phenomenology and how it views cognition, it is necessary to know how the 

approach sees intentionality and consciousness. A fundamental trait in phenomenology is 

that consciousness is regarded as the medium through which the individual gains access to 

the world. Our consciousness, thus, is vital in human cognition, and without it, no action can 

be taken (Giorgi, 2005: p. 76). Intentionality means that human consciousness is always 

directed at an object. In turn, this means that consciousness can never be fully understood 

independently of the object is directed towards (Ibid.). Subjectivity is recognized as a being 

that possesses consciousness, hence, an openness to whatever can present itself to it in 

ways not wholly reducible to cause-effect relationships. Consequently, subjectivity does not 

exist on its own but lives in the human who possesses consciousness, in that it is directed 

towards an object, as in intentionality (Ibid.). 

 

If we look at the above in connection to our study, we see the phenomenon of for example 

experience, not as something that can be reduced to the experience the company wishes to 

stage and presume it to be consumed in concurrence. Instead, personal feelings and 

attachments towards the company or brand staging the experience come into existence only 

in the individual's mind, and, by the individuals own perception of the experience, their 

definition of leisure time or other relevant “objects” on which consciousness can be 

intentionally directed towards, in the surrounding world. Employing this logic, it becomes 

pointless to talk about the true nature of objects besides from looking at it as it presents itself 

for the consciousness of a given subject since experience cannot be detached from the 

human perception (Juul and Pedersen, 2012). 

In this paper, we, concurrently, argue that it would not make sense to talk about the 

phenomenon of, e.g., experience satisfaction as something isolated to be happening “inside” 

the experiencing subject. Instead, we argue that this feeling only comes into existence by the 

individual's feelings towards the staged experiences, cultural differences, and other relevant 

objects in their surrounding world. This is the reason why we are trying to understand the 

phenomenon of experience, buying decision, experience satisfaction and culture in tourism 

from “the experiencing subjects’” attitude, through qualitative interviews, and partly through 

observational studies. 
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5.1.2 Objectivity 

As described in the above section, it will not make sense to talk about a “reality out there,” 

besides reality as the consciousness perceives it. Phenomenology, thereby, invalidates the 

dichotomy between subject and object, and between ontology and epistemology, which, e.g., 

positivism assumes (Juul and Pedersen 2012). Ontologically, the core of positivism was that 

there had to be a “sensorially-given substance that was publicly accessible and describable 

in observation language” (Shea, 1971). Ontologically, positivism assumes that there is a real 

world to be observed, independent of human cognition, and epistemologically, positivists 

seek to omit human subjectivity, in the search for knowledge. In the phenomenological 

approach, the focus shifts from that of the thing and nature towards human beings and their 

lifeworlds (Giorgi, 2005: p. 76). The perceived world is always dependent on the 

experiencing subject. Thus, the omission of subjectivity is preclusion of our access to the 

world. For example, in the branding literature Kotler and Keller (2014), says that branding is 

the process of giving meaning to products, services or experiences, hence, creating and 

shaping the brand in the consumers’ minds. Thus, a brand is not the marketing messages 

promoted by the company, but it is the identity of a company as it is perceived by the 

consumers, which is precisely why an investigation of customer experience, culture, and 

satisfaction, is an investigation of subjectivity. 

 

In positivism, consciousness has been overlooked when theorizing on cognition, which 

means that a methodology has been built on what, in phenomenological terms, is called “the 

natural setting.” This concept describes the assumption that the way the world presents itself 

to the consciousness is also the way the world really is (Juul and Pedersen, 2012: p. 67). 

Such a point is made invalid in phenomenology by Giorgi (2005) when he argues that: 

“subjectivity is a being that possesses consciousness and therefore openness to whatever 

can present itself to it in ways not completely reducible to cause-effect interactions” (p. 76). 

According to Giorgi (2005), this is because we, in the process of perception, are only 

capable of looking at an object in profile. What this means is that we are never able to 

perceive the whole object in a single act of perception, but only a profile of the object is 

given, which is dependent on the perspective of the perceiver (p. 76). In this thesis, we 

ascribe to the critique of the “natural setting,” since we want to engage in the investigation at 

hand open-mindedly, to make out what the informants themselves ascribe to the 

phenomenon of experiences, cultural values, and customer satisfaction. Phenomenology is, 

thus, not a denial of objective knowledge, as prescribed by positivism, but a change of focus, 
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where the sensorially experienced world is not investigated as such, but the sensorially 

experienced world is investigated as it is perceived through our consciousness (Ibid.). 

 

 

 

 

5.1.3 Reduction in Phenomenology 

As stated, phenomenology, unlike positivism, does not seek wholly causal explanations. 

However, according to Husserl (1983), human sciences have been trying to live up to the 

criteria put up by these sciences, namely that any knowledge should be reducible to a 

cause-effect relationship. However, this should not entirely be the aim of human science. 

Assuming that humans are subjective beings in that they possess an intentionally directed, 

towards an object, consciousness, through which they relate to the world, they relate to the 

world in ways not reducible to cause-effect interactions (Giorgi, 2005: p. 76). Hence, we 

should not try to understand the lifeworld of the participants, using these criteria. Instead, 

Giorgi concludes that humans are not entirely naturalistic, which is why we should try to 

understand given phenomena by suspending or bracketing any preconceived ideas of the 

phenomena under investigation, rendering it possible to analyze the phenomena as it 

presents itself to the human consciousness (Ibid.: p. 80). This process is what 

phenomenologists call phenomenological reduction, and it is the reason why 

phenomenology finds its point of departure in the first-person perspective (Ibid.: p. 81). In 

this thesis, we have actively focused on working on phenomenological reduction, to make 

sure that it is the guests aboard the Oslo ferry’s perspective we capture. This means that 

there will be a clear division between theory and analysis in this thesis. Firstly, the empirical 

data will be described open-mindedly and unprejudiced, after which we will engage in 

analysis and employ our own understandings in here. 

 

In this thesis, we will be employing phenomenological reduction as a way to obtain relevant 

knowledge on the subject under investigation, to make sure that it is only the participants 

own perceptions of the experience at hand, which will be analyzed upon.  

However, the concept of phenomenological reduction has been the subject of criticism; 

Heidegger (1962) argues that people, by nature, are interpreting beings, and therefore it is 

intrinsically impossible to bracket one's own knowledge from the phenomenon under 

investigation. We ascribe to this critique but argue that phenomenological reduction should 

be seen as an ideal rather than an actual possibility. This is mainly an ethical consideration 
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made to assure that we, as scientists, do not influence any collected data, with our own 

perceptions or prejudices obtained through our education or interactions with DFDS’ 

marketing department, thus, not act superlicious and try to impose our own conceptions on 

the participants.  

 

Another critique often aimed at phenomenology is that when employing this method you will 

not be able to obtain any knowledge with scientific nor societal relevance; it is a study of the 

unique and personal at the expense of the general and scientific (Juul and Pedersen, 2012). 

Giorgi (2005) argues that this critique can be met using what he terms eidetic reduction (p. 

81). As in phenomenological reduction, an eidetic reduction will infer a division between raw 

data and reflection (Ibid.: p. 80-81). First, the scientist must obtain descriptions of the world, 

as perceived by a person. However, these descriptions can never function as scientific 

expressions since they inevitably will be predisposed to be filled with meaning. In Husserl’s 

term, meaning refers to the specific person’s world, his or her hopes or ambitions and values 

and fears (Ibid.: p. 81). Thus, these descriptions are personal and arguably without societal 

nor scientific relevance, as they are merely personal. Hence, they have to undergo some 

transformation to be considered scientific, which is done with a change to a scientific 

attitude. Here the researcher looks at the meanings expressed by the subjects within the 

natural attitude (Ibid.: p. 80) but employing a scientific attitude. What this means is that the 

researcher tries to clarify the meaning of the everyday, personal experiences, by describing 

its disciplinary meaning (Ibid.: p. 81). If hypothetically, employed in our investigation, one 

participant could say that a beautiful view is important if he or she is to have a good 

experience aboard the Oslo ferry; another could say that he loves the view from the deck 

when entering the Norwegian fjords. Eidetically reduced, we could employ Pine and 

Gilmore’s (2011) four realms of experiences, and argue that this could be generalized to 

mean that they appreciate the esthetic realm more when engaging in tourism consumption. 

Thus, different reasons for why they have chosen the Oslo ferry as their travel-mode has 

been found, employing different explanations. What eidetic reduction does is to reduce their 

experiences to transform them to fit into a scientific context and make them generalizable. 

Hence, the above expression shows that the esthetic realm is important when utilizing the 

scientific attitude.  

 

Applying this type of reduction, however, one runs the risk of imposing abstractions to the 

degree that could alter and change the actual meaning, as expressed by the subjects 

investigated (Giorgi, 2005: p. 80). Hence, Giorgi introduces the notion of morphological 

essences; instead of assuming that you can reach exact, scientific explanations the aim 

should be to reach “morphological essences,” which describes that the abstractions reached 
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in the eidetic reduction are by nature inexact. Nevertheless, they are still essences (Ibid.). 

This is also the way we will see the abstractions reached in our analysis. 

 

 

 

5.2 Empirical Phenomenology 

Empirical phenomenology is an approach within phenomenology, that focuses on studying 

“that which appears” empirically (Aspers, 2009: p. 1). We have chosen this as our approach 

to the research design since it subsumes the general beliefs in phenomenology in the 

research and adds concrete empirical steps to take. Empirical phenomenology argues that 

any analysis made, should be bound by the intentionality of our consciousness. Aspers 

distinguish between first-order constructs, which is meanings of the participants, and 

second-order constructs, which is meanings belonging to the scientist (Ibid.: p. 3). Thus, by 

conducting empirical studies, the researcher aims at understanding actors’ meaning levels, 

their first-order constructs. And, only on the basis of these first-order constructs can one 

develop second-order constructs, which can become part of a theory (Aspers 2009: p. 3). In 

this thesis, we will employ Aspers seven steps of empirical phenomenology and application 

of theory. As Aspers describes, this scientific method has not only as a goal to describe a 

subjects state of mind, but also to explain how and why things are and happen. 

Concurrently, we do not solely want to describe how people feel about the trip, but also try to 

explain why they have those and what this means for the Oslo ferry in terms of increasing 

satisfaction. 

 

Another unique aspect of empirical phenomenology is what Aspers calls unintended 

consequences (p. 6). Unintended consequences are effects of actions that have certain 

intended results as goals. Countless of these might result from an act, but, to become of 

interest to an investigation, any consequence must be seen as relevant to either the actor (in 

our study, DFDS) or the researcher. Thus, consequences that may be seen as uninteresting 

to the researcher might be assumed to have great importance in the minds of an actor, or 

the other way around, due to differences in areas of interest (Ibid: p. 6). Also, it is the role of 

the researcher to connect the consequences with acts. Thus, when making these second-

order constructs, the scientist should be able to present a meaningful and coherent picture of 

the actors life-world, connecting both intended and unintended consequences (Ibid.).  

 



22 

In this thesis, we wish to paint a coherent picture of the experience on the Oslo ferry; both 

from the perspective of the Asian guests aboard the Oslo ferry, and from the perspective of 

DFDS. This is done to show which actions, concerning the customer experience and culture, 

results in what consequences, e.g., increased satisfaction and attraction. 

 

 

5.3 Research Design 

Before introducing Aspers 7 steps in empirical phenomenology, we wish to state that the 

steps should not necessarily be followed point by point. The research design should be seen 

as an iterative process where certain steps further down the process might infer changes on 

former steps taken. Thus the process is seen as an iterative process to safeguard the actors’ 

perspectives without compromising the role of the theory employed (Aspers 2009: p. 5). 

 

 

 

Step 1: Defining the Research Question 

In this step, it is the researchers own task to find a relevant research question. This question 

can be based on ongoing debates within a research area or emerge from one's own 

interests (Ibid.). This thesis started out with a general interest in tourism transport. We 

wanted to know how a company providing tourism transport, could compete with low-fare 

airplanes, as all theory on tourism transport stated that the current tourists, in general, 

valued price and convenience (travel-time) over any other value-propositions (Prideaux, 

2000; Page, J. 2005, Barff, Mackay and Olshavsky, 1982). We chose to look at DFDS and 

the Oslo ferry. The reason for this was that we were wondering how they could continuously 

make a profit, even though they were in the tourism-transport business., but not offering any 

of the prescribed preferences (Ibid.) Thus, all theory on the subject argued that this should 

not be a possibility. This led us to look at “customer experiences,” as this theory promised 

that any company could existing value if you wrapped experiences around current functional 

offerings (Pine and Gilmore, 2011). 

 

We contacted DFDS Seaways, and they were also interested in getting to know more about 

how their experiences offered aboard the Oslo ferry, affected their overall value proposition. 

This led to a preliminary research question; however, this was changed during our 

preliminary study. 
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Step 2: Conducting a Preliminary Study 

In this step, the researcher is conducting studies to find out whether or not the chosen 

research question is possible to investigate. Aspers argues that the researcher should 

interact with the relevant people in the field of interest and that extensive readings of 

academic and non-academic texts should be carried out (Ibid.) 

 

In our case, we took a trip with the Oslo ferry to immerse ourselves into the experience 

offered by DFDS. This was done to experience it ourselves, but also to see if the 

experiences offered aboard was being put to use by the guests, to get an idea of the 

reasons why this particular mode of tourist transport benefitted from experiences, as we 

have defined them - or if there were other reasons why the Oslo ferry made profits (DFDS 

Annual Report, 2016); as to find out how to compete with the airlines. Also, we interviewed 

the Senior Campaign Manager at DFDS to find out if the research were possible and 

relevant to conduct. This changed our focus, as stated in section 1. Initially, we wanted to 

look at experiences in the tourism-transport business. However, during the preliminary 

research, in the interview with the DFDS Senior Campaign Manager, we found that they did 

not see themselves in the tourism-transport business, but mainly in the experience business. 

Hence, our preliminary study showed that much more emphasis had to be put on the theory 

regarding experiences, and tourism-transport had to be discarded partly. Also, as a result of 

our preliminary study, we found that there were many Asian guests, and DFDS also states 

that this is a segment that they wish to capture. Hence, our preliminary study led us to look 

deeper into cultural differences in tourism experiences, specifically how certain cultural 

values influenced satisfaction with an experience for Asian tourists. 

 

Step 3: Choose a Theory and use it as a scheme of reference 

In this step, the researcher has to choose a theory, as it is not possible to investigate every 

first-order construct from every possible perspective. Hence, the choice of theory guides the 

researcher and focuses the research, to find out which first-order constructs are relevant and 

which are not (Ibid.: p. 6). However, it is necessary to underscore that theories decided upon 

in this stage are not definitive; as stated in the introduction to this section, the process is an 

iterative one and theories might change, since the theory has to stay true to the actors' 

perspectives, the empirical data collected and the research question. As shown in the 

delimitation (see 3.2), our starting point for this research, was to investigate tourism-

transport modes and how to differentiate and compete with the fast, cheap and convenient 

low-fare airline companies. However, due to the data collected in the preliminary research, 

we chose to discard theories on the tourism-transport link, and instead look at “experiences,” 

as this was the business the Oslo ferry was in (A: 4). We have chosen to employ a broad 
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apparatus of theory. Thus we aim at not locking ourselves into one position. We have 

employed meta-analyses (Mimi, Li 2014; Nysveen et al. 2012) to guide our choices of theory 

within the two theoretical domains of culture in tourism consumption and customer 

experiences, to find out which subjects in the broad area of tourism, experiences, and 

transport to look at. 

 

Step 4: Study first-order Constructs (and bracket the theories) 

In connection to step 3, how can we know what theories to choose, when everything has to 

stay true to the actors’ perspective? Theories selected in step 3 act as schemes of 

reference; in step 4 empirical data gets the chance to “kick back.” What this means is that 

theories chosen in step 3 guides the researcher towards the “right” questions. However, 

since theories and other knowledge of the researcher should be bracketed (see 5.1.2), the 

focus is here only on first-order constructs. Not all of these are relevant, thus the second-

order constructs, as informed by the chosen theory, only serve to choose which first-order 

constructs are relevant. Thus, the aim of this step is on collecting first-order constructs. This 

can be done by employing a broad array of methods for collecting data. As we chose to 

employ the semi-structured interview for data collection mainly, we have conducted these 

interviews in ways that do not include words such as “experience realms”, “uncertainty 

avoidance” or “culture”, and other constructs from the theory, to avoid that the theories 

“controls” the empirical data collected. Instead, we have asked questions like “how has the 

trip been,” and in general asked questions pertaining to how what has been important for the 

guests' experiences in general. 

 

In Aspers’ (2009) own words “Theory is thus a means in the process of understanding. A  

scientific conclusion is reached only when the researcher, and ultimately the reader of the 

researcher’s report, understand the actor’s perspective” (p. 6). Thus, as shown in step 2, the 

questions we asked guided us in another direction than where we departed from, and we 

changed our focus to “experiences” instead of theories on tourism-transport - and we have 

stayed true to this step during the entire research, to avoid letting the theory inform the data, 

but has allowed it to happen the other way around. 

 

 

Step 5: Construct Second-Order Constructs 

In step 5 the first-order constructs are connected to the theory. These second-order 

constructs must communicate in two directions; firstly they must comply with the actors own 

perspectives, and be understandable to the actors in the field of inquiry. Secondly, they must 

have relevance for a scientific community and be understandable to this community (Ibid.: p. 
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6). We will be looking at Kvale (2007f) and his concept of meaning condensation. In short 

what this means is that the researcher should make shorter formulations of the meanings 

expressed by the interviewees, where the primary sense of what is said is rephrased in a 

few words, without losing the meanings as they are expressed.The methodological purpose 

is to show how qualitative data can be used in a rigorous and systematic way, without 

transforming the expressions into quantitative data (Ibid.). Then, after having made the 

reduction (A: 14), we connect these meanings arrived at, to existing theory. In this process, 

we put in a lot of effort to stay true to the respondents in our analysis, by clarifying what the 

respondents themselves stated in the interviews. Afterward, we try to elaborate on how we 

see their expressions in connection to the chosen theory. For example, when the respondent 

Dim-Kan (A: 9) says when asked about the service aboard the Oslo ferry: “the other guests 

from our group are much more dependent on the guide. They can’t even order a cup of tea 

without getting the help of someone with the English language”. As we see this extract, it 

shows that there is less escapism, which is one of the four realms constituting the perfect 

experience, according to Pine and Gilmore (2011). Escapism entails relaxation, and this is 

disturbed if you are not “free” to do entirely what you wish to do. In turn, this potentially could 

mean customer sacrifice and less satisfaction for the Oslo ferry. Furthermore, a managerial 

recommendation could be made based on this, that staff aboard the Oslo ferry should 

receive education in certain languages, if they want to improve feelings of relaxation, hence, 

escapism. 

 

In the appendix we have made a matrix structure (A: 14), to show how we have divided the 

expressions into theoretical frames. 

 

Step 6: Check for unintended consequences 

See above paragraph on Empirical Phenomenology (Section 5.2) 

 

Step 7: Relate the evidence to the scientific literature and the empirical field of study 

This step is about relating the empirical evidence that our research has produced and the 

existing body of theory and the experiences of the actors in the field (Aspers 2009: p. 7). The 

aim here is to assure the validity of the actors and participants in the study. A way to do this 

is, according to Aspers (2009), by letting respondents read the research. However, they do 

not necessarily have to agree with the conclusions made - instead, they should read it to 

make sure that their statements are presented as true to their intended meanings.  

 

We have, as stated in the interview-transcriptions, given every respondent the opportunity to 

read the thesis. However, no one respondent wished to do so. Thus, we have, in the 
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interviews, put a lot of emphasis on testing our own conceptions of the statements in the 

interviews by making a lot of follow up questions, ensuring that statements made by 

respondents, were fully understood by us as researchers. Thus, hopefully helping us in 

validating the empirical data collected through the semi-structured interviews. Finally, in the 

discussion chapter (see 9.), we, concurrently to this step, discuss the reliability, validity, and 

generalisability of our research (see 9.1). 

5.4 Delimitation from Hermeneutics 

Another approach we could have employed is the hermeneutic approach. Where 

phenomenology aims to uncover how the world presents itself to our consciousness, and 

that the researcher should always bracket preconceptions to ensure as unbiased an 

approach to the scientific domain as possible, the hermeneutic approach argues that such 

assumptions are valuable. The reason why such contextually dependent preconceptions are 

relevant is that they are claimed to be ubiquitous in the human mind and a precondition for 

acknowledging any knowledge as valid (Fuglsang, Olsen and Rasborg, 2013. P. 290-320). 

Thus, in hermeneutics, the researcher’s own knowledge and consciousness are not 

something that should be bracketed as in the phenomenological approach, but a part of the 

knowledge that is being created through the research. As Heidegger’s hermeneutic circle 

envisions a whole in terms of an individual’s given reality, the researchers own entrained 

knowledge in the field of inquiry must be brought into the analysis. The reason for this is that 

the knowledge that is being produced when in hermeneutic research is never complete 

knowledge, but an ongoing investigation of a field. Furthermore, as hermeneutics argue that 

such knowledge is phronetic, it has a political and ethical responsibility, making it necessary 

to engage in conversations and dialogue, as it is here the knowledge is residing. 

 

The most salient difference between the two approaches is that in phenomenology, the 

researcher has a less ‘controlling’ role and a more open approach to the research domain. It 

is this less active approach we wish to employ, as we want to obtain knowledge pertaining to 

how the Asian tourists on the Oslo ferry experiences satisfaction with the experience aboard 

the ferry.       
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6. Methodology  
In the following section, the methodology of the assignment will be discussed. Firstly, the 

thesis presents a discussion of the semi-structured interview as a method, and explain how 

and why we use this particular way of interview. The second section is concerned with our 

choice of respondents including the development of our interview guide. The last part will 

contain the discussion of the method of participant observation, which is made in coherence 

with Aspers’ (2009) prescriptions in the second step (see 5.3).  

6.1 The Semi-structured Interview  

As mentioned, empirical phenomenology is the scientific methodological approach for this 

thesis. Patrik Aspers (2009) states that “Empirical phenomenology proceeds from the 

assumption that a scientific explanation must be grounded in the meaning structure of those 

studied” (p.1). Aspers (Ibid.) implies that the actor's point of view is central to the analysis. 

The central idea about empirical phenomenology is that the researcher should try to grasp 

the meaning structure of the researched segment, or experiencing subjects. Aspers argues 

that these meaning structures are webs of meanings constituted by the actors. Thus these 

should be collected as unbiased as possible. This should be done in order to understand the 

person or thing at hand, as it presents itself to the respondents (Aspers, 2009).  

 

If we are to understand the phenomenology at hand and the social world, we have to 

construct descriptions, which are based on the subjective experience of people. From 

Aspers’ (2009) theory, we have seen it appropriate to use the semi-structured interview and 

observational studies. As mentioned, it will according to Aspers (2009) give us the 

opportunity of collecting first order construct, which will pave the way for our second order 

constructs. The semi-structured interview is focused on “...obtaining descriptions of the 

lifeworld of the interviewee with respect to interpreting the meaning of the described 

phenomena” (Kvale, 2007d. p.:2). This way of interviewing is concerned with how the world 

is observed and experienced by the respondents since the “real world” in the 

phenomenology is understood as the world as it is perceived by people (Kvale, 2007d). The 

objectivity is concerned about being true to the researched phenomenon. The researcher 

should be aware of the phenomenological reduction (see 5.1.3) in which the researcher’s 

own subjectivity needs be omitted in the interview, to make sure that it is only the 

respondents own, inevitably subjective, interpretations of the phenomenon that are 

expressed in the interview. In this respect, the semi-structured interview seemed suitable for 

our research to shed light on in what way service providers can create satisfaction using 
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experiences both from a managerial perspective (the people who construct and manage the 

experiences) and for the people who are directly affected by these offered experiences. 

Thus, the interviews consisted of one with Senior Campaign Manager, Rikke Welløv from 

DFDS directly involved in creating experiences, and tour leaders and travelers engaged in 

the experiences.  

  

The semi-structured interview takes form as an interview with a list of themes and questions 

to be covered, rather than specific questions. The structure of questions is more fluid since 

some questions or themes might have to be omitted according to the flow of the 

conversation. Also, further explanatory questions have to be asked to explore something 

possibly interesting said by the respondents. The interviews should be acquired by 

employing recording with possible additional note-taking (Saunders et al., 2009), in our case 

we chose audio-recording. Kvale (2007d) argues that recording an interview is an excellent 

way for the interviewer to focus on the topic. We have been very tentative about staying 

open toward elements, which the respondents wished to talk about. Our interview guides 

(A:1-3) are informed by our observational studies (A:15), and our theoretical framework (7.), 

and acts as a controlling element in the interviews, yet, will to further extent than Kvale’s 

argument, persuade us to stay open toward new viewpoints, issues, and possibilities, which 

our respondents can open up to in the interviews. This means that the data can “kick back” 

at our initial theoretical framework, which is also what Aspers (2009) prescribes as being of 

importance in any research context (see 5.2). 

 

         

6.1.1 Interviewing Across Cultures 

Since we chose to focus our research on the Asian segment, we needed to be aware of any 

possible cultural issues involved in this. Kvale (2007c) argues that different issues can 

pertain when interviewing different groups or cultures. Having respondents from different 

cultures can demand different conventions of interaction (p. 3). It is, thus, of great 

importance to be aware of the cultural traits of the culture the researcher is interested in 

(Kvale, 2007c). We would argue that through our extensive reading of theory concerning 

culture, which will be described later, as part of Aspers’ (2009) third step (see 5.3), we have 

established a high degree of familiarity with the culture we wish to interview. However, due 

to time limitations, we did not see it suitable to attempt to immerse ourselves in the culture 

researched. The discussion of the choice of respondents will be discussed further down (see 

6.1.3.). It is important here to notice that culture is a multifaceted word, which can refer to 
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patterns of human behavior and people’s values that determine their actions. Arguably, the 

researcher needs to be polite and professional, when interviewing people with a different 

cultural background (Reisinger and Turner, 2002 p. 308). Related to our case at hand, it 

would have proved too time-consuming to understand a different culture; national or 

organizational, entirely. Thus, adapting your tone of voice to the given situation and staying 

polite and calm during the interview will get you a long way in an interview situation 

(Saunders, 2009). Furthermore, we did the interviews with guests and tour leaders aboard 

the Oslo ferry individually to avoid a case in which the respondents would feel ganged up on. 

We had already discovered, through theory, that Asian have a higher level of uncertainty 

avoidance (see 7.6.5) than, e.g., Scandinavians, which make them more anxious around 

foreign people, hence, this was a concern to us.   

            

6.1.2 Ethical Guidelines 

The ethical guidelines are often concerned with; informed consent, confidentiality, 

consequences, and the integrity of the researcher (Kvale, 2007d). These should be used as 

a general rule of thumb since different situations call for various measures and it should be a 

judgment made by the researcher.  

 

Informed Consent: is about informing the respondents about the purpose of the investigation 

(lbid.). This can be done through briefing the respondents and outlining the proceeding and 

the objective of the interview (Ibid.). We also sensed that this was much appreciated and it 

helped to break the ice. In a preliminary interview with Rikke Welløv from DFDS, we wanted 

to let her know what the interview would entail beforehand. Thus, we send her an email 

explaining this. We decided to do this to make the situation more comfortable, since she 

would know what the interview, in general terms, would involve, and also to forge 

compatibility between us. At the other interviews on the Oslo ferry, we briefed the 

respondents about our intentions, before conducting the actual interview. 

 

Confidentiality: is about the kind of private data, which can distinguish the respondent (lbid.). 

The subject in question needs to release personal data. Our respondent had no issue in 

stating name, except for one (A:12). We did not find it necessary to ask for more personal 

information since it is of no use for this research. Concerning our interview with the tour 

leaders at the DFDS terminal and aboard the Oslo ferry, we before briefing asked if we could 

use their name and country of origin. In both cases, we also made sure to let the 

respondent's consent to recordings.  
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Consequences: are about how one as a researcher reflects over the impacts inflicting the 

respondent, and implications for what our respondents represent, e.g., a group or a 

company, as well as the benefits which can arise from partaking. The qualitative research 

can create a comfortable and open atmosphere, which can make the respondent express 

certain things, they later regret. This means that the risk of harm to the subject should be at 

a minimum (lbid.). This is probably of most concern to the interview with Rikke Welløv (A: 4). 

We argue that we have taken this into account by both briefings the respondent and emailing 

the preliminary email concerning the interview, and found this to be substantial enough. 

Concerning the interviews with the tour leaders, the purpose of the interview was briefed to 

them stating that they could detract any claims made. We took into consideration that they in 

some shape or form collaborate with DFDS. Hence, they should be able to retract 

statements. To avoid any later possible consequences we gave the guests we interviewed 

the same possibility.   

 

The integrity of the researcher: is about the researcher’s role. The integrity of researchers is 

paramount to the quality of the research. According to Kvale (2007b) “...the researcher is the 

main instrument for obtaining knowledge.” (p. 9). In the end, it is the subjectivity of the 

researchers own understanding of integrity, which is the decisive factor. This is to say how 

the researcher chooses to act around the respondents, if the researcher is without morals or 

ethical guidelines, they will possibly easier obtain vital information. It is, however, important 

here to think of the above-listed points in order not to harm or disrespect the respondents 

(Kvale, 2007b). In our research, we have tried to make it as transparent to both the 

respondents and the readers, i.e., by briefing. This has been done by an exhaustive 

argumentation of the choices we have made, e.g., explaining when we focus on first order 

constructs or second order constructs (see 5.3). During the interviews, we tried to ask the 

respondents if they understood a statement correctly, which is essential for the reliability of 

the research.           

In addition, we do feel that we have been very sincere with our respondents in the hope that 

honesty would forge honesty.  
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6.1.3 Choice of Respondents  

Our choices of respondents are based on practical, scientific, and methodological 

considerations. Practically, we got in contact with someone involved in the staging of 

experiences for the Oslo ferry. Here we got the permission actually to do interviews aboard 

the Oslo ferry. Scientifically and methodologically, we chose respondents from both DFDS, 

to gain insights into their point of view, and guests and tour-leaders aboard the Oslo ferry, to 

gain insights into how it is staged and perceived, since the aim of the thesis is to understand 

how to increase satisfaction, hence, attraction for Asian tourists. This was done to collect as 

nuanced and rich empirical data as possible, and to be able to propose as useful managerial 

suggestions as possible, for DFDS to improve their experience offer. 

 

Very early in our research, we took contact with the Rikke Welløv, through her company 

email, expressing interest in her line of work. We wished to talk with a managerially involved 

employee to shed light on the already existing experiences and to explore whether or not the 

chosen research question could be investigated aboard the Oslo ferry.  

Furthermore, as we want to investigate how to improve the satisfaction with experiences for 

Asian guests, we wanted to know how DFDS strategize to increase satisfaction for the Asian 

guest, to better be able to come up with recommendations through our research. We felt that 

one interview with the Rikke Welløv would suffice since we assumed that the organization 

would speak in one voice and, being that she works on a managerial level, we understand 

that she holds the knowledge needed to give us as informed answers as possible.  

 

As mentioned we also wanted to interview Asian passengers, as we would look at cultural 

differences in tourism experiences. As part of Aspers’ (2009) third step we have through 

theory reading, found that Asian guests tend to travel in larger groups conducted by an 

agent or tour leader, this was further supported by Rikke Welløv who confirmed this claim (A: 

4). Thus, instead of only focusing on individual guests we chose to target the tour leaders 

firstly. This was further a conscious choice to avoid language barriers since we expected that 

the tour leaders would have a higher level of proficiency in English, hence, prevent the 

possible culturally inferred difficulties, as mentioned in the above (6.1.1; Kvale, 2007c). 

However, we afterwards felt it necessary to talk with guest as well, since we saw that 

through talking with the tour leader, we validated ourselves towards his/her guests, since we 

could assess that the tour leader had the function of gatekeeper, a person who control the 

research accesses (Saunders et al. 2009). 
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The interview with Rikke Welløv took place at the DFDS Nordic Head Office. It was suitable 

to go there instead of conducting the interview in another location since we saw this 

invitation as a sign of trust from our respondent, and a setting in which she would feel more 

confident and safe. It furthermore gave us a fascinating peek into the managerial aspects of 

DFDS. The Asian interviews took place mainly aboard the Oslo ferry, and also in the 

Copenhagen terminal. Here we had time to talk to the tour leaders and guests in a safe 

environment. According to Kvale (2007d), efficient research should involve 5-10 

respondents. Following this, we secured a total of 9 respondents, which we saw as sufficient 

to ensure valid research. 

 

       

                  

6.1.4 The Interview Guide 

Kvale (2007d) argues that: “An interview guide is a script that structures the course of the 

interview more or less tightly.” (p. 8). The semi-structured interview intends to gather 

information and descriptions of the respondents' thoughts (Kvale, 2007d). We found that 

using an interview guide would be a helping hand in our research in order to make sure we 

would get all the questions answered. Still, we used it loosely as a guide to ourselves, since 

we, in addition, wanted the thoughts which were meaningful for our respondents to prevail 

and leave room for possible ‘unintended consequences’ to occur. We were then inspired by 

what Kvale (2007d) calls the funnel-shaped interview (p. 8), in which the researcher begins 

with broad and open questions. Our questions were general to start with and gradually 

became more specific as the interview progressed. The vision of our questions was to 

contribute to our knowledge and to encourage good communication with our respondents.           

We were especially tentative about actually listening to what our respondents said. Both to 

avoid asking the same question they had themselves already answered, yet, also, to be able 

to ask follow up questions, which could add another dimension to the interview. The 

questions were designed to reflect the respondents' vocabulary. Thus, in the interview with 

Rikke Welløv, the questions were designed to be more formal, since we expected that a 

person with of her managerial level at DFDS and educational background (A:4) would be 

able to converse in a formal tone, and was further conducted in Danish, since we were 

unaware of her comfortability with English. Kvale (2007d) argues that it can be 

advantageous to adapt one’s language to the person who you are questioning (p. 9). The 

same was evident when interviewing the Asian tour leaders and guests. We had no 
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knowledge of their proficiencies in English. Hence, the interview guide accommodated to this 

fact employing more straightforward questions.  

 

 

 

6.1.5 Transcription of Interviews 

According to Kvale (2007e), the process of transcribing can contain some issues. The 

overall issue with transcribing is that it will always conclude with a translation of something 

into something else. Arguably, a part of the overall meaning may be lost (lbid.). However, we 

decided to transcribe the interview from a tape recording, since we felt that it was a 

beneficial factor in our further research. Transcribing the interviews meant that we quickly in 

the analysis, as a part of Aspers’ fifth step (see 5.3), could identify relevant quotes and 

expressions of our respondents. Thus, the transcription was only for our advantage, since no 

respondents expressed any interest in reading their interview. As transcriptions contain 

transformation of knowledge, some meanings will be lost when converting from spoken to 

written language (Kvale, 2007e). Thus, we have focused in on transcribing the respondents' 

statements into more coherent forms, to make it more understandable 

We transcribed everything said except expressions such as, “ah,” “jaaer,” "oh," “eeh,” etc. 

since we wanted a more free-flowing form and accessibility of the transcript, which is 

achieved by this approach, according to Kvale (2007e).  

 

 

   

6.2 Observational Study 

Apart from doing semi-structured interviews, we furthermore made two observational studies 

on board the Oslo ferry to observe and experience the experiences created by DFDS and to 

see how these were utilized by the Asian guests on the Oslo ferry. These observational 

studies were both parts of Aspers’ second step (5.3). We employ Justesen and Mik-Meyer’s 

(2012) approach to participant observations, as these are based on a phenomenological 

approach. 

This section will thus, discuss the theory behind participant observation and the relevance of 

this to our thesis.   
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Participant observations is a tool for the researcher to collect qualitative data by participating 

in the life of people or situations studied and gave first-hand unprocessed knowledge about 

practices (Justesen and Mik-Meyer, 2012). Participant observation thus functions as an 

additional data collection method.   

 

In connection with our research, we choose a more phenomenological approach to our 

observational studies. The phenomenological approach to observations has as its object to 

provide insights into the life of the people or situation observed through participation in the 

activities of the observed (Justesen and Mik-Meyer, 2012 p. 106). The researcher should 

start the observations without any predetermined conviction. Arguably, this means that if the 

researcher has decided on a theory to study before observations, the researcher has to put 

this knowledge aside to gather a deeper understanding of the observations as they present 

themselves (lbid. p. 107), which further stay in accordance with Aspers’ second step (see 

5.3). One of the significant benefits of conducting participant observation is that the 

researcher can observe real-life and real-time interactions, which makes it possible to gain a 

deeper understanding of the phenomenon studied (lbid. 97). Based on these ideas of 

observations, we thought it to be a vital element of our data collection to conduct preliminary 

observations on the Oslo ferry. 

 

We assumed the role as observer-as-participant, which according to Justesen and Mik-

Meyer (2012) is an active role in which the researcher gain knowledge as an “insider.” 

Furthermore, it is a beneficial role to acquire for the researcher with time constraints (lbid.), 

which we experienced, by only being on the Oslo ferry two times, and made it challenging to 

establish deeper bonds with the participants studied. By having these time constraints, 

however, the researcher risks misunderstanding elements in the data collection, thus, the 

method should be supplemented by other data collections (Ibid.), we, therefore, utilized the 

semi-structured interview. We used our observation to gain a better insight into our case and 

a way of making our interviews more relevant. This also meant that we were able to review 

our observations when we did our interview with Rikke Welløv and our other respondents, 

which according to Justesen and Mik-Meyer (2012) could help eliminate any 

misunderstandings.     

 

Justesen and Mik-Meyer (2012) argue for three criteria for making sure the 

phenomenological inspired participant observation will achieve validity. 1. notes should be 

taken in the field, not when you return home. 2. they have to be very detailed. 3. they should 

seek to differentiate objective descriptions from subjective evaluations - which, as discussed, 

is the recurring goal in the phenomenology, where one should separate first-order constructs 
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from second-order constructs (Justesen and Mik-Meyer, 2012. 102; Aspers, 2009; see 5.2). 

To live up to these criteria, we started our observations early on, already in the DFDS 

terminal in Copenhagen, where we each had a notebook in which we could take notes as 

activities and observed events occurred. We attempted to make the notes as comprehensive 

as possible by making room for objective descriptions and subjective evaluations. We then 

choose four different types of notes, which Justesen and Mik-Meyer (2012) recommend. 1. 

brief notes, which should act as a reminder of the event taking place. 2. descriptive notes, 

which should reproduce the event elaborately. 3. analyzing notes, which should relate the 

descriptive notes to each other and 4. reflective notes, which should document feelings, 

thoughts and knowledge acquired, i.e., subjective evaluations (Ibid.).  

 

To stay true to phenomenology, we needed to be open towards different observations; 

however, Justesen and Mik-Meyer (2012) argue that it is important for the researcher to 

know what to look for in order not to waste time. As a consequence, we set up different 

themes or events we wanted to observe; we structured our notetaking under each theme, 

which made the fieldnotes more understandable, yet, we remained open toward new, 

unexpected impressions, as prescribed by Aspers' second step (5.3.). (p. 99). See the field 

notes from the Oslo ferry in the appendix (A: 15). 

 

 

 

                    

6.3 Data Collection 

The following section will shortly describe the choice of data, as stated in the above - how 

and from where to recap. The project has used both primary and secondary data. 

 

Secondary Data   

The collection of secondary data is mainly composed of articles, books and online 

information, such as websites, annual reports, blog posts, and videos. We see this data as 

an advantage to have since this type of knowledge is collectible and accessible. This kind of 

data has been particularly useful in the process of acquiring knowledge about the practical 

background of this thesis.          

 

Primary Data 
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The primary data consist of different interviews (A: 4-12) and our observational studies (A: 

15). We have conducted an interview with Senior Campaign Manager Rikke Welløv to get an 

understanding of the managerial choices made by DFDS. Furthermore, we have done 

interviews with Asian guests and tour leaders, which has allowed us to develop an 

understanding of the perspective of these respondents.  

Additionally, we have made the observational studies in order to back-up our semi-structured 

interviews. The observations were used as a preliminary study per Aspers’ second step and 

did further prove valid for the later research and analysis of the thesis. 

 

    

 

 

 

 

     

    

7. Theoretical Framework 
In the following section, we will introduce the thesis’ theoretical framework as a part of the 

empirical phenomenology’s third step (see 5.3). There are a variety of theories on how to go 

about staging experiences for tourists, and as a tool, we have chosen to look at our theory 

based on different meta-analyses, such as “Brand experiences in service organizations: 

Exploring the individual effects of brand experience dimensions” by Nysveen et al. (2012)  

and “Cross-Cultural Tourist Research: A Meta-Analysis” by Mimi Li (2014) in order to guide 

our choice of theory. This theoretical framework is divided into three central parts. The first 

part is a review of existing theoretical literature on experiences. The second part discusses 

Pine and Gilmore’s (2011) framework on how to stage experiences and looks at critiques of 

their model as well, to make a thorough investigation. The third part of the theory section will 

pertain to cultural differences in tourism consumption. Lastly, the fourth part will unravel how 

these two different pillars of theory connect.  

 

7.1 Review of Experience Literature 

As the aim of the thesis is to explain how a mode of transportation can increase satisfaction 

for Asian visitors, we will look at the theory of experience economy, which say that functional 
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attributes in a product or service offering are not enough to increase value anymore as 

functional and service offerings are found to have been commoditized. Instead, the aim 

should be to “wrap” an experience around current offerings (Pine and Gilmore, 2011; 

Brakus, 2009; Ritchie and Hudson, 2009; Nysveen et al., 2012). 

 

The main reason why experiences have been found to create increased value for service 

providers is, as put forth by Zaratonello and Schmitt: “Today’s consumers are not just 

interested in buying products for their functional benefits; they increasingly make choices by 

experiential aspects of the offer” (2010 p. 532). Functional attributes are in theories on 

tourism-transport defined as price, time and convenience (Ibid.). Hence, we see a possibility 

for tourist-transport providers to take advantage of this shift in consumer behavior, and by 

“wrapping” experiences around their current offerings, they can differentiate themselves on 

parameters other than price, time and convenience, which has been argued to be the most 

important differentiators in the tourism-transport theories (Page, 2005; Prideaux, 1999; 

Pagliara, 2015). 

 

There is a rich body of theory concerning experience economy and experiences in 

consumption as explored in the meta-analysis “Brand experiences in service organizations”, 

by Nysveen et al. (2012). Experiences have been researched in many different contexts, 

which alters how one should engage in the utilization of such. In their meta-analysis 

Nysveen et al. (2012) argues that categorizing experiences into different experience 

dimensions are the most reasonable way of dealing with experiences, since it makes the 

utilization and investigation of experiences more comprehensible and more manageable for 

businesses. For example, as Brakus et al., 2009 and Pine and Gilmore, 2011 (Nysveen et 

al., 2012.: p. 46), does when they account for experiences by dividing experiences into four 

underlying constructs (or dimensions) which in total makes up the experience.  

 

Brakus et al. (2009) conceptualizes brand experiences as something more than the 

utilitarian product attributes and argues that the experience surrounding the product is 

constituted by brand-related stimuli. These stimuli are defined as “subjective, internal 

consumer responses (sensations, feelings, and cognitions) and behavioral responses 

evoked by brand-related stimuli that are part of a brand’s design and identity, packaging, 

communications, and environments” (Ibid.: p. 53). Furthermore, as stated, they argue for a 

division of the brand experience, into different dimensions, which, based on a literature 

reviews in philosophy, cognitive science, and applied writings on experiential marketing and 

management, are sensory, affective, intellectual, behavioral, and social dimensions (Ibid.: p. 

54). Where Brakus et. al (2009) defines the brand experience as being evoked by sensory 
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stimulus originating from the brand, and changes how people connect with it or changes 

actual behavior of brand users (Ibid.: p. 54) Pine and Gilmore’s (2011) concept focuses more 

on retail environments and events, and not on the actual product. Using the same arguments 

as Brakus et. al (2009), that utilitarian attributes are no longer enough to increase 

satisfaction, and other measures should be in place, namely, experiential offerings, they 

argue that service-providers should incorporate four different dimensions in their service 

offering, which will result in an otherwise impossible differentiation from competitors (Ibid.: p. 

xv). Even though the two models put forth by Brakus et. al (2009) and Pine and Gilmore 

(2011) overlap to some extent, we see Pine and Gilmore’s (2011) four dimensions more 

relevant, since it relates to service providers as it incorporates service dimension, as 

opposed to Brakus et al.’s (2009) dimensions, where they relate experiences to a product 

brand, where more tangibles elements such as color and design is where the experience is 

existing (p. 65-66). 

 

What this could suggest for the providers of tourism-transport products, is that there is a 

possibility attract increased amounts of tourists, if you manage to properly “wrap” 

experiences around your current offerings (Mehmetoglu and Engen, 2011). This is closely 

related to Pine and Gilmore’s (2011) argument that we live in a society of affluence. This 

affluence has meant that people in today's society are requesting new and more diversified 

and customized offerings from companies (Lorentzen, 2013). How, then, can a company 

deliver on these wishes from consumers? According to Pine and Gilmore (2011), the 

affluence we are experiencing in the Western world has meant that consumers have moved 

upwards in Maslow’s (1943) hierarchy of needs; this is also now evident in Asia (Reisinger 

and Turner, 2003).  

 

Pine and Gilmore’s (2011) main argument for the validity of the experience economy is that 

we have moved from an agrarian society where we depended on commodities, and where 

product offerings could not truly be deliberately differentiated. During the industrial 

revolution, the main effort of companies was on their internal capabilities, and the primary 

economic driver was that of economies of scale. Here, the value was added by enhancing 

the means of production, thus adding value to produced goods by differentiation in price. 

With the emergence of the concept of marketing, services were added to the equation of 

economic value; buying a service, is not only buying functional goods, yet, purchasing a set 

of abstract, perishable and intangible activities executed by professionals on the consumer’s 

behalf. In this way, the service offered, adds additional value to the goods merely by being 

put to use by the service provider. 
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In our present society, services have become an expected commodity. Hence, a new source 

of value must be created (Pine and Gilmore, 2011). What Pine and Gilmore (2011) argue, is 

that it has become nearly impossible to invent new goods. Instead, they argue that the aim 

should be to alter and increase the value of existing goods, which can be done by wrapping 

experiences around these (Ibid). 

 

In the literature of experiential consumerism, when buying an experience you pay to spend 

time enjoying memorable events, staged by a company (Zaratonello and Schmitt, 2010). 

This means that a company has to do more than just perform their functional role - it must 

use services as the stage, and goods as props, to engage an individual in memorable ways 

(Pine and Gilmore, 2011). In this way, all previous economic offerings are left intact, and 

furthermore, applied memorably. The way the consumer experiences the experience, feel it 

and how he or she interprets it actually becomes the experience to the consumer (Joseph, 

2010), and in turn, this will constitute how it is delineated or packaged within the consumer’s 

minds-. In summation, and after viewing the historical literature on the subject, it seems that 

the key offering that our research can offer is around how precisely can companies indeed, 

“wrap” such service experiences in order to profoundly affect the consumers on a 

phenomenological level. 

 

The idea that experiences hold the capability of increasing value for functional goods and 

service-offerings is building on consumer consumption theory which argues that 

consumption seeks fun, amusement, arousal, fantasy and sensory stimulation (Holbrook and 

Hirschman, 1982). In addition, Jantzen and Rasmussen (2007) argue that the economic 

structures in modern life have made hedonic experiences a goal in itself.  

 

Thus, experiences are more than just satisfying those specific needs; it has to be memorable 

(Pine and Gilmore, 2011). According to Pine and Gilmore (2011), memorable events are an 

essential goal to pursue when staging experiences, as any experience is becoming more 

memorable if strong feelings of enjoyment are present (or disenjoyment, resulting in negative 

memories). Thus, any company staging experiences should aim towards giving customers 

pleasant experiences; since, even though they might not be very memorable in themselves, 

such pleasant experiences will be remembered as pleasant, even though the specifics of the 

event might not be recalled. Thus, even though the work of the experience stager perishes 

with the consumption of the experience, as with services, the value of the experience 

remains in the memory of the individual who was engaged by the event (Pine and Gilmore, 

2011. p. 18).  
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Pine and  Gilmore’s research is centered around businesses in the service industry, which 

further validates the choice to utilize their theory when looking at experience dimension 

concerning our case of DFDS. Researchers have found that service brands are more 

complex than product brands since experiences tend to require a higher level of 

interpersonal complexity and relational quality (Nysveen et al., 2012). Service brands are 

here understood as brands that sell services instead of products; the brand is experienced in 

the act of consuming (Heding et al., 2016). A product brand, on the other hand, is a brand 

which is linked to a product (lbid.). Thus, the Oslo ferry functions as a service brand or 

service provider rather than a product brand. However, according to Vargo and Lusch 

(2004), product and service should not be seen as two entirely different constructs. Instead 

one should try to understand how they relate. In what they call the service-dominant logic, 

Vargo and Lusch (2004) advocate “viewing the customer as an operant resource -- a 

resource that is capable of acting on other resources, a collaborative partner who co-creates 

value with the firm”. If this is not done, a cruise ship could never be more than a delivery 

mechanism for transportation. Hence, with the support of service-dominant logic perspective, 

a cruise ship with its customers, employees, and systems must all collaborate in order to co-

create value through the process of the service. Therefore, service and product are 

dialogically related to each other in the experience, since co-creation implies the joint 

creation of value by the customer and company (Vargo and Lusch, 2004; Prahalad and 

Ramaswamy, 2004). 

 

Experiences lack tangibility and, thus, must produce memorable events sufficient enough to 

cause a cascade of pleasurable thoughts and feelings that concretize into a memory. Brakus 

et al. (2009) further found that experience may have positive effects on loyalty since 

experience drives value and strong experiences urge satisfaction and repetition of said 

experience. Additionally, loyalty has been found to be the goal of staging experiences in 

many instances (Nysveen et al. 2012; Ritchie and Hudson, 2009, Brakus et al. 2009). 

However, this report is more interested in elaborating how experiences are co-created and 

perceived in connection with a culturally specific group (in this case, Asians) and it is 

expected that the likelihood that the Asian tourists will make repeat purchases of 

experiences is small, due to the long traveling distance (Gabe, Lynch, & McConnon, 2006; 

Marcussen, 2011). However, as mentioned, positive experiences that engage the consumer 

create value for the brand and thus increase the potential for the consumer to maintain a 

psychological link (Nysveen et al. 2012; Pine and Gilmore, 2011) suggesting that even 

though the possibility of repeat purchase is pretty much impossible to achieve (Gabe, Lynch, 

& McConnon, 2006; Marcussen, 2011), a connection with the brand is made urging 

consumers to spread the word through recommendations, which finally can create an added 
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value to a business, if these recommendations are taken into account by peers (Kozinetz et 

al. 2010; Fill & Turnbull, 2016).   

 

Having argued for the validity of experience and experience economy as a tool, which 

service-brands can utilize to differentiate and create added value, we will now elaborate on 

the model made by Pine and Gilmore (2011), as it was found that customers demand 

experiences that engage, intrigue and include them, providing pleasure and memory above 

and beyond the merely physical aspect of the purchase. All in all, this literature review has 

argued for the validity of Pine and Gilmore’s (2011) experiential concept wherein the 

satisfaction of the four dimensions will thus create a memorable experience.   

 

7.2. Experience Realms 

Pine and Gilmore (2011) have identified four realms of experiences that consumers should 

experience if the company wants to reap the promised benefits of adding experiences to 

increase satisfaction and attraction (Mehmetoglu and Enge, 2011; Pine and Gilmore, 2011). 

Staging experiences is concerned with engaging consumers memorably. Experiences have 

always been at the heart of the entertainment industry, but, today experiences are not only 

about pure entertainment and amusement for customers, but rather, about engaging beyond 

the level of their superficial fixed attention (Pine and  

Figure 1: The Four Realms of an Experience (Pine and Gilmore, 2011) 
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Gilmore, 2011). Pine and Gilmore argue for a figure consisting of four experience realms, 

that shows how to positively influence customers’ level of engagement in the staged 

experience (figure 1), based on two dimensions. The horizontal axis equates to the notion of 

guest participation - this can either be passive or active. In the passive dimension, 

consumers do not directly influence an experience, and will purely observe the experience. 

At the other end of the spectrum lies active participation, which suggests that consumers 

actively take part in the experience, where customers actively affect and influence the 

experience. The second dimension, the vertical axis, constitutes the sense of connection or 

environmental relationship, which engages consumers in the experience - either through 

absorption orimmersion. Absorption occupies attention by bringing the experience into mind 

from a distance; immersion is where consumers are completely immersed by physically or 

virtually taking part in the experience, thus, “going into” the experience, taking an active role 

(Pine and Gilmore, 2011 p. 45-46). To make an example, when watching television you are 

absorbed into the experience since the experience is “brought into the mind” of the 

consumer. On the other hand, playing a video game, you are immersed in the experience, 

since the consumer full heartedly, psychologically enters the experience. Furthermore, 

people in a cinema will feel more immersed in the experience because of lighting, sound, 

and visuals than people watching the same film at home.  

 

These two dimensions constitute the four realms of an experience. These are entertainment, 

education, esthetic and escapist as seen in figure 1., which in combination create distinctive 

individual encounters with a company, thus, constituting an engaging experience. According 

to Pine and Gilmore (2011), the company staging experiences should try to include all four 

realms into their service offerings, to increase their chances of real satisfaction and 

probability to recommend. According to Pine and Gilmore (2011), experiences will have the 

most value if all four realms are employed. Thus, we want to investigate whether this is true 

for the Oslo ferry and our chosen segment.  

 

In the following, we will elaborate on the four realms, and how they, individually, add to the 

overall value of any staged experience. These will be primarily based on Pine and Gilmore’s 

four realms (Ibid.) and further explicated by adding comments from other existing literature 

on experiences. 
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7.2.1 Entertainment  

Entertainment is probably one of the most common realms of experiences, think of 

entertainment as someone standing on a stage making people laugh, etc. Here the guests 

are absorbed into the experience, however, still being passive spectators and the experience 

is thus absorbed through the spectator’s senses (Pine and Gilmore, 2011). Entertainment is 

arguably one of the oldest kinds of experiences, and furthermore one of the most developed 

and commonplace (lbid.). Pine and Gilmore argue that entertainment is becoming less 

important, as customers seek more engaging experiences than passively absorbing some 

performance. However, they maintain that entertainment is still a large part of creating 

experiences, but more engaging experiences necessarily must be included in the 

experiential offer.   

 

However, even though entertainment is not enough to increase satisfaction in its own right, it 

is still an expected part of any experience. When your guests are entertained, they are not 

really doing anything other than responding to external stimuli. Thus to improve any such 

experience, one must enhance the “enjoyment” factor, whatever it may be in that situation 

(Ibid. p. 60). 

 

 

7.2.2 Education 

Education is situated between the vertical dimension of absorption and the horizontal 

dimension of active guest participation. Functioning as an active guest is what sets 

education apart from entertainment. Educational experiences should actively engage the 

consumer either mentally or physically, i.e., consumers need to be absorbed in the role of an 

active learner (Pine and Gilmore, 2011). All involved in the process of learning, i.e., 

teachers, employees, managers, and students are regarded as active learners. An 

educational experience could equate to going to a historic place to absorb and learn about 

the history. As “learning” requires the full participation of the learner producing mental effort 

on their part in order to make new connections and meanings in their own minds, it is 

necessary to contemplate precisely what type of “information” you would like the guests to 

actually take away from the experience, such as skills or other forms of knowledge, as well 

as what kind of interactions or activities would be the catalyst in the experience for the 

desired result for the guest in order to increase satisfaction (Ibid. p. 60).  
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7.2.3 Escapist  

In figure 1., situated below the educational realm we can locate the escapist. Here, we see 

the consumer as an active guest participant again yet, totally immersed in the experience. 

The realm of escapist is usually evident in, e.g., theme parks, casinos, and paintball arenas, 

where the consumer becomes an active player instead of a passive participant spectating 

from a distance. An interesting point to make is the growing phenomenon of tourists 

spending time in a mode of transport as an integral and substantial part of the journey itself. 

The reason for this, is that the trip to a holiday destination, for example, is a considerable 

part constituting the escape from everyday lives, which is one of the main principles for 

consumers, when engaging in escapist experiences, as these experiences should make the 

guest feel as if they are entering another “reality”. (Pine and Gilmore, 2011. p. 49-53). 

Arguably, the escapist realm is all about experiences constituting an escape from everyday 

lives. These experiences can also have a  teaching element the same way educational 

experiences can, or enthrall just as well as entertainment, however, they involve much 

greater immersion in the experience. Therefore, the escapist voyage to a destination, to 

immerse themselves in an experience constituting an escape from and/or immersion in, 

something different from what they are used to in their everyday-lives (Ibid.). The question 

that experience providers such as DFDS should ask to increase satisfaction within the 

escapist realm is what would cause Asian guests to feel as if they are leaving one reality and 

entering another (Ibid. p. 59-60). 

 

7.2.4 Esthetics  

The last realm in the model is esthetics. Esthetics is situated between the dimensions of 

immersion and passive guest participation.  

“In esthetic experiences, tourists enjoy being in the destination environment without 

affecting or altering the nature of the environment presented to them. They passively 

appreciate, or are influenced by, the way the destination appeals to their senses, no 

matter the level of authenticity of the destination environment” (Oh, Fiore, Jeoung, 

2007).  

 

This means that consumers will be totally immersed in an experience, yet, will leave the 

environment unconsumed. Esthetics is highly related to visual perception. Thus, an 

experience might be standing on top of one of Copenhagen’s many spires and towers or 

sitting at a café enjoying the surroundings. Esthetic experiences are where people are 

completely immersed in the moment, however, have little effect upon it, for example when 



45 

tourists are gazing at a beautiful panorama. The experience is situated within the 

consumer’s minds, and the consumer finds pleasure in just  “existing” in that precise 

moment. Suspended in the sensory-rich environment, there is no need for action or 

participation on the part of the agent, rather a pure witnessing. Hence, the aim of the 

experience provider should be to help the consumer reach this esthetically pleasing state of 

mind, as immersion into an experience requires that the consumer lose himself in the 

surroundings (Pine and Gilmore, 2011, p. 45-48). The goal of staging an esthetic experience 

is to immerse consumers passively in the reality at that moment. To enhance the esthetic 

value of the experience, you have to consider what would make the environment more 

inviting, curating a participatory atmosphere that urges the guests to feel “free” to become a 

part of it (Ibid. p. 59-60). According to Oh, Fiore and Jeoung (2007), the esthetic realm, i.e., 

the physical setting and atmosphere are of vital importance in the way consumers evaluate 

the destination, and the overall experience acquired.          

The four realms presented are interesting for this thesis, since the authors argue that all four 

realms should be available or touched upon, to make an experience as memorable as 

possible, hence, satisfactory as possible. According to the authors, the sweet spot for any 

compelling experience, incorporating entertainment, esthetics, educational and escapist 

experiences into an otherwise generic space, is a tool for the crafting and production of 

memories, differing from the flat and uneventful world of goods and services (Pine and 

Gilmore, 2011). They are relevant to this thesis as DFDS themselves say that they actively 

work with experiences aboard the ferry (A: 4). The aim in the analysis is, therefore, to find 

out how DFDS’ utilization of experiences into the service-offering are perceived by the 

customers, and if they have had any influence on attracting Asian tourists.   

 

7.3 Theme the Experience 

As we argued, consumers have followed the general ascension of society and likewise have 

moved upwards in Maslow’s (1943) hierarchy of needs, thus, demanding more diversified 

and engaging experiences to satisfy their more psychological existential needs.  This can be 

done by having a clear theme since a clear theme gives customers a delimited context in 

which to revolve their experience around (Pine and Gilmore, 2011). For if you fail to wrap 

your experience with a clearly defined theme, your consumers will have nothing around 

which to organize the impressions they encounter. Hence, having a clear theme increases 

the memorability of the experience. Madsen (2015) suggests that the theme should be 

integrated into the whole experience and that it should be evident in the mind of the 

consumer. It should passively exist within and throughout the service experience as a 
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passive and continuous background, thus maintaining the other-worldly productions and 

manifesting genuinely immersive and absorptive experiences.  

 

An example of a theme could be the nautical theme, which is evident on the Oslo ferry, 

which creates a theme of being on a cruise and at sea. The theme thus helps to immerse the 

customer in the experience. Otherwise, it wouldn’t have the desired effect. This is why 

design elements should also be considered when staging an experience since the esthetics 

(see 7.2.4) play a vital role in experience creation and continuity. To illustrate, the staff at a 

restaurant should wear appropriate clothing to signal that they fit the theme of the restaurant 

(Madsen, 2015). Hence, you run the risk that the experience staged, will not create a long 

lasting memory in the consumer’s minds if no clearly defined theme is acknowledged by the 

consumers (Pine and Gilmore, 2011).  

 

Based on the above assessment, strong and coherent themes should offer the consumer a 

context in which the experiences can revolve around (Pine and Gilmore, 2011; Madsen, 

2015). This research will, therefore, investigate how thematic integration effects the 

memorability of an experience in the eyes of an Asian customer base. Through the 

qualitative observations on the Oslo ferry, it should be possible to weave together an overall 

perceived theme and propose its efficacy within the context of tourism-transport.  

 

7.4 Experiencing the Richness   

In connection to the different elements listed above, i.e., the four realms of an experience 

and how to proper thematize the offered experiences, it is necessary to think of various 

opportunities and pitfalls for the service provider to acquire the full potential from the 

offerings. Thematizing the experience, and sticking with some of the realms mentioned 

above is not enough to reap the full benefits of wrapping experiences around current 

offerings. Experiences, arguably, are constituted by four realms; however, these should not 

be rigidly divided into four separate realms. Consequently, the lines between the realms 

should be blurred, so the consumers can enjoy a consistent overall experience constituted 

by all four realms, rather than “traveling” from one realm to another. Even further, the four 

realms should be intertwined with how a service provider can customize an offering. A 

service provider must assess the experience offered by thinking about ways to effectively 

customize one’s offerings to fit all customers uniquely. Thus, the next section will look into 

theories pertaining to customization in the experience economy. 
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7.4.1 Mass-customization  

As stated by Pine (1993):  

  

"Customers can no longer be lumped together in a huge 

homogeneous market, but are individuals whose individual wants and 

needs can be ascertained and fulfilled. Reducing life-cycles and 

fragmenting demand can yield powerful advantages. Leading 

companies have created processes for low-cost, volume production of 

great  variety,  and  even  for  individually customized goods and 

services. They have discovered  the  new  frontier  in  business 

competition: Mass Customization." (p.6-7) 

 

Mass-customization means to remodel current assets in your organization, to serve 

consumers more uniquely, and avoid increases in expenditures. To do this, companies 

should seek to minimize customer sacrifice. This is done by finding out where consumers 

are experiencing anything less than the expected. If this is managed, you will have 

customers who are not spreading negative emotions towards the experience. However, to 

effectively increase satisfaction, and not just minimize sacrifice, companies should find out 

exactly what their customers want, and needs are. This way, they can aim towards 

remodeling current offerings to fit a  broader audience (Pine and Gilmore, 2011: p. 111-127). 

 

Pine and Gilmore (2011) argue for making good use of mass-customization for service 

providers to individualize their offerings to best extend and create customer-unique value, in 

other words, the definite need of a singular customer and how to tailor an experience or 

service that meets that need. In turn, this would increase customer satisfaction and lower 

customer sacrifice. This can allow companies to produce standardized services and goods, 

which can be combined in contrasting ways to different consumers. It can, however, be 

difficult for companies to do effectively as it is difficult for many companies to customize their 

offerings individually. Hence, mass customization techniques can come in handy when trying 

to stage experiences (Pine and Gilmore, 2011).  

 

Customization can be done by figuring out what one’s consumers want and need to attract 

them (Ibid.). A large hotel might have different restaurants to make sure that each of their 

guests has something they like to eat. For the Oslo ferry, this could mean that, if for 

example, the Asian visitors like to use the sun-deck in the morning hours, they could change 

the selection in the rooftop bar in the morning to fit their needs - and, vice versa, change it to 
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suit Scandinavian customers in the afternoon. This way, DFDS does not increase 

expenditures but merely employing their current resources in ways that more uniquely fits 

their customers wants. This way, companies move into the experience economy (Ibid.). To 

effectively manage to mass-customize in a way that actually improves satisfaction, you must 

look to your customers, to find out how to customize current offerings in the most efficient 

way for the business in question (Ibid.) 

 

 

7.4.2 Customer Surprise 

By reducing customer sacrifice through mass customization and being attentive to 

consumers’ wants and needs, the next step of increasing satisfaction with an experience is 

by instigating customer surprises. Here the service provider exploits what consumers get to 

perceive and what they expect to get (Pine and Gilmore, 2011). Here the company can 

stage something unexpected, which will leave the consumer with a more memorable 

experience. Customer surprises are unrequested by the consumer thus rendering customer 

satisfaction (Beldona and Kehr, 2015). For example, managers should be aware of 

leveraging some service dimension to stage memorable surprises; one way to do this is to 

show respect for individual cultural needs pertaining to a service interaction, which will be 

discussed in the theoretical framework on cultures influence on experience. 

 

These three constructs, mass-customization, customer sacrifice, and customer surprises, 

are interesting for us to investigate, as they all have a direct influence on how customer 

experience can convey satisfaction, hence, attract more Asian tourists. As the three 

constructs are connected, all should be considered. Firstly, customers preferences should 

be investigated; this should make it easier to customize your experience to fit a broader 

audience, and meet them in a perceivably more unique way (Pine and Gilmore, 2011: 125-

127).  

 

Afterwards, a company should find out where expectations are not met, to minimize 

customer sacrifice. If you, for example, have a lot of offerings that are not being used, guests 

might have a hard time sorting through the many different offerings, and some offerings will 

go unused. In turn, this could result in guests making the wrong choice, simply because they 

could not comprehend all the offerings at once. Or, it could be that what the customer 

actually wanted was not on offer; hence, the customer must decide on a sub-optimal 

solution. (Ibid.). Thus, in the current investigation, we want to know if any customer-sacrifice 
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or surprises are present in the experience offered aboard the Oslo ferry, and find out how 

these have an influence on customer satisfaction and find ways of improving this for DFDS 

to strengthen their attraction and satisfaction for Asian guests. 

 

The literature on the concept of mass customization bears witness to a general consensus in 

that customization is done to better tailor or customize offerings and services in order to 

create positive satisfaction by lowering customer sacrifice (Beldona and Kehr, 2015; Pine 

and Gilmore, 2011; Pine and Gilmore, 2000). Mass customization is relevant in this thesis 

since DFDS made it clear that they have a broad spectrum of offerings, and many different 

customer segments to cater to (A: 4). The focus then, in reference to mass-customization is 

how the total offerings by DFDS contribute to or detract from the specific and unique 

culturally defined desires of the Asian segment. 

   

7.5 Critique of Pine and Gilmore 

However, even though we see Pine and Gilmore (2011) as the best fit for our research, we 

have to stress that there are certain critiques of their framework that must be taken into 

consideration. For example, one should be aware of the risk of treating the consumer as an 

“actor,” rather than a unique and dynamic participant in an experience. In other words, it 

seems that Pine and Gilmore tend to heavily employ the theatrical metaphor (Jantzen and 

Rasmussen, 2007) while losing the individuality and co-creative possibilities of each and 

every potential guest.  

 

Jantzen and Rasmussen (2007) argue that by employing this metaphor, one runs the risk of 

losing the full context in which the customer experience is experienced. According to the 

authors, the metaphor merely gives the consumer a secondary role in the creation of the 

experience - and, as stated, the experience is only (-and always) actualized and becomes 

“real” within the mindspace of the consumer. Thus, the authors argue that the metaphorical 

angle should be abandoned, to allow the consumer to take the lead role, which should be 

done by looking at the context of the experience from the consumers’ perspective (Ibid.: p. 

16). In this way, the consumer not only becomes an actor, but is also allowed to actively and 

participatively create and experience the world not as a puppet, yet with the agency and 

freedom of their own will.  

 

Hence, the main critique of Pine and Gilmore (2011), rests in the lack of a context or “bigger 

picture” for the consumer, as they should take the lead role. We are furthermore aware of 
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the danger and simplicity of the “how-to-recipe” for effective management and creation of 

experiences, which Pine and Gilmore focus on. Creating experiences should not be seen as 

a structured mathematical recipe whereas Pine and Gilmore seem to continuously forget to 

place their understanding of experiences into a broader cultural and social context, instead 

only focusing on the staging aspect from their own experience providers point of view 

(Jantzen and Rasmussen, 2007).  

 

The broader cultural and social perspective is, therefore, an essential element that we wish 

to study as we investigate The Oslo ferry, especially as it relates to the cultural specificities 

of the Asian demographic. We hope that by exploring the cultural and societal dimensions of 

the vacation experience that it will shed light on how to strengthen Pine and Gilmore’s, 

model.  

 

In the following section, we will introduce the theoretical framework concerning cultural 

differences in tourism behavior, and make up a framework to highlight the connection 

between staging an experience and the cultural aspect of tourist’s travels, and how this 

influence DFDS’ ability to attract them. 

 

 

 

7.6 Cultural Differences’ Impact on Tourism and Experience 

Satisfaction 

Current economic development and socio-demographic changes in Asia have had a 

significant impact on international tourism trends in recent years (Khoo-Lattimore and Mura, 

P.: 2016). Due to rapid economic growth, the Asian tourism market has seen its tourism 

industry flourish in the last 20 years. Furthermore, the effect of transcontinental media has 

accelerated the globalization of the tourism and travel industry resulting in an incremental 

change from a Western-dominated market to a more internationalized market (Reisinger and 

Turner, 2003). To capture these new markets, companies must promptly be able to respond 

in the policy-making, which demands an understanding of the different preferences of the 

new consumers (Ibid.). According to the meta-analysis on cross-cultural tourism research by 

Mimi Li (2014), consumer behavior is, to a certain degree, explained as something culturally 

bound. Furthermore, Jantzen and Rasmussen (2007) argue that cultural considerations and 

national and local sensitivities both impact how people perceive experiences (p.: xxi). 
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The above mentioned socio-economic changes have made an impact on the literature on 

the motivations of why Asian tourists choose to travel. For example, Hanqin and Lam (1999) 

argued that the motives of Asian tourists for international travel lie in the opportunity to gain 

prestige and includes the desire to build one’s status. It is common to read that the primary 

distinguishing factor between Western tourists and their Asian counterparts are that the 

Westerners travel-motivations are to escape their everyday lives (Huang and Hsu, 2005; 

Pearce et al., 2013). However, due to urbanization, higher educational levels and increased 

income in Asia, these are also benefits sought after by the Asian cultures (Yang and Khoo-

Lattimore, 2016). Hence, to tackle the critique of Pine and Gilmore, namely lacking a broader 

cultural and societal perspective, we will employ culture in the investigation of Asian tourists 

satisfaction, as the differences in cultural values, ideologies, and symbolic meanings serve 

to influence beliefs and behavior of tourists originating from Asia. Thus, resulting in diverse 

facets of tourist behavior, evaluation and consumption patterns, which largely can be 

ascribed to cultural differences (Asbollah et al., 2013). Hence, the following section will 

investigate which cultural factors influence travel motivations, buying decisions and 

satisfaction with the experiences, to be able to answer how a service provider as DFDS, can 

improve their offerings to enhance their ability to attract Asian tourists. 

 

As DFDS themselves state that they aim towards capturing the growing Asian outbound 

tourism market (DFDS annual report, 2016; A: 4), we have decided to look at how to 

increase their satisfaction with the experience offered aboard the Oslo ferry. Furthermore, 

one of the critiques of Pine and Gilmore’s (2011) framework on how to create engaging and 

memorable experiences was that they neglected the larger societal and cultural context in 

which tourism experiences are being consumed (Jantzen and Rasmussen, 2007). Therefore, 

we argue that looking at cultural differences in tourism behavior can help answer what 

influences the attraction of Asian tourists on the Oslo ferry, and how DFDS may take 

advantage of the findings in order to increase satisfaction with the overall experience offered 

aboard the Oslo ferry.  

 

According to Reisinger and Turner (2003), a shift in the demographic makeup of the global 

tourism market is evident, meaning that more flexible and broader vacation experiences 

should be considered to meet the varied needs of the new consumers. Grounded in the 

concept of national character and the premise that core cultural values are learned during 

childhood, we will use validated regional affiliation, which defines culture based on 

characteristics that reflect how countries and regions in close proximity have certain cultural 

values in common (Lenartowicz and Roth, 1999). Using Hofstede’s (1991) theory of country 
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classifications and their five-dimensional definitions of national culture, we will identify where 

the Asian segment scores and relate it to how this might affect their experience aboard The 

Oslo ferry.  

 

Hofstede’s (1991) widely known dimensional structure has been the basis for many 

categorizations and studies since the early nineties, it consists of five dimensions that seek 

to score various cultures on certain behavioral qualifications. According to the meta-analysis 

by Mimi Li (2014), Hofstede’s (1991) portrayed differences in national culture, with five 

distinct culture elements, are a valid point of departure when researching cultural differences 

in cross-cultural tourism (Li, 2014, p. 62). Since meaningful comparisons across groups must 

be based on common measurements, the validity of the instrument and measurement 

equivalence must be established in each culture before conducting cross-cultural studies. 

Otherwise, similarities and differences across cultures are open to alternative discussions 

(Ibid., p. 69). Hofstede’s dimensions are power distance, individualism versus collectivism, 

masculinity versus femininity, uncertainty avoidance, and long-term orientation (1991). Mimi 

Li (2014), found that the dimension of individualism vs. collectivism and uncertainty 

avoidance are the two dimensions that influence satisfaction in tourism consumption the 

most when looking at Asian tourists (p.: 62-63). Furthermore, the authors Fernandez, 

Carlson, Stepina, and Nicholson in the Journal of Social Psychology (1997. P. 50-51) re-

examine Hofstede’s (1991) country classifications. They conclude that most Asian countries 

were classified as countries scoring high in the uncertainty avoidance dimension and 

collectivism (p. 50). Arguably, this shows that tourists do not plan trips solely based on 

perceived functional attributes or service provision, as these can have a variety of attached 

values, based on culture. But, also in certain ways of thinking, feeling and reacting, based on 

historically and selected ideas and their attached values. Thus, the reason to integrate such 

cultural measurements into this thesis, is that the ability to attract Asian guests, is not solely 

based on either functional attributes, as was also argued in the theory section on 

experiences, however, neither solely can the experience economy fully explain a service 

providers ability to attract them. To fully understand what influences Asian tourists 

satisfaction, culturally arrived at values and their attached meanings must be considered. As 

it has been found that collectivism and uncertainty avoidance have the most influence, when 

Asian tourists travel (Li, 2014), these two cultural values will be examined closer, to find out 

how these two values can exert influence on tourism experiences. 
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7.6.1 Cross-cultural tourism consumption 

Arguably, Asian tourists have different preferences than tourists originating from Scandinavia 

and Western society, and their culture predisposes them to different behaviors (Li, 2014, p. 

1). The generally held belief has been that physical needs determine tourists' holiday 

experience and satisfaction, and, that buying motives are based on these and the tourists’ 

perception of the level of service provision (Reisinger and Turner, 2003). However, including 

the considerations made by the theories concerning experiences, the ability to attract 

specific markets is also highly dependent on the tourists’ culturally influenced interpretation 

of the product (Ibid.). Cultural researchers argue that behavior and preferences differ from 

culture to culture because different cultural groups hold different values (Legoherel, Dauce, 

Hsu and Ranchhold, 2009). Research in consumer behavior has found that culture is an 

essential part of understanding individuals’ perceptions, evaluations, and values (Tse et al. 

1988). Furthermore, Ma, Ooi and Hardy (2016), argues that tourism is an industry in which 

the experience is co-created, in congruence with how Pine and Gilmore (2011), argues that 

an experience emerges. Thus, tourism providers, such as DFDS, create the circumstances 

and environments while the tourist fulfills the role of “consumer” and helps co-create said 

experience. As Pine and Gilmore (2011) put it, “Each experience derives from the interaction 

between the staged experience and the individual’s prior state of mind and being” (p. 12). 

Meaning that the levels of satisfaction with tourism-experiences will be necessarily 

influenced by the tourists’ cultural values, as well as the staged experience. 

 

Thus, to provide positive experiences, service providers need to consider the cultural values 

that shape the needs, preferences, and expectations of their target markets (Yang and 

Khoo-Lattimore, 2016). Therefore, it is crucial to understand which cultural differences have 

the most influence, in the realms of buying decisions and satisfaction (Li, 2014); especially 

since cultural values prove resistant to change (Hofstede, 1991).  

 

However, as there are no clear definitions of how to separate people into any specific 

culture, Money and Crotts (2003) argue that national culture is a legitimate way of doing so, 

and the most commonly accepted definition of national culture is Kluckhohn’s (1954, p. 54) 

definition: “patterned ways of thinking, feeling, and reacting, acquired and transmitted; … the 

essential core of culture consists of traditional (i.e., historically derived and selected) ideas 

and especially their attached values”. Thus, we argue that Asian tourists are a valid segment 

to study through their cultural and societal identities and lived idiosyncrasies. To “culturally 

define” the segment, so as to avoid making apparently grandiose claims of how Asian 

tourists are distinguishable from other tourists, we take a look at the meta-analysis of Mimi Li 
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2014, who investigates which of Hofstede’s (1991), cultural values influences Asian tourists 

consumption. She finds that the values collectivism and uncertainty avoiding/risk-averse is 

where the most significant differences between Western tourists and Asian tourists are 

inherent. 

 

This suggests that if managers and service providers want to take full advantage of the 

promises that experiences make, it is not enough to just stage an experience that is 

consistent with Pine and Gilmore’s (2011) four realms in the experience economy, as it only 

focuses on the experiences. They are staged by the company; cultural values and 

preferences for uncertainty avoidance and collectivistic behavior should also be considered 

in the experience, to increase chances of satisfaction for Asian visitors. 

 

The following sections will introduce theoretical explanations on where in the tourism 

experience, cultural values influence satisfaction, and how the consideration of the two 

dimensions should be considered if you want to attract and satisfy Asian tourists. 

7.6.2 Pre-purchase Buying Decisions 

An essential part to any successful service or experiential industry always begins much 

earlier than the actual event in itself, and rather it begins in the imagination of the consumer 

long before any type of purchase is made. According to Money and Crotts (2003), not all of 

the five dimensions in Hofstede’s theory are applicable when wanting to find out how culture 

influences tourists' buying decisions; accordingly, they argue that the cultural dimension 

“uncertainty avoidance” is best applicable when analyzing Asian tourists’ planning and pre-

purchase decisions. In their analysis termed information search (p. 194), risk-avoiding 

tourists engage in search behavior to minimize the five types of risk in a purchasing decision 

(Solomon, 1999): monetary, functional, physical, social, and psychological. What Money and 

Crotts (2003) concludes is that people from high uncertainty avoidance cultures will engage 

in travel-information search, from sources that are non-marketer dominated as opposed to 

people from low and medium uncertainty risk cultures such as those of Denmark and 

Norway (Money and Crotts, 2003).  

 

In terms of those constructing marketing strategies within the tourism industry, it is 

unnecessary to target such high-risk avoidant cultures through targeted communication 

channels such as brochures and other PR material. Instead, what these cultures value as 

risk-minimizing in their information search, is that of internal information. Internal information 

is, according to Money and Crotts, valued as being more credible than the external, since 
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they are not made by people trying to sell a product with a monetary gain in mind directly. 

Instead, recommendations from peers are highly valued here (and research has well 

documented this form of communication (Gilly, Graham, Wolfinbarger, and Yale, 1998; 

Kozinetz, 2010; Fill & Turnbull, 2016)), as it is perceived to be more credible. Furthermore, 

third-party information, such as information originating from travel-agencies and tour-guides, 

are also deemed trustworthy, hence, risk-minimizing (Money and Crotts, 2003). 

 

The qualities mentioned above of the collective mindset within the Asian culture are very 

prevalent in the study at hand due to the fact that if DFDS seeks to increase the flow of 

Asian tourists indeed, they must construct a powerfully memorable experience that will leave 

the consumers fiercely recommending it to their inner circles. Thus, the following will 

investigate in what way cultural values influence satisfaction with the Oslo ferry, as it is now 

shown that cultural values permeate the experience, and, that satisfaction with the 

experience is of paramount importance, as this acts as a precursor for recommending 

destinations. Thus, in our investigation, we find it important to focus on how Asian guests on 

the Oslo ferry have come to the decision to buy the ferry ride, in terms of marketing efforts 

on behalf of DFDS and if DFDS should continue investing in such physical materials or 

utilize other more indirect channels to gain the trust and recommendation of their Asian 

demographic. (A: 4; Youtube, DFDS Group, 2017). 

 

Having argued for the importance of satisfying customer needs, as this was shown to be the 

best way to influence buying decisions positively, as internal communication and 

recommendations from peers were highly valued, the next section will investigate theory on 

which cultural values are essential in satisfying Asian tourists’ needs during consumption. 

These are important to find as they are decisive if you're going to foster satisfaction, and 

hence the willingness to recommend (Money and Crotts, 2003). 

 

7.6.3 Cultural Differences Influence During Consumption 

As we have already reviewed, the importance of taking cultural differences and behaviours 

into account plays a central role in then actually successfully co-creating a tailor-made 

experience in a touristic environment. The challenge, of course, is how to take the certain 

idiosyncrasies of each culture into account and discover if it is even possible to meet all the 

requirements for such a memorable experience. In other words, it is a true blending of 

worlds, that is, the Asian mental perspective within the starkly different Nordic physical 

space could present issues specifically in ideating such experiences and attempting to make 
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them unforgettable. Thus, the following sections will explore the role of collectivism and 

uncertainty avoidance and how they can be woven into the fabric of constructed experiences 

on the Oslo Ferry.  

 

7.6.4 Collectivism 

As argued by Money and Crotts (2003) and stated by DFDS (A: 4), tourists from the Asian 

region prefer to travel in groups to minimize risks. However, there are other reasons that this 

is a preferred way to travel for our chosen segment.  

 

In connection with Hofstede’s (1991) findings that Asians score high in collectivism, and 

Westerners score high in individualism, Pearce et al. (2013), found that Chinese tourists 

form their experience with other group members. Asian tourists’ preference for group-tours 

can, thus, be ascribed to other cultural factors than merely risk-avoidance, namely 

collectivism. What this means for their tourism experience consumption is that, according to 

Pearce et al. (2013), it predisposes them to have a strong desire to be with other Asian 

travelers while traveling. This in-group affiliation and connectedness with others from the 

same socio-cultural background are consciously sought after and enjoyed (Ibid.). In 

connection, Mok and DeFranco (2000) posit that individuals from these cultures exhibit a 

fundamental supposition that “...a person’s existence is tied to their mutual and 

complementary relationship with others” (p. 101). Thus, according to Zhang and Hitchcock 

(2014), Asian tourists view vacations as more than a pursuit of leisure time, it also facilitates 

family bonding and “...enables them to fulfill their traditional and familial obligations”. Hence, 

if you want to capture this segment, theory argues that a service provider such as DFDS 

should be able to make room for social interaction since they travel both to escape the daily 

routines (see 7.2.3), but, also to bond with family and socialize with other group members.  

 

According to Jin and Wang (2015), the collectivistic nature will also mean that the Asian 

guests tend to agree with the predominant emotions of their group. Hence, you have to 

satisfy all the group-members needs, since one dissatisfied guest can more easily than in 

other cultures, influence all group-members levels of satisfaction.  

 

This is interesting for the current research, as DFSD are aware of Asian’s collectivist nature, 

and, they argue that Asian travelers always travel in groups, on the Oslo ferry (A:4). Thus, 

we want to know if the Asian travelers, in fact, have such preferences for doing things 

together, and if so, it has been satisfied by DFDS. Furthermore, we want to know if 
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collectivism influence on doing things together, has any impact on overall satisfaction with 

the experience and if it positively influences buying decision and attraction of this segment, 

as it will, according to theory. However, as our phenomenological approach prescribes, we 

will not directly ask any questions pertaining to this, but ask open questions. 

 

7.6.5 Uncertainty Avoidance Influence on Satisfaction During 

Consumption 

As argued, Asian tourists are risk intolerant, and this influenced pre-travel information search 

and buying decisions (Money and Crotts, 2003). We wanted to know if this cultural 

dimension affected other aspects of consumption. Pearce et al. (2013) found that Asian 

tourists exhibit a level of caution when interacting with local hosts in the destination. While 

there exists a curiosity for foreign cultures, safety is the most critical factor, and exchanges 

with local hosts take time to develop. Furthermore, according to Tan and Abu Bakar (2016), 

these tourists most crucial need is safety. Thus, as these tourists are so constrained by their 

cultural valuation of safety and security (Ibid.: p. 81), the need for safety and high levels of 

service provision is presumably overshadowing the need (or possibility), to experiencing 

anything new. What safety refers to is, according to Tan and Abu Bakar (2016), safety in 

social interaction. Here, tourists from Asia will feel safer if they sense that their culture is 

respected, and relaxation can better be achieved when they feel that their preferences for 

social interaction is respected (Ibid.). 

 

One way to increase perceived safety is to look at Reisinger and Turners (2003) contact 

hypothesis. The contact hypothesis, originally put forth by Allport (1954) and applied to 

cross-cultural tourism studies by Reisinger and Turner (2003), helps explain how to satisfy 

cultural needs, to increase perceived safety. The contact hypothesis’ primary focus is on the 

interaction between host and tourist, and argues that both positive and negative outcomes 

are inherent in the face-to-face interaction between people from culturally different 

backgrounds (Allport, 1954; Cook, 1955; Saenger, 1953) (p. 39). When applied to tourism 

studies the contact hypothesis demonstrates tourism’s potential for fostering positive feelings 

and appreciations of each other’s cultures, in tourist-host interactions (Reisinger and Turner, 

2003: 40). If the host or tourist show appreciation and respect for the counterparts cultural 

preferences it increases perceptions of safety it can lead to enhancement of their positive 

attitudes towards each other, hence, improve post-consumption evaluations (Pearce, 

1982b). In turn, this should positively influence the willingness to recommend, which was 

shown to increase intentions to buy (see 7.6.2). However, according to Hofstede (1997), 
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contact between tourists and hosts of different cultural backgrounds is “the most superficial 

form of cultural encounter” (p. 215). This potentially results in highly distorted perceptions of 

each other. These possible distortions can result in adverse changes in attitudes 

(Anastasopoulos, 1992). Under these circumstances, cross-cultural interactions create 

feelings of disappointment, discouragement, and dissatisfaction (Pearce, 1982b). 

 

Reisinger and Turner (2003) suggest that if you manage to appreciate other cultures and 

their differences, the possible positive outcomes will outweigh the negative, and can foster 

more positive results than if you ignore cultural differences (p. 175-80). The theory of the 

contact hypothesis is interesting, as DFDS are aware that certain issues could arise in the 

interaction between specific customer segments (A:4). Thus, we want to investigate if there 

are any uncertainties connected with traveling with the Oslo ferry, and how this impede or 

increase satisfaction with the experience. This will be done, to see if negative emotions are 

connected with the interaction with locals and hosts. In turn, we will investigate what can be 

done about such uncertainties, as theory suggests that they are precursors for negative 

emotions towards experiences for services (Reisinger and Turner, 2003), however, also 

holds the ability to promote positive emotions, if cultural preferences in service-encounters 

are respected (Ibid.). 

 

8. Analysis  
The following sections will present the assignment’s analysis and findings from the 

observations and interviews conducted. The first part will elaborate on our chosen method 

for analysis “meaning condensing.” The second part is divided into two sections; firstly, 

findings pertaining to experiences will be analyzed, and secondly, findings of the cultural 

impact on Asian tourists’ travels be unraveled.   

 

8.1 Method of Analysis  

In the thesis, it has been found suitable to make use of the analysis method meaning 

condensing. This method is a way to give an outline of the meanings and thoughts 

expressed by the interviewed respondents. This is done by making shorter formulations and 

concise expressions where the main sense of the things being expressed and rephrased into 

shorter words (Kvale, 2007f). The method is a phenomenological way of analyzing and 

requires researchers to comply with five steps, which we have chosen to follow as an 
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extension of the fourth step in Asper’s seven steps of empirical phenomenology (2009; 5.3) 

Study first-order constructs (and bracket the theories). First, all the interviews are read 

through to get an understanding of the meaning as a whole. Second, the “meaning units” 

expressed by the respondents are then determined by the researchers, however, without 

thought or regard to the research question or theory. Thirdly, the meaning units are 

thematized as straightforward as possible from the conviction of the respondents, however, 

established by the researcher. Fourth, the researcher begins to cross-examine the meaning 

units in relation to the research question, and lastly, the researcher integrates the chosen 

essential themes into a coherent text (Kvale, 2007f). In the thesis, this has been done by 

going through the transcription of our interviews, in which we have tried to condense the 

meaning. This can be seen in the appendix (A: 13). Furthermore, we have coded the 

descriptive statements into a matrix structure to get the whole picture of our empirical data 

(A: 14).    

 

These five steps display that meaning condensation helps in the analysis of interview texts 

and helps to understand the essences of the respondent’s statements and meanings. 

Contradicting with empirical phenomenology, which in the fifth step combine the meaning 

units with theory (Aspers, 2009 p. 6), meaning condensing does not contain such a 

combination. However, Kvale argues that the descriptive statements carried out from the 

meaning of condensing can be made subject to more extensive interpretation and theoretical 

analysis (Kvale, 2007 p. 8). Thus, we have in the fifth step of empirical phenomenology 

combined the different descriptive statements to theory (see 5.3). This has been done, in 

accordance with Aspers, since an analysis not only should be a description of the 

respondents' emotions and feelings but also help to explain and understand the 

phenomenon under investigation (Aspers 2009 p. 6). 

 

The analysis is highly related to the case of DFDS’ Oslo ferry. The data was gathered in 

relations to the case, which thus, make the analysis quite specific to the experience and 

culture concerning Asian tourists aboard the Oslo ferry. However, we strongly believe that 

this is a thesis investigating a phenomenon, which means that the analysis is illustrative 

case analysis, which leaves valuable information for managers in businesses pertaining to 

the service industry. 
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8.2 Experience in General 

This section will look into in what way the respondents actually experience the Oslo ferry. 

Following phenomenology we did not ask direct questions about this, nor did we probe the 

questions in a particular direction. This was interesting to us since we wanted to see whether 

or not the qualitative interviews and observational studies could help us understand if the 

conceptualization of an experience, discussed in the theoretical framework, was in 

accordance with the Asian guests’ understanding of an experience.   

  

Much of the theory in this field argues that in order to create encompassing experiences a 

company should wrap experiences around current offerings as to leave the functional 

offerings intact, and let the experience add value (Nysveen et al., 2012; Brakus et al., 2009; 

Pine and Gilmore, 2011; Zaratonello and Schmitt, 2010). The general reasoning for dividing 

experiences into different realms is to make the creation of experiences more manageable 

and comprehensible (Nysveen et al. 2012). During our preliminary research, we found Pine 

and Gilmore’s (2011) conceptualization fitting our study, as it pertains to experiences in the 

service industry and for service providers.   

DFDS says that they are in the business of providing experiences: “Jeg ser det som en 

turistoplevelse (...) så det er oplevelsen vi slår på ikk’, det er en ekstra ferie i sig selv” (A:4). 

As the thesis has explained earlier, there is a boom in Asian’s international tourist travels, 

which is something DFDS are aware of and something which creates a sizeable opportunity 

for them. Furthermore, the attraction of Asian guests is something that they are interested in 

since they have higher daily expenditures than other cultural groups in the Scandinavian 

market, for example, shown when the Asian guests choose to buy the more expensive 

cabins: “(...) dem kan de godt lide [premium cabins] og vil gerne betale en del for det.“ (A: 4). 

Thus, our analysis on the experience aboard the Oslo ferry will use their framework for how 

to create experiences, to find out how experiences can help to improve the satisfaction for 

Asian guests. 

 

 

8.3 Experience realms  

This section will look into how the respondents view the different experience realms and how 

these infer changes on their satisfaction with the experience offered aboard the Oslo ferry. 

We will divide the section into four parts, each constituting its own realm. We have not 
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directly asked any questions about any realms, but most of the respondents have highlighted 

either positive or negative experiences, which fit into the realms. 

8.3.1 Entertainment 

In the thesis’ theoretical framework we accounted for the realm of entertainment. We argued 

that entertainment entailed passively absorbing experiences. This means that guests who 

are entertained are doing nothing but responding to external stimuli. According to Pine and 

Gilmore (2011), the realm of entertainment is not enough to increase satisfaction on its own, 

but, it is still an expected part of any experience. Thus, we will investigate to what degree the 

entertainment realm plays a role in the experience of the Asian guests.   

 

The Oslo ferry offers different kinds of entertainment. An example of entertainment on the 

Oslo ferry includes the: Columbus Club, where live music is planned every evening; the 

explorers bar, where various smaller entertainment acts perform such as magicians etc. (A: 

15). More specifically, the Columbus club contains a programmed show and a live orchestra 

in the evening. Highlighting this point, DFDS’ Senior Campaign Manager Rikke says that it is 

important to offer entertainment for the guests and that it functions as a vital part of the Oslo 

ferry’s offering, “Så har vi børnefamilierne, hele børnekonceptet, hele 

børneunderholdningen; Bubblezone, skattejagt, og om aftenen natklubben, så hele 

underholdningskonceptet er utrolig vigtigt for os” (A: 4). Rikke Welløv also points out that it is 

very important for the Oslo ferry to have entertainment for all different customer segments. 

She supports the notion that all of these entertainment options may play an influential role in 

increasing satisfaction, “Men egentlig når folk er om bord har de en god oplevelse fordi der 

er så mange forskellige barer, forskellige natklubber og diskoteker og casinoet. Vi får aldrig 

nogle klager.” (A: 4). Here she reviews the entertainment options available and asserts that 

since they have never gotten any complaints, that it indeed increases satisfaction. Therefore, 

from DFDS’s perspective they have built a structure that theoretically should be absorptive 

and passively experienced, but as we shall see in the following paragraphs, it seems that the 

Asian demographic may have differing ideas of what it means to be entertained. 

After having observed and spoken with the Asian tourists aboard the ferry, one of the more 

intriguing observations was their behavior at the bar area. It was noted that even though the 

bar area was shared and enjoyed by all tourists, the Asian tourists tended to leave much 

earlier than the native Scandinavians. This behavior may be interpreted as disinterest or a 

low level of absorption, meaning that the Asian tourists didn’t experience the bar with the 

intended level of engagement as DFDS would have wanted, which can be seen in the next 
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quote “I.. I think it is a good cruise… but I think sometimes that there is not that much to do 

here on the cruise, and the music in Columbus bar can be better... for guests who don’t drink 

there should be more things to do” (A: 7). Furthermore, when we ask the guests on the Oslo 

ferry about how they see entertainment on the ferry, there are some mixed results. Dim-Kan 

expressed that she was looking forward to being entertained at the Columbus Club: 

“Hopefully there will be some good live music tonight! Then I might grab a drink and enjoy 

that...”. (A:9). She also expressed some doubt and specified by saying, “I don’t know… 

Maybe there is a little entertainment for grown-ups… At least if you don’t appreciate drinking 

as much as the Danes or Norwegians…” (A:9). This comment precisely outlines the fact that 

she recognizes the cultural gap between how westerners and easterners experience 

entertainment or fun. Indicating that DFDS should look into how Asian tourists might become 

more engaged in the entertainment options offered aboard. Additionally, another guest 

commented that on the return journey there was nothing much left to do by stating, “on the 

way back, it was kind of boring in the end. We had experienced everything there was” (A: 5). 

Again, illustrating that even though from a Scandinavian perspective, the ferry offers an 

abundance of things to do and see, the experience from the Asian perspective appears to be 

much different.   

 

In summary, although DFDS has a variety of entertainment options, we suggest that due to 

the cultural gap between the eastern and western worlds, the Asian tourists had trouble 

absorbing the experience to the same degree as the other tourists and thus if DFDS wishes 

to increase satisfaction, from the perspective of the realm of entertainment they should 

explore entertainment options that offer Asian tourists a higher level of mental engagement.  

 

 

8.3.2 Education 

In the theoretical framework we discussed the realm of education and its role in the creation 

of memorable experiences (7.2.2). Pine and Gilmore (2011) argues that the realm of 

education is another experience realm that should be present, as its presence is predictive 

for satisfaction. In the theoretical framework it is found that education entails actively 

absorbing experiences. This means that guests who engage in the educational realm are 

taking an active role while absorbing external stimuli (Pine and Gilmore, 2011). According to 

Pine and Gilmore (2011), what sets educational experiences apart from entertainment is that 

the participant has an active role in the experience creation. For a service provider such as 

DFDS, this could mean that they should consider what they want guests to learn from an 
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experience aboard the Oslo ferry. In addition, we did not see any evidence of the 

educational realm on DFDS’ website (DFDS, 2018), which consequently suggests that they 

do not emphasise the educational factor when aboard the ferry.  

 

Through our observations (A: 15), we found no evidence of the educational realm being 

present on the Oslo ferry. Our interviews further established that none of our respondents 

seemed to know of any offered educational experiences. This significant hole in the whole 

ferry experience could point to an excellent opportunity for DFDS to improve their offering 

and increase overall satisfaction by fulfilling the requirements of the quadrant of education.   

8.3.3 Escapist  

The escapist realm was in the theoretical framework discussed as a realm, which entails that 

the guest is an active participant completely immersed in the experience. This suggests that 

the consumers or guests in the escapist realm are actively involved with the creation of the 

experience and not spectating from the side, yet actively reacting to the external stimuli, 

which are present (Pine and Gilmore, 2011). The general idea is to offer the consumer an 

experience that transports them to another “world” that makes them forget their day to day 

reality. Concerning the Oslo ferry, in particular, we contend that by just participating in the 

trip on the ferry one becomes a “performer” of sorts or an “agent” of their own experience 

playing the role of “passenger.” The immersion aspect is also fulfilled in that one is quite 

literally physically moving with the experience from the beginning, one is living on this type of 

“moving island” of immersive experience. Thus, we argue that the Oslo ferry, by its very 

structure and essence fulfills the role of escapism through both high activity and deep 

immersion.  

 

Rikke Welløv states that it is DFDS’ deliberate intention to offer a break for guests aboard 

the Oslo ferry: “...så det er oplevelsen vi slår på ikk’, det er en ekstra ferie i sig selv” (A:4). It 

appears that DFDS conceptualizes the Oslo ferry as an escape and attempts to implement 

such escapist elements throughout the experience. Rikke further comments that the 

branding and objective of the Oslo ferry at its core, work to transport the guest mentally and 

physically simultaneously. The objective of the cruise, concerning Asian passengers, is to 

make the transportation in itself a part of the larger escapist qualities on the way to Oslo. 

Welløv confirms this by saying, “...så det handler meget om at oplevelsen allerede starter på 

færgen, så man kommer veludhvilet frem til enten Oslo eller København” (A:4).  
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Turning to the perspective of some of the guests, the theme of escapism truly emerged as a 

salient quality in what they were looking for. Not just escape from the home country, 

however, but rather, escape from the vacation period in general. One guest expressed his 

satisfaction by the fact that just, “...being somewhere else… than just back in Thailand.. not 

being home is nice sometimes” (A: 10). Then, escape from the vacation appears as 

commented by another tour-leader, “but, this trip offers an escape. An escape from having to 

go to all sorts of places in as little time as possible, as we only have ten days to show people 

Scandinavia“ (A: 5). These reflections of the guests, emphasizing escape from either their 

home or the long vacation in general, clearly illustrate a positive connotation of the Oslo ferry 

and the innate pleasure within the escapist realm of experience as well as indicating its 

necessary presence within the experience as a whole. That is, therefore, to say, that the 

Oslo ferry by definition in itself provides a literal and mental vehicle of escape, which was 

recognized by every guest, whether it be a brief escape from their vacation or their home.  

 

Furthermore, another theme of the ferry experience that emerged from the data was that of 

relaxation. We interpret relaxation as an escape from the daily mental stress of either the 

vacation or homelife activities. In support of this, one guest reported, “...when we go on the 

cruise we have 12-14 hours for relaxing, shopping, for walk, for sightseeing, for the view and 

I think it is good” (A:6), while another explains, “I think that it is a nice break from going 

around and see a lot of things.. my people want to see a lot of things and take a lot of 

pictures that they can show their family and friends.. so sometimes it can even be a bit 

stressful for them to go sightseeing all the time. The cruise is a good way to make them 

relax..” (A:7). These exemplify the desire of the guests to have a “break” in their packaged 

Scandinavian journey, and also the successful fulfillment of the escapist realm. To put 

another way, the evidence shows that the guests experience involuntary escape, “people are 

forced, so to say, to relax” (A: 5). This can be seen as the innate ability of the ferry forcing 

people to escape through relaxation and therefore fulfilling the requirements of that realm as 

defined by Pine and Gilmore (2011).  

 

In some concluding remarks about the realm of escapism, we are able to ascertain that 

DFDS seems to put a lot of emphasis on making sure to offer an escape to the guests 

aboard the ferry, both through the organic opportunities available to relax and unplug as well 

as through the performative actions of being passengers on a boat. This temporal and 

spatial movement away from the vacation and “home life” offers the tourists a chance to 

enter new psychological spaces of un-routineness. Hence, we argue that the realm of 

escapism that is necessarily integral to the ferry experience plays a vital role in the 

satisfaction of the tourists by offering such a space for relaxation and disconnection.  
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8.3.4 Esthetics 

Based on our observational studies (A:15), it seemed apparent that the esthetic realm was 

evident aboard the Oslo ferry. For instance, Zara shared the following in connection to the 

rich landscape viewing opportunities,  

“and on the same time they see one of the best views that Scandinavia has to offer, 

from deck – and I always recommend people to on deck, both when leaving 

Copenhagen, where they can see Elsinor Castle, but especially when we enter the 

Norwegian fjords. That is amazing!” (A:5).  

 

These extraordinary panoramic views from the ferry, we contend, create an esthetic 

experience in themselves by offering the opportunity of immersion and passive pleasure by 

just “existing” in that space at that precise moment in time.  

 

Turning to the perspective of DFDS, they appreciate the importance of the esthetic 

experience as a valuable offering for guests and therefore give a spacious sundeck, 

including an outdoor pool, from which anyone can enjoy the views. Rikke confirms this in 

connection with their Asian guests, in particular, expressing that they tend to wake up very 

early to go up to the deck and observe the sunrise or sunset and to take pictures of the 

surrounding landscape, “..så står de op kl 5 og går på dækket og ser solopgangen og laver 

yoga, så det er en helt anden måde at leve på” (A:4). That is to say, DFDS principally 

understands the esthetic realm as the view from the top deck that tourists can see the two 

cities of Oslo and Copenhagen, as well as the fjords and sunrises/sunsets. Perhaps this 

point can be better clarified with a quote from one of the guests on the marketing materials 

of DFDS, “The brochures we have seen from it, it is amazing view and nice place to be… So 

relaxing and amazing in the same time” (A:11). However, in our analyses of the 

observational data, we found no other area in which the esthetic realm held any power, that 

is, no other possibility of passive enjoyment just by being immersed in a setting. We can thus 

establish that DFDS offers a platform from which tourists can enter the esthetic realm by 

instrumentalizing the panoramas that already exist, yet miss other opportunities within the 

ferry to engage consumers through esthetic elements.  

 

In connection with the Asian tourists, it became apparent that the view was something seven 

out of eight respondents were excited about. Tour leader Nedapad contributed to this finding 

and claimed that the view was something he made sure his group would experience “Many 
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like the view when we come to Oslo some hours before.. it is very nice and beautiful to see 

the view of fjords.. and my groups are very relaxed here.” (A:8). Furthermore, Anurat states 

that “...then again many of my guests like to get up early in the morning and see the view of 

the fjord.. some like to drink (...) yes all do that.. also the ones who drink at night (go to see 

the view very early in the morning)” (A:7). This data points to the passive enjoyment of an 

immersive experience of just being on the deck and appreciating the sights. One could even 

argue that from the Asian perspective, this is one of the most absorptive and stimulating 

experiences in the whole trip, supported by Dim Kan saying, “if what I have been told about 

the view from the deck, and what I saw when we left Copenhagen, I think that that is one of 

the main reasons” (A:9). Therefore, we can conclude that from the Asian tourist perspective, 

this esthetic realm that so naturally co-exists as a part of the Oslo ferry offering, truly 

satisfies the experiencers through its natural beauty and unique viewing perspective.  

 

From the above evidence, it can be concluded that while DFDS does not actively focus on 

creating such indoor esthetic experiences, they indeed offer the top decks from which the 

Asian tourists lounge around and can passively enjoy the views and picture opportunities 

that pass by on the way to the destination.  Additionally, we contend that the Asian tourists 

value this experience very highly and place it as one of the decision points of actually taking 

the ferry, meaning that, without that particular esthetic realm aspect built into the trip, they 

would most likely find the experience quite dull. Therefore, DFDS has fulfilled its role in 

providing an esthetic experiential space, which has thus been recognized by the Asian 

tourists who agree that it is quite spectacular and satisfying. 

 
 
 

8.4 Aligning the Experience 

The following section will look into how the Oslo ferry is aligning the experience. This is done 

to see what influence the other elements in the theoretical framework of the experience 

economy (Pine and Gilmore, 2011), has on satisfaction for the Asian guests. Aligning the 

experience entails theming an experience, and different approaches to aligning the 

experience, to satisfy as a broad number of guests as possible, minimizing negative 

experiences, this is called mass-customization (Ibid.). 
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8.4.1 Theme the Experience 

This section will look into the theme of the Oslo ferry. In the theory, having a clearly 

identifiable theme were argued to be important, as it assisted in the creation of memorable 

and authentic experiences, which was argued to be the intention of modern consumers 

(MacCannel, 1989). It was interesting for us to see whether, if present, the theme of the Oslo 

ferry had any influence on the Asian guests’ satisfaction, as experiences needs to revolve 

around a clearly defined theme to yield long lasting memorable memories (Pine and 

Gilmore, 2011). 

 

In the theoretical framework, it is argued that service providers engaging in experiences 

should attempt to create a perception of authenticity around their offerings (MacCannell, 

1989). To do so, these companies should make a theme in which to revolve their offerings 

around, which gives the consumer a defined area in which the experience can unfold and 

thus enhances the memorability of the experience (Madsen, 2015). The theme should be 

extended to the whole experience (lbid.), yet the theme should avoid being perceived as 

artificial since this would decrease satisfaction (Pine and Gilmore, 2011)  

 

Through our observational study, we recognized that the cruise exhibited a nautical theme, 

which was evident throughout most of the ferry. Namely in the Oslo ferry’s five different 

restaurants, which are; 7 Seas Buffet, Marco Polo, Explorers Steak House, Blue Riband, and 

Little Italy (although this last one diverges from the theme). The six bars; Columbus Club, 

Mermaid’s Bar, Neptune Skybar and Navigators Bar, Champagne Bar, Red & White 

Winebar; these are all names with nautical connotations, except the last two. The casino 

also pertains to the nautical theme by going by the name Compass Casino. Furthermore, 

there is one café not in line with the nautical theme, however, a part of a Scandinavian café 

chain called Espresso House (A: 15; DFDS, 2017). The ship’s interior design followed the 

nautical theme, such as porthole windows, model ships, blue and white colors.  The theme 

also extended to the staff’s uniforms as each uniform varied depending on job function. From 

the DFDS perspective, it turns out that they actively attempt to theme the trip as such, 

acknowledging that,   

“...vi kan se så snart der noget maritimt, så virker det bedre. Så lige så snart vi har 

noget rælling, noget hav, noget sol, eller nogen der står, så, så… når man kigger ud 

gennem koøjet, så, de har bedre performance end ren close-up mennesker eller 

produktet, så det vender vi hele tiden tilbage til, det her med, med havudsigten, nye 

horisonter og alt det der..” (A: 4).  
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Stating that when DFDS presents something with a nautical theme, sea, sun or portholes, it 

has a significant effect and then further seems to add to the whole experience of the Oslo 

ferry, indeed, as Madsen (2015) argues it should. 

 

Even though the objective of the theme is to increase memorability, it does not seem to do 

so on a conscious level as observed that none of the respondents paid any notice to these 

details in the interviews. We acknowledge that it might not be something that guests pay 

attention to, but, as most design elements and the qualities of theme mentioned above, their 

role is more passive as the background of an experience and drive a coherence to the 

experience of being at sea in a new country with new landscapes, etc. (Pine and Gilmore, 

2011. p. 74). Therefore, we conclude that although the theme did not evoke any active 

memories from the respondents, it still played a passive role in the whole satisfaction of the 

journey through its ability to drive coherence and narrative. 

 

8.4.2 Mass-Customization 

In the following, measures of mass-customization aboard the Oslo ferry will be analyzed. 

This will be done, to find out whether the current offerings aboard the Oslo ferry can be 

“remodeled” to better fit the Asian guests. This is interesting for our thesis since it will shed 

light on where specifically, in the current offering the Oslo ferry can improve its offerings to 

increase satisfaction. This we have done, since DFDS actively have worked with mass-

customization to effectively target specific customer segments, both in their marketing and 

their experience design on the Oslo ferry. 

 

In the theoretical framework we argue that every customer is unique, and, for service 

providers, this can pose a challenge since it is difficult to satisfy multiple customer needs. 

This is where mass-customization comes in handy, as it provides a way for service providers 

to effectively (re)manage current offerings, to fit a broader audience. 

This is something DFDS have paid much attention to, namely, satisfying as broad an 

audience as possible. Rikke Welløv comments about their strategy, 

 

“Jamen der faktisk at den kan rumme alle, den kan give alle en unik oplevelse. Den 

lykkedes rigtig godt med de her forskellige zoner. Vi har alt fra 11 etage til 

konferencegæsterne; de kan have en unikoplevelse derop for dem selv. Så har vi en 

natklub hvor vi kan holde intimkoncerter, Rockcruises og Copenhell, 

dansktopcruises. Vi bruger det til unikke målgrupper, så man kan gå ud og hente, 
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altså brande sig overfor. Altså i år har vi haft Noah og Martin fra X Faktor, så går man 

ud og rammer de målgrupper som normalt ikke vil tage os naturligt, men så fordi var 

har et event, en venue der interesserer dem. Så har vi børnefamilierne, hele 

børnekonceptet, hele børneunderholdningen; Bubblezone, skattejagt, og om aftenen 

natklubben, så det er jo et bredt udsnit vi rammer” (A: 4). 

 

This extract illustrates the mass-customization efforts employed by the Oslo ferry. Rikke 

points out that the Oslo ferry gives room and space for everyone, and that it can give 

everyone a unique experience, which is made possible since they have divided the ferry into 

different “zones” that offer various experiences, which should cater to a widespread palette 

of needs and wants. This can additionally be observed on DFDS’ web page, whereas early 

as on the front page, people are able to see customized “themed” cruises, such as Rock 

cruise, Christmas cruise, business cruise, etc., which cater to different customer segments 

(A: 18). How we interpret this is that DFDS puts a lot of effort into satisfying as many 

different customers as possible, which is currently 12 different segments (none of which 

were aimed towards Asian guests). However, as the current season (15/7), is the peak 

season for Asian guests: “i sommersæsonen, når det er højsæson [for Asian visitors]” (A: 4), 

it would not make much sense to target those, as they would probably come anyways. When 

we looked into their website in November 2017, we found promotional material explicitly 

targeting Asian customers. For example, there was a video accounting for why Asian tourist 

travel to Denmark and Norway, and in particular why they travel with the Oslo ferry. In this 

promotional video the guest highlight the Oslo ferry’s many offerings (DFDS Group, youtube, 

2017). We see this, as a means for DFDS to employ the concept of mass-customization in 

their promotional efforts, to attract specific audiences, as prescribed by Pine and Gilmore 

(2011. p: 111).  

 

The conclusion from the evidence we gathered was that indeed, DFDS tries to offer the 

Asian tourists customization mainly through Asian food options. We acknowledge the 

balance between providing the Asian demographic an “authentic” nordic experience and 

small comforts from home, however. We agree that DFDS could perhaps include one or two 

other elements of customization towards the Asian cultural traditions and habits.    
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8.4.3 Customer Sacrifice 

Customer sacrifice is when customers are settling for anything less than the optimal, or, the 

gap between what the customers wants exactly and what the customer settles for (Pine and 

Gilmore, 2011: p. 117). Having found where the Asian guests were satisfied with offerings 

aboard the Oslo ferry, the analysis on sacrifice will investigate, where and if the Oslo ferry 

lived up to the expectations of the Asian guests, hence, where there are possibilities to 

increase satisfaction and memorability on the Oslo ferry.  

 

Even though the guests felt more or less satisfied with the offerings on the Oslo ferry, there 

were still areas that we believed they sacrificed, such as with the boredom due to lack of 

engaging entertainment, Zara confirms this by saying, “well, in my opinion, people are 

satisfied with the product… Maybe there is too much time doing nothing. Especially when 

there are no children, and we do not drink”. (A:5) Anurat also supported Zara’s claim saying 

“I.. I think it is a good cruise… but I think sometimes that there is not that much to do here on 

the cruise.. for guests who don’t drink there should be more things to do” (A:7). To reiterate, 

we see this as the Asian customers experiencing sacrifice, since they expected not to be 

bored on the trip with the Oslo ferry, but indeed felt boredom at some point. Thus, the 

sacrifice rests, not in the fact that there is not much to do on the ferry if you are not drinking, 

but, the fact that the Asian guests expected there to be more things to do that they defined 

as perhaps more entertaining. Therefore, we can conclude that the Asian consumers 

experienced a gap between the expected amount of entertainment and the perceived 

amount, which is what led to their sacrifice of the experience.  

 

Another area that we found to be rich in customer sacrifice was around the theme of 

shopping. Both Damrun and Nedapad expressed concerns about shopping-options when 

asked if they thought that any improvements for the ferry should be made, they responded, 

“actually… for shopping is not so much... it would be good with more shopping... like Silja... 

Silja Line, they have big shopping…” (A: 6). The lack of shopping could be an issue since at 

a later point in the interview Damrun comments that Asian tourists tend to like places with 

good opportunities for shopping, and even states that the shopping experience is preferable 

on Silja Line; a mini-cruise from Stockholm to Helsinki. 

Nedapad concurred, “well everything is very nice.. you know rooms, food, bars but for Thai 

and Asians there could be more shopping.. shopping is good but not big enough” (A: 8). 

Therefore, we can also confirm from the above data that shopping was another area of 

customer sacrifice. 
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A third area we found dealing with consumer sacrifice turned out to be the paid wifi. , Noted 

by Damrun expressing his concern, “...and it I think free Wifi could be better.. there is bad 

wifi, and I think it is bad that my group have to pay for wifi” (A: 6). Also, one of the guests 

John noticed this as a big disappointment saying, “it is good… no, I don’t like the internet.. 

that you have to pay money for it.. and the connection is very bad. That can be better I 

think”. (A: 10). Hence, the quality of the internet connection aboard the Oslo ferry is also a 

place where the guests are experiencing sacrifice, and if improved, could decrease 

perceptions of sacrifice. As we see this, it further emphasizes the need for improvement in 

the entertainment realm for the Asian guests, as the lack of internet connectivity could 

indicate a lack of things to do. 

 

Finally, the most salient area of sacrifice we argue, emerged through the data around the 

view and top deck area of the cruise. The view was, as mentioned, one of the experiences 

which all respondents had most looked forward to. None seemed to be disappointed with the 

esthetic features of the Oslofjord or the Copenhagen departure, however, two of the tour 

leaders expressed some issues with the lack of offerings early in the morning when their 

guests were on deck enjoying the view. Rikke Welløv confirmed that the Asian guests tend 

to wake up early and go on deck: “..så står de op kl 5 og går på dækket” (A:4). Anurat 

expressed that, in his view, it would be an advantage if there were some offering on the deck 

early in the morning:  

 

“...and when we go to see the fjord in the morning there could be more.. shopping.. 

like breakfast on the deck or something (...) yes they do actually ask for food or tea… 

so I think that would be very nice (...) yes [his guest would be happy to pay] because 

we could eat and drink a little thing here before going to breakfast buffet later” (A:7). 

    

Damrun shared Anurat’s opinion about the lack of any offerings and claimed that an 

improvement would be beneficial for his guests:  

 

“but actually for improving.. no shop is open when we go on deck and it would be 

nice to have something to drink or eat when we looking at the view.. many from my 

group ask me for tea or snack.. so sometime I buy something before like nuts so they 

can have something (...) yes I know they would like to have some snack or food and 

they would spend their money on it. because they often ask” (A:6).  

 

After having found that two of the tour leader was disappointed with the lack of offerings on 

deck, we decided to ask the remaining tour leaders if they felt the same. Zara expressed that 
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an additional offering would be good, “If it was there [tea, coffee, snacks] I’m sure both my 

guest and myself would enjoy it. It would be nice with something other than fresh air” (A: 5). 

Nedapad said the same as the other tour leaders, Anurat, Damrun, and Zara, “yes… I think I 

would like that.. because… I think the buffet opens later so it could be nice with just some 

tea or coffee” (A: 8). This amount of evidence from all the tour leaders, representing all of 

their constituents can be interpreted as this sacrifice is the most profound and therefore a 

feature that should be amended by DFDS. 

 

In total, there were four areas discovered in customer sacrifice: lack of sufficient 

entertainment, lack of free wifi, lackluster shopping and a lack of places to stay or sit on the 

top deck during scenic moments. According to theory, these more negative emotions from 

consumers towards not getting exactly what they want is something which should be 

avoided if satisfaction is to be optimal (Pine and Gilmore, 2011).  

 

Furthermore, Pine and Gilmore (2011) say that when customer sacrifice is minimized, 

customer-satisfaction is increased, however, not increased to its maximum. To increase 

satisfaction with an experience to the greatest extent, they argue that the experience 

provider should stage something "out of the ordinary." This they call customer surprise and 

will be explored in the following section. 

 

8.4.4 Customer Surprise    

In theory, customer surprise entails exploiting the difference between what the customer 

perceives and what the customer expects to get (Pine and Gilmore, 2011). The service 

provider should not only meet expectations (customer satisfaction) or set new ones 

(reducing customer sacrifice) but rather attempt to stage something unexpected (lbid).  

 

Through both our interviews and observational studies, we did not see anything aboard the 

ferry which seemed to fit this element of customer surprise. Even though it might be difficult 

to determine whether or not the Oslo ferry actually achieved customer surprise for some of 

their guests since not all guests would necessarily bring it forward in the interview. On the 

other hand, and what we argue is that if the goal of customer surprise is to increase 

memorability, then if the guests did not emphasize any event they deemed surprising, then it 

can, therefore, be concluded that no memorable surprise occurred. However, we argue that 

the next section of the analysis on culture’s influence on experiences, is a venue where 
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customer-surprises can be staged, as such cultural considerations were unexpected, 

nevertheless, theoretically a preference, for the Asian visitors. 

8.4.5 Sub-conclusion: 

In theory, mass-customization should be employed to effectively serving customers uniquely, 

combining the imperatives for both low costs and individual customization. As we only focus 

on the Asian guests (where DFDS have a focus on many other segments), we have chosen 

just to look at how the experience can be improved for that segment. It was found that 

although the Oslo ferry, to some extent, lived up to the expectations of the Asian guests, 

mainly concerning travel-time, relaxation, and the view, there was justifiably proof of mass-

customization through the specific Asian food options but also customer sacrifice in four 

main areas. On the other hand, there was no evidence to suggest customer surprise that 

could improve memorability and recommendability. That is, therefore, to say that we have 

proven the existence of a theme, mass-customization and customer sacrifice as defined in 

theory, yet found no proof of customer surprise.   
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8.5 Culture 

In the following section of the analysis, we will investigate the connection between cultural 

values and satisfaction, from the respondents’ lifeworlds point of view. This will be done to 

show whether the cultural values of “uncertainty avoidance” and “collectivism” infers 

changes in preferences with experiences, that is, for Asian customers. Cultural differences 

are interesting since they are something that DFDS is already aware of, however, have not 

taken any action on satisfying (A: 4). Furthermore, as argued in the above analysis on 

experience, it is a thing where customer-surprises could be staged. 

 

Having shown what influence Pine and Gilmore’s concept of the experience economy and 

their four realms concept has had on the satisfaction of Asian visitors, we argued in the 

theory section that the cultural values of uncertainty avoidance and collectivism infer 

changes in tourists’ preferences for experience consumption (see 7.6.4 and 7.6.5). 

Furthermore, DFDS emphasized that customers from Asia differ in consumption and 

behavior compared to other cultural groups, manifested by their varying preferences when 

traveling (A: 4). Therefore, the following analysis of cultural differences in tourism will 

investigate the cultural values that influence Asian guests’ satisfaction with experiences 

aboard the Oslo ferry.  

 

In the theory section, we accounted for how certain cultural traits predisposed Asian tourists 

to different tourism behavior as compared to, for example, Scandinavians. In theory, it was 

suggested that the cultural characteristics found by Hofstede (1991), uncertainty avoidance 

and collectivism are the most influential cultural traits when it comes to Asian tourists’ 

consumption. In theoretical framework (see 7.6.2) it was found that uncertainty avoidance 

influence buying decisions, which resulted in Asian guests choosing their vacations based 

on word of mouth recommendations more extensively than external communication 

originating from companies selling experiences.  

 

Thus, the following section will investigate how Asian tourists make their buying decision, to 

find out how a service provider such as DFDS can affect this, to improve their ability to 

attract the Asian segment. In accordance with the prescriptions made by the 

phenomenological approach, we have not asked specific questions about cultural 

preferences, e.g., uncertainty avoidance and how it influences satisfaction. Instead, we have 

asked broadly formulated questions, as not unknowingly to guide the respondents towards 

an answer. 
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8.6 Buying Decision 

From a theoretical perspective, Money and Crotts (2003) argue that the attraction and 

satisfaction of Asian tourists are different from, e.g., Scandinavian tourists, since they 

prescribe to different cultural values (p. 199). Since profit is realized, once the decision to 

purchase the product or experience is made, the next section will look into the effects of 

uncertainty avoidance on Asian tourists’ buying decision, as this was the cultural value that, 

in theory, was found to exert the most influence on their pre-travel information search, 

hence, buying decision (Ibid.). 

 

8.6.1 Uncertainty Avoidance’ Affect on Buying Decision 
In Money and Crott’s (2003) theory termed “The effect of uncertainty avoidance in 

information search, planning and purchases of international travel vacations”, it is found that 

people from high uncertainty avoidance cultures will seek out pre-travel information from 

internal information sources, such as personal recommendations from peers and 

intermediaries (see 7.6.2), and to a higher degree than the more risk-averse Scandinavian 

tourists, seek to minimize perceived risks pre-travel (Money and Crotts, 2003: p. 192-93).  

In DFDS’ marketing department they are aware of this and Rikke Welløv describes that 

almost all the Asian guests purchase their trip through in-coming agencies, where the trip is 

part of a pre-packaged deal to Scandinavia: “...gennem samarbejde med agenter deruder, 

in-coming agenter, Tunari/Tounaro, som faktisk står for 95% af salget til de asiatiske gæster. 

(...) ” (A: 4). Thus, it is clear that that act of directly marketing your product to Asian 

customers will not increase its attraction since their decision is based upon a basket of 

experiences around Scandinavia and not just the Oslo ferry trip. Therefore, it can be inferred 

that Asian tourists value information stemming from third parties such as travel agencies, 

which is congruent with Money and Crotts (2003) findings of how Asian culture values 

credibility and different types of information sources.  

 

Seen from the perspective of risk or uncertainty avoidance, buying pre-packaged trips is a 

clear indication of Asian customers attempting to maximize certainty with the purchase of 

pre-packaged vacations due to the rigid and reliable structures and plans that come with 

them (Money and Crotts, 2003). For example, Dim Kan from Thailand who travels in a larger 

group consisting of 25 people, along with her husband and their two sons, bought a 

packaged tour because of their concern of traveling so far away from home: “Usually we 

don’t book packaged tours, but usually we don’t travel this far away from Thailand” (A:9). It 

can justifiably be said then that the distance and cultural gap play a role in qualifying how 
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risky they deem the vacation, and thus are relieved to find pre-packaged vacations, which 

maintain a bubble of safety and increases certainty. Looking at Dim Kan’s description of why 

this type of vacation was chosen, it is interesting as it shows that Asian tourists make buying 

decisions based on perceived risks of traveling further abroad. Thus, as all the Asian guests 

on the Oslo ferry are part of a larger group, it seems that in general, they place a higher 

value on structure, which the tour-leader, Zara, from Hong Kong also confirms: “They [the 

guests] get a lot of information… As you said, we have an itinerary, and they, of course, 

book their holiday after having read this” (A: 5). Coupled with the above evidence, it is clear 

that the Asian cultural group seeks to satisfy their need of certainty by sufficiently 

researching before a trip and buying a thoroughly planned itinerary that allows them to 

experience Scandinavia without being in a state of uncertainty. 

 

From the viewpoint of DFDS, it is intriguing to see how they are able to meet the 

requirements of package deals and attractive offering in the Asian market and how they 

might be able to improve their customer reach. DFDS’ Rikke Welløv (A: 4), states that they 

are spending a minimal amount of their marketing budget on targeting Asian tourists:  

“meget lille. Vi har et lille budget, som vi bruger på AdWords derude, og på deres 

sociale medier, og vi er også på noget banner-display, men der er kun ca 5% af 

vores budget fordi vi kan fornemme af de rejser mest i grupper, så det er mest for at 

skabe noget awareness. Så der er ikke så meget direkte salg. Så der ligger noget 

markedsføring derude, men det er kun 5%(...)”.  

 

Here, Rikke Welløv clarifies that DFDS is only investing 5 % of their marketing budget on 

targeting Asian tourists. The reason for the small amount invested, she says, is that there is 

no actual reason to spend money on it, as their objective is just awareness growth at this 

point and not through direct sales. In support of DFDS’ claim and believe that direct 

marketing wouldn’t be necessarily effective, Dim Kan, a 48 year old guest from Thailand, 

who bought the trip based on recommendations from his brother, explains: “Well, my brother 

actually took the trip two years ago, and he has been recommending it to everyone ever 

since, saying that everyone was just like in the fairytales” (A: 9). This testifies to the fact that 

one of the most effective ways to attract Asian tourists is to inspire them to such a degree 

that they cannot help but recommend it to friends and family. That being said, of our 

population of respondents, only one made the purchase decision intentionally including the 

Oslo ferry due to familial recommendations. While the other guests only participated in the 

ferry because it was embedded within their pre-packaged vacations.  
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With all of the evidence considered above, we can reasonably ascertain that most Asian 

guests manifest their need of uncertainty avoidance through two manners of action, that is, 

either by purchasing pre-packaged deals or basing their decision on a family member or 

friend. The above, however, seems to illustrate that by far the most heavily utilized manner 

was that pre-package deal and not so much the recommendation specifically of the Oslo 

Ferry as such. This is not to say however that recommendations are not as important, just 

that in the applied population of interviewees, it just so happened that most had bought the 

Oslo ferry because of its inclusion in the package.  

 

It can therefore be concluded that Asian Tourists seek to decrease any risk or uncertainty 

when they set out to long-haul destinations that represent a huge cultural gap, and thus use 

one of two means to minimize the risk, either buy a pre-packaged trip that includes the Oslo 

Ferry, or through a specific recommendation from a peer to experience the ferry ride. 

Therefore it can be said that to maintain or increase the influx of Asian tourists on the Oslo 

Ferry, DFDS must either increase satisfaction in order to increase personal 

recommendations amongst peers or to include their experience within Asian travel agencies’ 

packaged deals.  

 

8.7 Collectivism and its Influence on Satisfaction 

In the thesis theoretical framework it was accounted for that Asian tourists are collectivist in 

nature, and this predisposes them to have preferences for traveling in larger groups, and, 

furthermore, they tend to agree with the general consensus in the chosen group or family 

setting (see 7.6.4). It has been argued that tourists scoring high in collectivism prefer doing 

things together with like-minded tourists, and those feelings of (dis-)satisfaction manifest to a 

greater degree than in individualistic cultures depending on the general consensus in the 

group (Pearce et al., 2013). This emphasizes the need for service providers such as DFDS, 

to satisfy all group-members’ expectations. 

  

DFDS is well aware of the preference of Asian guests doing things together, as Rikke Welløv 

says that: “...der er faktisk ingen individuelle asiatiske rejsende…” (A: 4). This finding was 

further emphasized while making our observational studies. Through our observational 

studies (A: 15), we found that the Asian guests were very rarely seen walking around the 

ship alone. Furthermore, families tended to stick together, and mostly, we observed that 

there were at least 3 or more people together in all the activities they participated in. 

However, even though the evidence was found that Asian guests prefer to stick close 
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together, we encountered difficulties investigating to what degree their overall satisfaction 

was dependent on the consensus of the group. Thus, the following analysis on collectivism’s 

influence on satisfaction of an experience will look into the dynamics of group togetherness 

and the influence of being able to spend time together with family and peers, for the Asian 

guests.  

 

By taking the first perspective of group dynamics on the Oslo ferry, the tour leader Damrun 

Pon clarified how the agenda looks in a group organized as such: “Yeah yeah, for this group 

I have. (...) We have booking time in the restaurant, dinner and for breakfast too. (...) we eat 

at the buffet every time. (...) ” (A:6). This comment illustrates that there are plenty of things 

planned for the group, where they are always doing things together. This points directly to 

their collectivist tendencies in the specific example of always eating at the buffet at the same 

time and all together. Furthermore, the fact that they always choose the buffet could be that 

it is the most equal manner in which to deliver the experience. Of course, this could also just 

be due to the simplicity of ordering a buffet instead of individual meals in the planning 

process. Yet, we would argue that the collectivist need for equality and individual 

selflessness also plays a role.  

 

Furthering this argument about group consensus and desire to participate collectively, the 

findings made by Pearce et al. (2013) point to Asian tourists having a strong desire to be 

near other Asian travelers in their experience. We also find this in our observational 

evidence that all the Asians of the tour group were offered the same level of expensive more 

luxurious cabin showing that even here the equality of the group held firm (A:15; A:4). 

Therefore, taking the preference for equality and centrality of the health of the group in 

collectivist cultures into account, it would seem that with every individual consuming the 

same experience comes an almost subconscious satisfaction that everyone had the same 

opportunities to enjoy themselves and the integrity of the group remains strong. Nedapad 

also noted this “...people do not talk that much with other guests here. They like to be in the 

group”. (A: 8).   

 

Turning our focus to that of the central role of family in collectivist cultures, we observe that 

the guest, Dim-Kan, who was taking a 10 day trip around Scandinavia with her husband and 

two children says that the most important thing for her, when buying a vacation is the ability 

to spend quality time with her family: “To begin with I would want my family with me! Maybe I 

want a mix between relaxation and seeing stuff”. (A: 9), indicating a need for “family-

togetherness” which is represented as a part of the collectivist mindset. Zhang and 

Hitchcock (2014) argue that Asian tourists view vacations as more than a pursuit of leisure 
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time, rather a period that also facilitates family bonding and “enables them to fulfill their 

traditional and familial obligations.” As the Oslo ferry indeed provides such possibilities, 

given the opportunity to spend time together with family and the group in which you are 

traveling, as we see it, increases satisfaction.   

 

The tour leader Anurat also comments on why he believes the Oslo ferry is a part of the 

packaged tour, “I think they very much enjoy being able to spend time together with more 

close family, and not entire group all the time” (A:7). Thus he highlights that, in congruence 

with Pearce et al. (2013), that Asian tourists enjoy being able to spend time with families - 

and fulfilling their collectivist attitude to maintain the family structure as predominant in 

importance. However, we observed that when taking the time to analyze family behaviors on 

the ferry, it seemed that the children were very keen on running around on their own without 

parental guardians. We, therefore, asked more into the dynamics of children and parents 

while on the journey since it seemed interesting that the parents could just let their kids roam 

and explore the ferry without them around. Thus in the following section, we examine why 

this behavior might occur.  

 

8.7.1 Travelling with Children 

This section investigates the impact on satisfaction, traveling with children has for Asian 

tourists on the Oslo ferry and how the fact that the parents feel secure enough to allow their 

children to run free and explore also can be thought of as influenced by their collectivist 

mindset. We argue that if the Asian parents indeed are happy enough to let the kids go on 

their own, then it can be concluded that even though they experience different aspects of the 

trip apart, the kids end up enjoying in their own way, thus simultaneously allowing the 

parents to enjoy the voyage in their way.  

 

When asked about her intention to recommend Dim Kan said that: “Definitely! Especially 

those traveling with their kids. It is nice to feel safe letting your kids run loose and get some 

time for yourself” (A: 9). The way we interpret this through the collectivist lens by the mere 

detail that each part of the family unit is fulfilling their own hedonic needs and thus 

maintaining the familial harmony that is necessarily required in collectivism. This ease of 

letting the children go, according to Dim-Kan, can only be achieved by DFDS providing a 

safe space for the kids. Rikke says: “Jamen det faktisk at den kan rumme alle, den kan give 

alle en unik oplevelse (...) Så har vi børnefamilierne, hele børnekonceptet, hele 

børneunderholdningen; Bubblezone, skattejagt…” (A:4). Arguably, DFDS has made a great 
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effort to target the segment with children. At least, many of the persons interviewed 

appreciated that they could be together with their families and other members, but, that they 

could let their children run loose without being anxious about it. However, all the 

respondents with children along, saw it as one of the Oslo ferry’s biggest advantages that 

they could let their children run loose and find something fun to do with just the parents, or, 

as Anurat puts it: “in my group who have children they can let their children run around and 

there are thing to do for them.. i know that they can do treasure hunt and there is swimming 

pool and games.. that is good” (A:7). This evidence supports the theory that a vacation for 

Asian travelers should leave room for the escape of the everyday lives, and, during this 

leisure time, without children, it would enable them to fulfill their familial obligations 

harmoniously by knowing the children are well entertained and leaving private time for the 

parents to get out of their everyday routine. In comparison with other methods of reaching a 

destination, Rikke Welløv says that on the Oslo ferry parents can relax and be free from 

children a bit instead of the alternative of having screaming children in the back seat of a car 

driving to Oslo: “slip for skrigende unger på bagsædet på de svenske motorveje, så det 

handler meget om at oplevelsen allerede starter på færgen, så man kommer veludhvilet frem 

til enten Oslo eller København” (A:4). Therefore it can be argued that the Oslo ferry’s safe 

environment that allows for children to be away from the family increases the satisfaction of 

both the parents and the children. 

 

Summarily, looking at the question of Asian guests preference for fulfilling familial 

obligations, or, harmonious collectivistic behavior, can be ascribed to have a direct influence 

on satisfaction with tourist experiences, in the case of the Oslo ferry. 

8.7.2 Sub Conclusion 

In theory, collectivistic guests tend to favour the well-being of their group or family over their 

own well-being or satisfaction. It was found that the Asian guests certainly were collectivistic 

in their behavior and valued opportunities to be together with their group. For DFDS, this 

means that measures should be in place to make sure that the entire group has equal 

opportunities to get the same out of the overall experience aboard the Oslo ferry. It was 

found that DFDS managed to fulfill such collectivistic needs when they offered equal 

circumstances for Asian groups to get exactly the same functional product since the buffet 

gives them equal opportunities considering what food they get to eat, and the ability to buy 

the identical luxurious cabins. For the Asian guests, this seemed to increase satisfaction as 

their preferences for equality and health of the group, meant that the fact that all group 
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members had same opportunities to enjoy themselves increased the well-being of the entire 

group. 

 

Furthermore, their collectivistic nature, according to theory, predisposed them to have 

preferences for fulfilling familial obligations. According to theory, this means both that Asian 

families travel to make sure that all family members enjoy themselves, and that they enjoy 

spending time together with their families. The former reason was found to be of high 

importance for the Oslo ferry, as it was evidenced that one of the main reasons, according to 

the tour leaders and DFDS, that the Oslo ferry was part of the trips, was that it provided a 

space where children could roam around without adult supervision. Thus, the children were 

satisfied, which in turn resulted in increasing their parents' satisfaction, as their collectivist 

mindset precludes to being satisfied on behalf of other family or group members’ 

satisfaction. 

 

Thus, DFDS’ ability to provide equal opportunities for all members of such a group to get the 

same experience will increase satisfaction, as collectivistic tourists appreciate such equality. 

Furthermore, their ability to satisfy children also positively affects satisfaction for the Asian 

tourists, as the satisfaction of children will make it easier for the parents to enjoy themselves 

knowing that the rest of the group or family is also satisfied and enjoying the same space 

and opportunities as they.  

 

 

 

8.8.Uncertainty Avoidance During the Experience of the Oslo Ferry 

Uncertainty avoidance was in the theoretical framework, found to have a direct influence on 

satisfaction with a service for Asian tourists. Both as it was shown in the information search, 

as argued above, and during consumption. Here the cultural value inflicted change in 

tourism behavior in the tourist-host interaction. Theory suggests that uncertainty avoiding 

tourists value feelings of safety. This relationship between uncertainty avoidance and 

satisfaction was one of the most salient in the literature on tourist behavior and satisfaction 

for Asian tourists.  

The purpose of this analysis is two-fold. Firstly, the aim is to clarify what uncertainties are 

connected with staying on the Oslo ferry. Secondly, what this means for the overall 

satisfaction for the Asian guests.  
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As it was found in the above analysis, feelings of safety for Asian tourists on the Oslo ferry is 

not about fearing for one's physical safety, as it was found that Asian tourists did not feel 

uncertain about letting their children move around unsupervised. In fact, from a theoretical 

perspective, Tan and Abu Bakar (2016) finds that safety instead should be understood as 

safety in social interaction. What this means is that Asian tourists will feel safer if their culture 

is respected, and relaxation will be easier to achieve for the guests, if they feel safe while 

interacting with the other guests (see 7.6.5). According to the contact-hypothesis (Reisinger 

and Turner, 2003), tourists from different cultural backgrounds are predisposed to different 

behavior in tourist-host interaction, where a host is understood as both staff and local 

tourists. If the host manages to respect such differences and avoid any clashes between 

guests from different cultures, positive emotions towards each other will arise and feelings of 

satisfaction increase. However, if such differences are not respected, it will result in highly 

distorted perceptions of each other, and result in negative emotions and dissatisfaction.  

 

We have found that DFDS is also aware of these tourist-host dynamics when Rikke Welløv 

says that they acknowledge the increase in Asian visitors and that they are very different 

from the guests originating from Scandinavia, “så vi er der nu, hvor vi er meget glade for de 

asiatiske gæster, men de begynder også at fylde meget på skibet om sommeren, og de har 

også nogle andre traditioner og andre madvaner” (A:4). What this extract shows, as we see 

it, is that they are well aware of the cultural gaps between their guests on board, however, 

she also emphasizes that they are arriving in plentitude and this can lead to possible 

“cultural clashes”,  

“Det er som sådan ikke et problem at de er anderledes, men altså, jeg hørte om en 

gang, hvor en kinesisk gæst havde siddet og bøvset højlydt i buffeten, hvor en dansk 

gæst havde gået over og bedt ham lade være… Det kunne kineseren ikke forstå 

problemet i. Tror de blev lidt uvenner over det, men det var vidst også det.” (A: 4).  

Thus, there are some clear sensitive areas in connection to people from different cultures, 

living in close proximity. Therefore, we argue that the experience on the Oslo ferry presents 

many opportunities for possible distortions and negative emotions evident when the Asian 

visitors interact with people from other cultures.  

 

Turning our attention over to a more subtle observation of uncertainty avoidance, we 

interpret the dependent relationship of the tour lead and group as an area that necessarily 

demonstrates the intimidation that Asian guests experience when in another country and 

thus a need to avoid such awkward situations through the use of a tour guide. This is 

something that DFDS is aware of, and describes that they know that the Asian guests often 

are very dependent on their tour-leaders: 
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“Altså alle… i sommersæsonen, når det er højsæson, så er der altid en, en hjælper 

tilknyttet grupperne, og så har grupperne altid en guide; en gruppeføre, og han 

hjælper dem ligefra de kommer ombord på skibet og guider dem, og giver dem tips, 

og sidder faktisk med når de spiser (...) det er lidt deres kultur kan vi mærke at de 

gerne vil, de er ikke så selvstændige, de vil gerne guides hele vejen, så det er lige fra 

terminalen” (A: 4). 

 

As we see this, DFDS is aware that the Asian visitors are dependent on someone to guide 

them, as the Asian visitors are not very independent. Furthermore, when doing our 

interviews and observational studies, we found that the guests in the groups were much 

keener on participating in our interviews if we had done an interview with their allocated tour 

leader beforehand (A: 15). However, as Pine and Gilmore (2011) and Ma, Ooi, and Hardy 

(2016) say, tourism-experiences are co-created. If tourists are not capable of taking part in 

this co-creation, feelings of relaxation, hence, escapism is impeded. This can result in 

decreased satisfaction, as it was found that the experience realm of escapism was one of 

the most sought after by the Asian guests (See 8.3.3). It is, therefore, logical to stipulate that 

by being too dependant on a tour guide, the escapist realm becomes difficult to reach and 

thus, revealing the uncertainty avoidance of the culture actually impedes them from attaining 

the full escapist realm experience. For this reason, we also believe that it is interesting to 

look further into what aspects of the trip are influenced by such dependencies, as feelings of 

relaxation and freedom are mentioned several times as a motivation for taking the ferry. 

Thus, we want to know what it means for the Asian guests’ satisfaction, that they feel 

uncertain, and, how such values influence satisfaction on the Oslo ferry, such feelings of 

freedom might be impeded by too many perceived risks or being too dependent on, e.g., a 

tour-leader to decrease perceived risks. 

 

Thus, this next section of the analysis will set off by looking at Asian guests’ perception of 

the host-community, that is, employees on the Oslo ferry, and the guests there will be 

investigated. This will be done to deepen our understanding of how the Asian guests 

perceive the local culture of Scandinavia, and how cultural differences and possible clashes 

can change the level of satisfaction with the experience. Secondly, the role of the tour leader 

will be investigated, as this element was mentioned several times, both by DFDS and most 

of the respondents as being important in the interaction with the host. All these parts should 

contribute to the knowledge of the importance of the level of perceived freedom and 

escapism, and, as will be shown, offers a possible venture for staging customer surprises. 
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8.8.1 Asian Guests Perception of the Host Community (other guests and 

staff) 

Both positive and negative emotions towards the local people and the staff at the Oslo ferry 

were mentioned several times in the interviews. Mainly, we wanted to explore the 

expectations of the guests, concerning how local people are perceived, since theory argues 

that this interaction can inflict both negative and positive emotions, hence affect the 

attraction of the Asian guests (Tan and Abu Bakar, 2016). To this, Dim Kan (A:9) expresses, 

“we have the impression that Scandinavians are nice and welcoming people with a very rich 

history…“. In connection, the tour leader Nedapad (A:8) said: “(...) people are very nice…”. 

Furthermore, the guest Dim Kan (A: 9) was asked how he got the impression of 

Scandinavians are so nice: “Well, my brother actually took the trip two years ago, and he has 

been recommending it to everyone ever since, saying that everyone was just like in the 

fairytales…”. Thus, it can be concluded that friendliness of the host community and feelings 

of safety in social interaction might increase satisfaction for Asian guests and might increase 

the attraction of them.  

 

However, this was for Scandinavia in general. This means that there could be more factors 

influencing this aboard a ferry. For instance, there is limited space to be, which renders 

interaction with locals inevitable, and this was a thing that was noticed by the respondents. 

Not directly, however, but shown in the way that they had to face the local guests, engaging 

in conversations with them at the bars for example. Here, the Asian tourists felt that it 

potentially could be face-threatening when engaging in conversations, as some of the 

respondents stated it, alcohol consumption could be an inhibitor of the perceived friendliness 

and reduce feelings of safety. Furthermore, Scandinavians are regarded to be more direct 

and in their interaction with other people. These two scenarios were both mentioned as 

possible negative encounters between the two cultural groups.  

For example, the tour leader Zara said that:  

“They tend to become a little insecure, kind of like protecting their children from 

these, usually, tall white men (...) But, of course, someone from other cultures, might 

be offended or a little scared, without the staff noticing, because they might see as 

some “teasing”, where the guests could see it as threatening” (A:5).  

 

This comment shows that there are some risks inherent in the interaction between the 

different cultures, which was also argued in the contact hypothesis (Reisinger and Turner, 

2003). Furthermore, Zara continues by stating that,  
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“what I mean is not that people feel threatened, but that people are visiting a place 

very unlike anything they have ever come across. (...) For example in Denmark 

people are very polite, however, they are also very direct in how they approach 

people. (...) If you look at it this way, people from Hong Kong can experience this as 

kind of face threatening… They do not ever want to be caught of guard” (A:5).  

 

Arguably, these extracts show that there are some perceived risks, and issues that can arise 

in the interaction between people from the two cultures. Thus, there are some issues related 

to the interaction between people from different cultures, as the theory argued there would 

be (Money and Crotts, 2003; Y. Ma et al., 2016). Accordingly, it was reported that there 

could be some potential risks when local people (Scandinavians) would engage in 

interaction with Asian guests. Therefore, we can logically conclude that the Asian guests 

aboard the ferry indeed harbour uncertainty around such interactions and approach these 

social situations with caution.  

 

Thus, having found that there are some potential risks inherent in the interaction between 

two culturally different groups, the next section will look into the role of the tour leader. This 

will be done since the tour leaders themselves, DFDS, and the Asian guests all mentioned 

that these were very important in mediating the interaction between host and Asian travelers.  

8.8.2 The Role of the Tour Leader 

Rikke describes how they aim to satisfy the segment of Asian tourists, but also indicates that 

they do not have total control of the interaction between the customers and the staff. This is 

because they, according to Rikke (A:4), always stick close to their group leader. Thus, the 

contact between the guests and the staff is being mediated through these tour leaders. 

Asian tourists feel that they are more comfortable in interaction with locals when there is a 

guide with local knowledge present. This point also coincides with the finding of the tour 

leader acting as a gatekeeper for the guest (see 8.2.8). The anonymous female guest from 

China said: “We like our group leader. He is helpful. We cannot talk easy to many people, so 

he helps. And it is his job to show the country” (A: 12). Illustrating the integral function of the 

tour leader as a “mouthpiece” of the group, or possibly even a “protector.”  

 

The guests interviewed on the ferry all seem to share the feeling that they were not 

comfortable with communicating too much with the locals. Thus, they were very dependent 

on the tour leaders to help them communicate with staff since these were the only people 

they seemed to interact with. This was seen when making our observational studies (A:15). 
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We rarely saw any of the Asian tourists interacting with anyone, besides when they were 

purchasing souvenirs and other things in the tax-free shop and had to communicate with the 

teller briefly. Also, in the restaurants and the bars, the tour leaders were in charge of 

communicating with the staff and making the orders. Tour leader Nedapad said, “I make 

sure that all my guests are happy. I have to know where they are” (A:8). This demonstrates 

that the tour leaders attached to the groups are aware of the uncertainties that exist. 

Conversely, the tour leader Damrun Pon says, “no no they are.. they feel safe here... people 

are nice” (A: 6). Thus, there are different interpretations of what influence the contact with 

locals will have for the satisfaction of the trip since some of the tour leaders like to stay close 

to the group most of the time, where others do not see it as an issue to let their group 

interact with the locals. 

 

Some more evidence on the protective and controlling role of the tour leaders can be seen 

as tour leader Zara points out,  

“(...)  people from Hong Kong do not have the same.. for example queueing culture 

as you have… This could result that Danish people get angered about our “cultural” 

behavior. In turn people from Hong Kong would feel “threatened” that a Danish 

person would actually take the argument face-to-face in public with this particular 

person… So, my job is to make sure that this does not happens too often – and my 

guests are to a some extent aware of this fallacy, if not they get to know it at some 

point in during their visit, so they want me to be close to them most of the time…” (A: 

5).  

 

This shows that perceived cultural differences as to how to behave in public is a risk that 

Asians want to minimize. The tour leader Damrun Pon says, in connection with the role as a 

tour leader, states that: “(...) I go with the group all the trip… I have tickets and make sure 

everyone is [feels] safe. Sometimes I translate for them because they… they sometimes feel 

a bit… maybe frightened to talk with strangers here from Scandinavia” (A: 6). This shows the 

uncertainty connected with traveling to Scandinavia and the anxieties related to interacting 

with local people and being far away from home.  

 

The need for tour leaders, thus, proves to be a necessity in tourism consumption for these 

cultures, according to the respondents, since it helps diminish the uncertainties connected to 

interact with the local people. DFDS is aware of this, which is evident when Rikke Welløv (A: 

4) says, “...en gruppeføre, og han hjælper dem lige fra de kommer ombord på skibet og 

guider dem, og giver dem tips (...) så de… det er lidt deres kultur kan vi mærke at de gerne 

vil, de er ikke så selvstændige, de vil gerne guides hele vejen, så det er lige fra 
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terminalen…”. Many guests and tour leaders describe that the main use for the tour leaders 

is that of actually avoiding interaction between the different cultures: John, when asked if he 

feels unsafe, answers: “no no no, but this is very different from my country so I its good for 

me to have someone who knows where to go and so on..“ (A:10). Furthermore, in support of 

the necessity of the tour leader, Anurat comments,  

“Hmmm, i think that maybe my guests would feel less free to do what they really 

wanted… Maybe they would not experience as many things, because they could not 

make it happen, as it would be hard for many Thai to for example book a trip, or 

order things to eat and drink…” (A:7). 

 

We can thus extrapolate from this data that the role of the tour leader is indeed essential in 

order to facilitate everyday activities and act as a protective force against the uncertain 

reactions of the host community and foreign culture.  

 

8.8.3 Conclusive Comments on Uncertainty Avoidance During the Oslo 

Ferry Experience 

In summation, our objective of this section was to discover what uncertainties were present 

in the Oslo ferry experience as well as their role in influencing satisfaction. We have 

therefore discovered that two salient features of uncertainties emerged, that of host group 

contact or socializing, as well as the uncertainty of understanding the unwritten rules of 

culture that remain unknown to all the Asian tourists. To make possible such a trip, therefore, 

the Asian guests employ a tour guide, who they entrust with most of the organization and 

interaction with the host country and people. We can thus comfortably argue that the 

uncertainty avoidance feature from the Asian culture necessitates the use of such a guide.  
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9. Discussion 
The following section will account for the thesis’ discussion. This part is divided into two 

parts in which the first part will discuss the findings and results of the analysis and how this 

relates to the theory and the phenomenon of tourism-transport for Asian tourists, in general. 

The second part contains a discussion of the thesis’ validity, reliability, and generalization.  

 

The objective with this thesis was to understand the dynamics of the experience economy as 

it related to the satisfaction of Asian tourists’ experience of the Oslo ferry and to what extent 

the different cultural qualities played a role. The analysis above shows that this research 

area is complex, since many factors can influence how one perceives and experiences an 

event or situation. In other words, the analysis shows that it is not only one element which 

might explain satisfaction and attraction, but rather, a combination of many different factors 

and correlating elements that may enhance or counteract the Asian demographics’ level of 

satisfaction. 

9.1 Discussion of Experiential Realms 

See model 1 
 

In the following section we will discuss which factors have either major, moderate or no 

influence on satisfaction and attraction for Asian tourists, and on which parameters DFDS 

succeed, does not, or should improve, to increase satisfaction.  

 

Firstly, through the analysis, it was found that the Oslo ferry was indeed perceived as an 

experience in itself. This means that certain experiential aspects have been wrapped around 

their current functional offerings, which correspond to Pine and Gilmore (2011) Brakus 

(2009), Ritchie and Hudson (2009), Nysveen et al. (2012) claims, in order to increase value 

and differentiate on other than price, time and convenience, as according to J. Page (2005), 

Prideaux (1999), Pagliara (2015), Zaratonello and Schmitt (2010). Thus we argue the Oslo 

ferry functions as a service provider, wrapping experiences around their offerings in order to 

create satisfaction and attraction for guests. Therefore, we say that all tourism-transport 

providers should wrap experiential offers around current functional attributes to increase 

satisfaction and attraction of Asian tourists. However, not all realms constituting an 
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experience were given equal importance by DFDS, nor were they valued as equally 

important for buying decision or satisfaction for the Asian guests. 

 

Entertainment: The analysis shows that entertainment has a direct influence on the attraction 

of Asian guests. As most respondents assumed that there would be some level of 

entertainment, we argue that this realm can help in attracting Asian guests. However, the 

analysis found that the entertainment did not live up to the expectations of the Asian guests 

as they expected there to be more offerings in which they could passively absorb the 

moment. Hence, current entertainment offerings did not directly increase satisfaction for the 

Asian guests although we found that indeed more exciting entertainment options could have 

influenced their satisfaction. Thus, for experience providers in the tourism-transport industry, 

entertainment is an important realm to integrate into the overall experience, as many 

respondents felt a certain level of boredom at some point during the trip. Hence, DFDS 

should find out more precisely what kind of entertainment is deemed as genuinely 

entertaining for the Asian guests to increase satisfaction effectively.  

 

Furthermore, as shown in Model 1, the aspect of customer surprise can be further integrated 

into the realm of entertainment quite easily as activities or small unexpected stimulating 

experiences that would shock and pleasantly affect the interpretation of the entertainment 

activity in the eyes of the Asian tourists. One example might be that in the evening, one of 

the songs could be a famous song from an Asian country that they recognize with nostalgia. 

In any case, it would be up to DFDS to ideate more possibilities to integrate the element of 

customer surprise into the realm of entertainment.  

 

Educational:  

The major finding around the realm of education was that respondents did not express to be 

missing any educational elements, neither did we observe any educational elements aboard 

the Oslo ferry. Thus, we postulate that although no aspect of the educational realm emerged 

through either observational or interview data, we still believe through the support of other 

studies that the theoretical grounding of an educational realm would play a role in the Oslo 

ferry experience. However, we do not know to what extent the educational realm could 

influence satisfaction if this were present aboard the ferry due to a lack of data in this 

particular study.  It seemed that the sweet spot considering the experience economy (Pine 

and Gilmore, 2011), was not reached by incorporating all of the four realms into an 

experience. However, as many of the respondents mentioned that they were bored at some 

points of the trip, it is theoretically argued that actively engaging customers in absorbing 

external stimuli will positively occupy their minds, hence decrease boredom. Thus, it is 
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argued that asking what the Asian guests would want to learn from the experience could 

increase satisfaction. Furthermore, it was found that none of the respondents expected to 

learn anything in the Oslo ferry; thus, this realm could possibly also pose an opportunity for 

staging a customer-surprise. Nevertheless, it was found that the realm of education did not 

increase DFDS’ ability to attract Asian guests. 

 

Escapist: The analysis found the escapist realm to exact major influence on satisfaction and 

also as an essential feature for Asian guests. The primary motivation for taking the Oslo ferry 

was to get a break from everyday life and routine. Hence, feelings of immersing oneself into 

another less stressful reality positively influenced the satisfaction with the Oslo ferry. The 

analysis found that DFDS places emphasis on this. Furthermore, as three of the tour-leaders 

said, feelings of escaping everyday lives is something sought after by Asian tourists and the 

Oslo ferry acted as an escape within the pre-packaged tour, where the guests relax and 

disconnect. Thus, feelings of escaping everyday lives and relaxing were found to have a 

major influence on satisfaction with the Oslo ferry, and therefore, also DFDS’ ability to attract 

Asian guests. Thus, we argue that the Oslo ferry, by its very nature fulfills the role of 

escapism through both high activity and deep immersion. Tourism-transport providers should 

seek to increase feelings of being in another reality while in transit.  

 

Estheticism: The esthetic realm was found to have a direct and major influence on 

satisfaction and attraction. In congruence with the theory, feelings of passively immersing 

oneself into an esthetically pleasing experience (Pine and Gilmore, 2011) was actively 

sought after by the Asian respondents, and the analysis found this to significantly influence 

the attraction of Asian guests, as all respondents were expecting this to be an impressive, 

hence, satisfactory part of the overall experience. The analysis further found that all 

respondents interviewed during travel, and not prior to departure expressed excitement 

about the view, we thus argue that the esthetic realm has a major and direct influence on 

satisfaction for Asian guests, and should be present in tourism-transport contexts, if you 

want to compete for the Asian customers on other parameters than merely the functional 

ones, such as time and price. Furthermore, certain elements should surround the esthetic 

features of the Oslo ferry, such as the possibility to buy beverages early in the morning, for 

DFDS to increase satisfaction the most for the Asian guests.  

 

Therefore, overall when discussing the four realms of experience a defined by Pine and 

Gilmore (2011) we can justifiably argue in support of the influential power of each realm in its 

own unique way on customer satisfaction, and in our case, for the satisfaction of Asian 

guests.  
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Aligning the Experience: As Pine and Gilmore (2011) argued, any experience should have a 

clearly delimited theme running through the entire experience in order to increase 

authenticity concerning the current offerings (MacCannell, 1989). This should make the 

experience more memorable. Thus our analysis also focused on aligning the experience for 

a service provider, such as the Oslo ferry when attempting to create experiences and 

promote positive satisfaction. The analysis discovered that the theme does not prove to have 

any direct or rather, actively conscious influence on satisfaction or attraction. However, it is 

argued that even though the respondents did not notice this, a theme may help to align the 

experience and possibly create a more long-lasting memorable overall experience with the 

service provider. It is interesting to note then that even though the data did not point to any 

active, conscious recognition of a running theme, this lack of noticing actually increases 

coherence because it played an essential role in the foundational make-up of the whole 

experience and thus positively contributed to higher satisfaction among the Asian guests.  

Hence, we can also posit that Pine and Gilmore’s (2011) and Madsen’s (2015) argument for 

creating a theme exerts some influence on satisfaction.  

 

To fully align the experience, the analysis found that a service provider should aim to satisfy 

the specific wants and needs for specific segments, which is what Pine and Gilmore (2011) 

and Madsen (2015) calls mass-customization. We found that a mode of transportation, such 

as a cruise ship, should contain multiple offerings if they aim to attract and satisfy as many 

different segments as possible. However, our investigation focused on where Asian guests 

perceived customer-unique value. This is an area that DFDS has had a specific focus on, as 

they use their internal capabilities to remodel their experience offer to cater to specific needs 

for specific segments, and the attraction and satisfaction of Asian guests were said to be 

dependent of such customization. The analysis found that Asian guests expected more 

offerings surrounding certain experiential elements on the Oslo ferry, however, their 

expectations had also been satisfied in other dimensions. Thus, Pine and Gilmore’s (2011), 

concept of mass-customization, have direct influence when creating offerings to fit certain 

customers specific needs. From the results, it is clear that if you manage to customize your 

offerings employing Pine and Gilmore’s framework for mass-customization (Ibid.), it will have 

a direct influence on satisfaction with the experience, hence, a tourism-transport providers 

ability to attract Asian guests. 

 

However, as DFDS aim to satisfy a vast amount of different segments, and not only Asian, it 

was found that customer sacrifice (see 8.4.3), was impossible to eliminate and arguably 

should not be eliminated entirely. In our investigation, it was found that there were Asian 
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customers experiencing sacrifice as might be expected due to the culturally diverse and 

dynamic environment on the ferry. The analysis found that DFDS is aware that they cannot 

fully customize their offering to fit all segments although they may be able to minimize some 

of the more general sacrifices, such as paid wifi, etc. which would benefit more than just the 

Asian segment.  

 

In review of the above discussion, the results have found that certain realms of experiences 

are more salient than others in the context of Asian tourists aboard the ferry. We argue that 

in the realm of experience, DFDS could offer more stimulating entertainment possibilities in 

terms of the cultural gap of how Asians enjoy a trip versus Scandinavians. This was an area 

that appeared to not glow with satisfaction from the Asian perspective. The realm of 

education, on the other hand, was found to not exist at all as a realm during the trip, which 

could explain some of the boredom the Asian tourists experienced. Then, the realm of 

escapism was discovered to naturally emerge throughout the journey as one of two aspects, 

either a forced relaxation or an appreciated disconnection to the physical land and isolation 

on the floating vessel. Finally, the realm of esthetics was also found to emerge throughout 

the experience naturally, realized as the panoramic viewing opportunities from the top deck 

of the ferry. This was seen to be the most salient realm that influenced satisfaction in terms 

of the Asian tourists. Hence, we can, therefore, establish the existence of three realms of 

experience during the trip with the missing realm being the educational one. In light of this, 

we opine that Pine and Gilmore’s (2011) model has some explicatory force, yes, yet found 

that each realm had differing satisfactory influence or weight from the Asian tourist 

perspective.  

 

As such, the meaning and importance of these findings are manifold and quite potent when 

reflecting on the possibilities of improvement of the whole Oslo ferry experience regarding 

Asian consumers. For example, DFDS now can use the major findings of this thesis in order 

to begin to adapt each realm to achieve a maximal amount of customer satisfaction by filling 

the gaps of what was found to be lacking in each realm of Pine and Gilmore’s (2011) 

theoretical framework. The results have demonstrated that indeed each realm has its own 

and significant influential power over how the Asian segment experiences the Oslo trip.  

 

Contrary to the findings of (Page, 2005; Prideaux, 1999; Pagliara, 2015) that postulate that 

what tourists value in the transport context are only functional aspects such as convenience, 

time and price, we have found that other elements as represented in Pine and Gilmore’s 

(2011) model play a salient role in how customers value and experience. Of course, we do 

not argue against the validity of the functional aspects as stated above, but rather posit that 
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other and more nuanced characteristics in the four realms play an important role on a 

psychological level of satisfaction. Additionally, by comparing our results with those of 

Brackus et al. (2009) we can say that the experience surrounding the product is not 

generated from the brand as such, but rather the environmental aspects of the experience 

as concluded by Pine and Gilmore’s theory. Finally, in line with the theory of Nysveen et al., 

(2012), we can conclude that indeed the approach of separating an experience into different 

realms facilitates the analysis and digestion of experiential data.  

 

9.2 Discussion of Cultural Values in a Service Experience 

Now, in turning to the right-hand side of Model 1, we will discuss the relevant aspects of 

cultural values as they relate to the service experience. The first aspect we will discuss is 

uncertainty avoidance. The study concluded that the Asian tourists indeed exhibited 

Hofstede’s (1991) uncertainty avoidant characteristics and that they based their pre-

purchase decisions on recommendations from friends and family to lower the risk of having a 

bad experience. The analysis found evidence for this to a very strong degree in that it was 

almost ubiquitous that the Asian tourists bought the packaged vacation through 

recommendations, although not necessarily the Oslo ferry, which was just an included part 

of the package. During consumption, the evidence indicates that their uncertainty avoiding 

values predisposed them to stay close to each other, hence, not engaging in any form of 

interaction with the host community, at least not without their tour-guide present. This 

resulted in the Asian tourists not getting the “full experience”, as experienced should be “co-

created” (Ma, Ooi and Hardy, 2016; Pine and Gilmore, 2011), meaning that the full 

experience resides in how the experiencing subject co-constructs the experience when 

engaging in interaction with the “space”, as the experience provider stages it. Thus, the 

cultural value uncertainty avoidance, in concurrence with theories by Money and Crotts 

(2003) and Reisinger and Turner (2003) have significant influence on satisfaction, as most 

respondents felt uncertain about engaging in, hence, co-creating, the experience aboard the 

Oslo ferry. In turn, when relating uncertainty avoidance with customer surprise as seen in 

Model 1, this provides an opportunity for DFDS to stage a unique customer surprise. In other 

words, it was mentioned that there were some inherent risks in traveling with a culturally 

different host community and that most Asian guests wholly depend on their tour leader to 

do anything. Therefore, a possible venue for staging customer surprises, for example, is by 

referencing the contact hypothesis (Reisinger and Turner, 2003), and teaching the staff 

certain cultural behaviors or language basics from the Asian cultures. We argue that feelings 

of immersion into the experience are negatively influenced if the guests are no relaxed. In 
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the analysis of uncertainty avoidance influence during consumption (see 8.8), it was found 

that Asian guests will feel more relaxed if they feel safe in social interaction with the host 

community. It would make sense then to make the Asian guests feel more respected and 

less uncertain about roaming around on the Oslo ferry alone and indeed with less 

uncertainty, they would be able to feel comfortable enough to experience more offerings 

alone and hence increase satisfaction. In conclusion, the trait of uncertainty avoidance plays 

an active role during the experience of the Oslo ferry, and the Tour guide essentially helps 

their groups navigate the cultural uncertainties, while simultaneously preventing them from 

co-creating their own individual experience.  

 

Now, looking closer at the results related to the inherent collectivist characteristic of Asian 

cultures, we can conclude their preference for collectivism manifests most strongly in the 

form of familial obligations in the tourist environment. As the value collectivism infers that 

Asian tourists are satisfied if the general consensus in the given group is, it also means that 

the group can easily be dissatisfied if only a few group-members feel the same way. The 

evidence points to the fact that collectivism played a salient role in the experience of the 

Oslo ferry, one aspect of it that jumped out was that of the children. The data points to the 

parents achieving satisfaction just with the knowledge of knowing the children were enjoying 

themselves on the Oslo ferry in a safe environment. This at its foundational level is an 

example of how collectivist cultures base their own well-being on the interdependent nature 

of how others in the same community feel as well. Therefore, it can be concluded that the 

cultural aspect of Asian collectivism can be utilized in situations such as the Oslo ferry in 

order to increase satisfaction by affecting one or more parts of the group that will in turn 

influence the entire group dynamic.  

 

As the findings above indicate, we can postulate that the cultural aspect of any tourist group, 

in this case, the Asian demographic, plays an extensive role in how they experience 

activities and vacations. That is therefore to say, the extent to which these cultural values 

affect the outcomes of satisfaction is quite potent, and we argue the evidence is strong 

enough to indicate the essential reference of these aspects before creating any such 

memorable experience. In other words, we argue that one must absolutely take into account 

the cultural value perspective of consumers to strengthen the quality of any experience if 

satisfaction and recommendability are to be increased. Furthermore, if as the theory states, 

customer surprise truly influences to a great extent the memorability of an experience, we 

can, therefore, conclude that in this specific study, by utilizing customer surprise, one can 

decrease the characteristic of uncertainty avoidance and thus increase satisfaction. This 

conclusion is important because it shows that cultural values strongly influence how 
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consumers interpret experiences, and once companies can curate experiences with these 

characteristics in mind, they can, therefore, increase success and satisfaction among their 

consumer base.  

 

Lastly, when comparing these results with other literature in the same vein, we find that our 

results are in accordance with Pearce et al. (2013) and Jin and Wang (2015)  in that Asians 

prefer to travel in groups and tend to agree with the consensus of the group. Furthermore, 

Zhang and Hitchcock (2014) stated that the pursuit of leisure facilitates family bonding and 

enables these collectivist cultures to fulfill the familial obligations as stipulated by their 

culture and our evidence also points to the same conclusion.  

 

In returning to our research question at the beginning of this thesis, we set out to investigate 

the dynamics of the experience economy as it related to the satisfaction of Asian tourists’ 

experience of the Oslo ferry and to understand the extent to which the different cultural 

qualities played a role. Hence, we can, therefore, pose a justifiable conclusion that in terms 

of the dynamics of Pine and Gilmore’s (2011) experience realms, they each partake to 

differing degrees in the interpretation of the experience. More specifically, the realms of 

estheticism, escapism, and entertainment actively played a role in the feeling of satisfaction 

of the Asian tourists as it relates to the current research here. However, the realm of 

education was found to be missing from our observations and data, yet was still argued to 

exhibit salient qualities in the experiential dimension theoretically. That is to say, that as 

model 1 concludes with the dotted line, if DFDS so chose, it could include some part of the 

realm of education into the whole experience, and this theoretically would also see an 

influence on the overall satisfaction of the Asian guests. Furthermore, in focusing on the 

extent to which the cultural qualities played a role in the experience, it can be concluded that 

such qualities are deeply integrated into the interpretation systems of people of any cultural 

background, as such, the exemplified Asian demographic in this thesis exhibited their own 

specific cultural qualities, which were found to play a functional role in their interpretive 

actions of the experience on the Oslo ferry. In conclusion, the cultural values played an 

influential role to a great extent.  

 

We are therefore comfortable and confident in saying that this thesis has indeed contributed 

to the problem set out at the beginning around the gap of knowledge in understanding the 

mechanisms of satisfaction of an experience from an Asian perspective on the Oslo ferry 

and the situational variables that influence it.  

 

The results of the thesis’ analysis is summarized in the following model:  
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Model 1 

 

 

  

9.3 Quality of the Research Conducted 

In the following the concepts of reliability, validity and generalization will be discussed 

concerning the findings and results derived from the research conducted in relation to this 

thesis. According to Kvale, all knowledge pertaining to research should be evaluated in 

accordance with the principles of reliability, validity, and generalization (Kvale, 2007g).  

Reliability and validity are by some researchers thought of as being closely connected to the 

positivist quantitative research tradition. However, Kvale (Ibid.) manages to interpret these 

principles to that of a qualitative context to construct knowledge from interviews.  

 

Reliability concerns itself with the consistency and truthfulness of the research conducted, 

findings and results, which have been extracted from the research as according to Kvale 

(2007g). For a qualitative interview, the central question is whether or not the respondents’ 

statements and the findings extracted can be reproduced at another point in time and by 

other researchers. This deals with whether or not the respondents will change their 

statements or will provide other researchers with different answers in an interview. Reliability 

also concerns itself with if other researchers will transcribe the interviews differently or will 

come up with different findings and results (Ibid.).  
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One of the most common objections against this is concerning leading questions. However, 

Kvale (Ibid.) argues that this concern is an inevitable part of the research. This coincides 

with the matter of unintended consequences which are effects of actions that have specific 

intended results as goals, as explained in the section on methodology (see 6.). In this thesis, 

it is agreed that leading questions is an inevitable part of the process of questioning. Part of 

the empirical phenomenology deals with selecting a theoretical scheme of reference early on 

in the process to give the research some sense of direction and inspire to ask specific 

questions (Aspers, 2009). In this thesis, we have attempted to work in the same manner of 

conduct. We have additionally worked with open questions and with the phenomenological 

reduction to let the respondents' meanings and descriptive statement be in focus and then 

let the empirical data shine through (lbid.). 

 

Hence, we have encountered the research, and Aspers 7 Steps, as a balancing act between 

creating a sense of direction, yet, during the process maintaining objective to new elements 

which have surfaced. We see this as an important element of the thesis’ reliability.  

We feel that, through testing the consistency of our respondents' statements, we have 

increased the reliability of the thesis. To take an example, we have tried to ask the 

respondents, without probing, in what way they see experiences to create results and 

understand how/if experiences are related to this. Furthermore, tried to ask the respondents 

if we have understood them correctly.  

 

On one side of the spectrum, we have worked with phenomenological reduction (see 5.1.3) 

in order not to let our understanding impact the interviews. On the other hand, we have 

worked with leading questions to increase the reliability of our results.             

 

Since qualitative research deals with very subjective thoughts it can be quite troublesome to 

recreate in another setting (Kvale, 2007g), we argue that this is somewhat also the case in 

this thesis. The researcher’s social circumstances will most definitely influence how findings 

and results are reached, and furthermore how things are seen. Arguably, the outcomes and 

results would turn out differently if other researchers in different circumstances had 

conducted the research.  

       

According to Kvale, “Validity refers in ordinary language to the truth, the correctness and the 

strength of a statement” (Kvale, 2007g). Validity is thus concerned with whether or not a 

method investigates what it claims to be studying. In our case, to see if the data collected 

reflected the phenomenon which was of interest to our research. Concerning validity, it is 

important to understand that obtaining knowledge pertaining to a qualitative context, is not 
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about acquiring absolute valid knowledge, however, relates to the quality of the knowledge 

produced (Ibid.). We thus support Heidegger’s claim (1962), that the subjectivity of the 

researcher is by nature an interpreting being, therefore, making it impossible to objectify 

one’s knowledge from the phenomenon. Thus, we claim that staying objective functions as 

an ideal, something to strive for, more than an actual possibility. Hence, it is essential to 

state that the results presented are not to be understood as the indisputable and universal 

truth about in what way modes of transportation and service providers can create 

satisfaction and attraction, and how culture influences this. Conversely, however, we argue 

that, as Kvale describes (2007d), the thesis should conceivably be regarded as a string of 

plausible, dependable and convincing arguments about how customer experience can help 

create satisfaction for a culturally different segment through a mode of transportation.   

According to Kvale (lbid.), to achieve validity the researcher should make quality control 

during the process of researching. We have during the process tried to follow Aspers’ 7 

Steps to ensure the quality of the research lives up to phenomenological empirical research. 

We have tried to be very aware of the correlation between first-order constructs and second-

order constructs to secure that every finding is anchored in the respondents actual meaning 

(Aspers, 2009). To be concise, we have tried to "bracket" our knowledge both during the 

interviews and the analysis of the first order constructs.  

 

We have furthermore attempted to be as transparent as possible by making quotes to signify 

first-order constructs and transcribing these to second order constructs in which case we 

display our subjectivity. The thesis section on Methodology (see 6.) is in general terms the 

way in which we have tried to validate our research in order to display to the reader the 

processes, thoughts, and choices we have made throughout this research process.                      

 

If it is established that the findings and results of the research are found reliable and valid, 

generalization must then be assured. Generalization is concerned with whether or not the 

results are generally of “local” interest or if the results can apply to other respondents, 

situations or perspectives (Kvale, 2007d). A common critique of the kind of research 

conducted in this thesis is the number of respondents, which arguably is not enough to make 

the findings generalizable. However, Kvale treats this as a misinterpretation, stating that 

knowledge is not only valid when it is universal and pertains to all people in all situations 

(lbid.). Generalization, thus, concerns itself with if the knowledge we have produced can be 

transferred to other relevant cases (lbid.). Kvale then works with what he calls analytic 

generalization which functions as a thorough assessment about the extent to which the 

results can be utilized as a guide to what could occur in another situation (lbid.).  
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Kvale’s arguments coincide with that of phenomenology, as stated in the methodology 

section (See 6.), which objective also should be to look for similarities in the respondents' 

statements, which makes the accumulated knowledge more relevant in a general 

perspective. As Kvale argues (2007g), we also believe that you should be somewhat 

sensitive towards this generalization, since the significance the different elements are 

prescribed will probably depend on the specific business or industry. To take an example, 

this thesis functions more as a guide to other service or experience providers such as hotels, 

cruises, long-distance flights, etc. whereas the thesis probably would be of little use to, e.g., 

the experience of a bank in, where other elements will be of higher significance. Even 

though the report is based on culture pertaining to the Asian hemisphere, the report, in 

general, can be used as a guide all over the world in the service industry and for service 

providers. The matter of culture is here treated very specific, yet, in general, it should be 

understood that culture is something managers and service providers should bear in mind 

when wrapping experiences around current offerings. Based on this and based on our 

findings and results we, argue that the thesis’ results can act as a guide to other businesses 

in the service industry in relation to how business can wrap experiences around their 

offerings to create satisfaction, hence, attraction, and understanding the possibility and 

limitations by accommodating to a culturally different market. However, we do believe, based 

on this above, that this thesis lives up to the criteria for qualitative research as prescribed by 

Kvale (2007a).  

 

 

 

10. Managerial Implications 
This section wish to discuss in which way the findings and results of this thesis further can 

help managers in improving an experience to fit Asian tourists. The first part will discuss 

practical implications pertaining to managers at DFDS, and the second part will be a general 

discussion of the managerial implications that managers in the tourism-transport context 

should be aware of. The managerial implications will be made, translating the discussion’s 

results into more concrete and practical recommendations (see 9.) 
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10.1 Practical Implications for DFDS  

In the thesis, it was found that three of four dimensions: esthetic, escapist and 

entertainment, had a direct influence on the satisfaction with the experience aboard the Oslo 

ferry and one experiential realm was missing, but still seen as possibly relevant to include in 

the Oslo ferry. As described in the discussion, these were all experiential dimensions that 

were sought after by the Asian guests; hence, they should be satisfied if DFDS and service 

providers in the tourism-transport context want to increase recommendability. Furthermore, 

we found that the cultural values uncertainty avoidance and collectivism would have a direct 

influence on satisfaction, as they would inflict changes on how the different experiential 

realms would be perceived. 

 

When looking at the entertainment realm, we saw that the current entertainment options 

available did not quite stimulate the Asian guests to a great degree. Therefore, we would 

suggest to DFDS to research what kind of entertainment activity could be more inclusive to 

the Asian demographic while also not excluding other demographics on the boat. That is to 

say, the Asian definition of entertainment was found to exhibit different qualities than that of 

the western definition. Additionally, we found that the esthetic realm naturally occurred in the 

experience but could be improved upon by taking advantage of the unique esthetic features 

of the arrival in the Oslo fjord as well as the departure from the Copenhagen harbour. In 

other words, the opportunity to immerse oneself in the panoramic views could be improved 

in some way to make the moment more dynamic or memorable. This could be by changing 

the physical layout of the top decks or by wrapping the experience with an additional 

element. We found, as mentioned that this picturesque experience was something all 

respondents were interested in and could be amplified by providing an extra factor that 

would make it more memorable. Managers at DFDS should be aware of this fact, and 

possibly be able to offer an accommodating addition to this experience, i.e., a pop-up 

shop/cafe on the sun-deck, making fresh baked goods, teas and coffees, e.g., the existing 

offering of Espresso House, but include early morning drinks on the deck.  

 

Along the lines of the escapist realm of experience, according to findings, Asian guests’ 

primary objective was to enter a state of relaxation and disconnect from the everyday 

planning of the vacation or home life routine. Perhaps DFDS could offer a better customer 

experience with being outside, such as more comfortable chairs and sunbeds for example. A 

small library with books and magazines in different languages or maybe more outdoor 

experiences such as yoga or Tai Chi on the sun-deck might also be interesting ideas to look 

in to. There are many different opportunities to be explored, and looking toward mass-
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customization, Pine and Gilmore (2011) offer a way for DFDS to increase satisfaction by 

making use of internal capabilities to change the structure of their experience offer, without 

additional spending.  

 

In the same line as above, the need for relaxation for the Asian guests was reportedly 

inhibited by some perceived uncertainties. It was found that they were prone to feelings of 

anxiety, which resulted in a decrease in satisfaction. The anxiety originated from the 

presence of the host community and the uncertainty of how to interact with them. Thus, this 

is why we found indications that these guests were very dependent on the tour leader.   

Managers at DFDS should be aware of the importance of the tour leaders and their influence 

and control of the group. The tour leaders offer DFDS a golden opportunity to increase 

revenue. Some actions are already in place, such as giving the tour leaders a provision of 

the amount their guests buy in the tax-free shop, yet, it should be looked into if an additional 

provision could be made in all other offerings of the ferry such as bars and restaurants. This 

could, moreover, push the Asian tour leaders to make dinner reservations at the other 

restaurants and bring their groups of guests to bars, which could result in additional revenue 

for DFDS. Also, influencing the tour leaders to spend money in certain places could result in 

group-members doing the same, since it was found that their preference for collectivistic 

behaviour determines the general behaviour of the group.  

Furthermore, the experience for children also proved to be great for Asian guests who feel 

their children can explore safely and thus leave the parents time to be by themselves and 

enjoy some private time. DFDS accommodates their cruise considerably to the Nordic 

guests, and this is definitely a segment which DFDS needs to still manage with respect. 

Thus, initiatives towards accommodating an Asian segment should be done in a manner, 

which does not intimidate the Nordic passengers nor make them feel insignificant.   

 

Now, while touching on the educational realm and the implications that emerge from our 

study of its lacking appearance, we argued above that even though this realm was not 

noticed or asked for, that it still holds relative potential power in the satisfactory field. 

Therefore, we would suggest to DFDS that they somehow include aspects of the educational 

realm in the ferry trip in order to offer customers, such as the Asian segment, a chance to 

learn something about the culture of the country they are in. For example, in ideating some 

possibilities, we came up with the following ideas of courses or short classes DFDS could 

offer, perhaps with an extra fee, to the guests. They could offer a smørrebrød tasting course 

and walk through all of the ingredients and the history of the famous Danish dish. They could 

also offer a beer tasting course of Scandinavian beers and the history of this staple drink. 



102 

These are two easily implementable ideas that would spur spending and also fill up time for 

guests on the journey, so they don’t feel that sense of boredom as extremely. 

 

Finally, a pivotal part of the thesis looked at the concept of customer surprise, and it was 

found to have salient theoretical features in connection with the interpretation of the 

customer experience. Since we did not find any evidence for the role of customer surprise in 

the whole Oslo ferry experience, managers should be aware of this huge potential and could 

use this as a lever to stimulate memorability. An idea of this could be by teaching staff how 

to interact appropriately with Asian guests and teaching them key phrases in the most 

popular languages of the East. Another opportunity of surprise might be to hire a 

photographer to take pictures on the deck during times of panoramic moments and then give 

each customer their printed picture at the end of the trip as something to take home and 

hang on their fridge. This also serves as a memory anchor that would increase 

recommendability due to its presence in the real world.  

 

As seen above, these suggestions have come out of the findings we have discovered and 

believe that by utilizing the concept of the experiential realms by Pine and Gilmore (2011), 

the whole Oslo ferry can absolutely improve in the eyes of the Asian guests.   
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11. Conclusion 
The purpose of this thesis was to contribute with knowledge pertaining to the relationship 

between experiential tourism offerings in a tourism-transport context and the attraction of 

Asian tourists. The thesis set out to discover the dynamics of the experiential economy and 

its influence on satisfaction as well as exploring the extent to which cultural qualities affect 

the interpretation of an experience. The thesis employed DFDS’ Oslo ferry as an illustrative 

case, as they have managed to consistently attract Asian visitors. Even though theory 

argues that time, price and convenience are the most important factors when tourists choose 

their mode of transport, the study of the Oslo ferry has proved this to be somewhat incorrect 

since the Oslo ferry is both more time-consuming and expensive than taking an airplane or 

car. DFDS is aware of the economic rewards connected with attracting Asian tourists, and 

thus it has been a focus for them to actively improve and is now attempting to define the 

Oslo ferry as an experience, and not merely a mode of transportation. 

 

It was discovered that tourism-transport providers could compete on other parameters than 

just functional attributes. However, it was also found that the experience offered aboard the 

Oslo ferry was not in congruence with certain experimental, theoretical prescriptions. Hence, 

only some realms had any explicatory significance in explaining how to increase the 

attraction of Asian tourists. Furthermore, both satisfaction with the experience realms and 

attraction was also greatly influenced by the cultural values of uncertainty avoidance and 

collectivism. Specifically, the thesis found that the following elements, constituting the 

experience in the minds of the Asian guests, held significant influence on the satisfaction. 

 

Experience realms:  

The findings of this study can be understood as a method by which to instrumentalize all four 

experiential realms in order to increase satisfaction among Asian guests. The thesis first 

confirmed that Pine and Gilmore’s (2011) experiential theory guides in a potent manner 

explications on defining experience. From this, it was concluded that there were three salient 

realms already present aboard the ferry experience, that is, the entertainment, escapist and 

esthetic realms, and one that was lacking, the educational. It was concluded that although 

the educational realm makes no appearance as such, it holds much potential for satisfaction 

and should also be utilized by DFDS.  
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This thesis has successfully analyzed all four realms as well as the underlying additions of 

theme, mass-customization, customer surprise, and sacrifice to conclude that each element 

functions as a way to improve satisfaction. It can confidently be said that the theme acts as a 

passive agent in the overall interpretation of an experience and aids to maintain a coherence 

of space and narrative. Furthermore, the element of mass-customization was found to be a 

useful tool if used sparingly. The thesis concluded then that any experience exhibits some 

sort of sacrifice, but not all have elements of surprise, which in the evidence, proves to be a 

compelling force for increased satisfaction.  

 

Cultural values:  

On this basis, the thesis concludes that the role of cultural values in the interpretative 

frameworks of Asian customers have a major influence on satisfaction outcomes. The 

cultural values of collectivism and uncertainty avoidance were the most influential in Asian 

tourists’ experience of consumption. Uncertainty avoidance was found to affect the buying 

decision as well as aspects of the experience while it was occurring. While the collectivist 

mentality was found to underlie the decision structures of how Asian consumers move about 

the ferry. This allows the conclusion that understanding the nuances of how these values 

function can inform new ways to shape experiences that might decrease uncertainty and 

curate experiences comfortable for collectivist mindsets, which in turn will increase comfort 

and satisfaction.   

 

Overall, as the purpose of this thesis was to investigate the phenomenon of tourism-

transport and how staging experiences help to increase satisfaction for Asian tourists. It has 

been summarized above which dynamics of an experience are most salient in affecting 

satisfaction and the role of cultural values in the interpretation of an experience. Thus, the 

objective has been achieved, and the conclusions of this thesis have arguably furthered the 

body of experiential knowledge in experiential tourist literature.  

 

  

12. Future Research  
In future research, the concepts of experience and cultural tourism and how the connection 

between these two creates satisfaction should be investigated in different contexts, e.g., 

long-distance premium airfare, the cruise industry, long distance premium train rides. 

However, the phenomenon should also be researched in the context such as restaurants 
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and bars in order to reveal if the results of this thesis apply to different industries. We believe 

that the phenomenon is most suitable to the service industry and not, e.g., FMCG industry.     

 

It would be interesting to look further into experiences from a management perspective to 

see if this can have a positive effect. It can thus be suggested to look into why the concept of 

experience is not prescribed more attention by managers.  

 

Having revealed that Asian tourists book their travels through intermediaries, it would be 

interesting to do further research into this area of the purchase chain of decisions to 

investigate how companies, e.g., DFDS’ can either penetrate or optimize their presence on 

the Asian market.     

 

Arguably, it would have been exciting and beneficial to interview the respondents both after 

they returned from their travels to Scandinavia, i.e., “post-experience” and, interview them 

during the act of experiencing “in operation,” to get more of a nuanced picture. This is 

something other researchers should take into consideration. However, this was not 

something we were able to do due to limitations of time and funds.  

 

In relation to cultural tourism, it would be increasingly interesting to look at another emerging 

market for DFDS, e.g., American tourists (A:16) and to see if another emphasis would be 

placed on experiences and to see in what way culture have an impact on this market.  Or 

further to see how the influence of culture on experiences can make a less profitable 

segment, e.g., Russians (see A:16) to a valuable and profitable segment.  

 

It could also be interesting to dig into the statement made by Rikke Welløv from DFDS, in 

which she states that the influx of the Asian market might be to a disadvantage to the 

Scandinavian market,  

“men det skandinaviske marked er faktisk ikke klar over...de oplever først når de er 

ombord hvor mange (asiatere) der efterhånden er. For vi er ikke helt sikker på at det 

er specielt positive budskab at der er mange asiater (...) Og i ved i buffeter kan de 

godt på nogle virke lidt uhøflige; smaske og bøvse; de har andre kulturelle 

præferencer.” (A: 4).  

It could thus be interesting to investigate, which consequences (if any) this vast amount of 

Asians have on the Nordic passengers’ attitude towards the brand, and if these beginning 

negative connotations somehow strategically can be prevented.   
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Further research pertaining to the modes of transportation, such as the Oslo ferry, can be 

relevant to how cities can utilize a mode of transport in city branding, and in what way this 

transportation can link two cities, i.e., Copenhagen-Oslo, Copenhagen-Malmø, Stockholm-

Helsinki, Copenhagen-Aarhus just to name a few localized possibilities.   

 

 

  



107 

References  
Allport, G.W. (1954). The nature of prejudice. Reading: Massachusetts. Addison-Wesley 
Publishing Company. 
 

Anastasopoulos, Petros G. (1992). Tourism and attitude change: Greek tourists visiting 
Turkey. Annals of Tourism Research 19(4). 629-642 
 

Asian Tourists. (n.d). Retrieved from 
https://www.dfds.com/PublicationsRepository/Pages/Q4%20pages/Asian-tourists.aspx 
 

Aspers, Patrik. (2009). Empirical Phenomenology: A Qualitative Research 
Approach (The Cologne Seminars), Indo-Pacific Journal of Phenomenology, 9:2, 1-12 
 

Asbollah, A. Z., Lade, C., and Michael, E. (2013). The tourist gaze: From the perspective of 
a Muslim woman. Tourism Analysis, 18, 677–690 
 

Aaker, David A. (1995). Building Strong Brands. Free Press.  
 

Beldona, S., and Kher, H. (2015). The Impact of Customer Sacrifice and Attachment Styles 
on Perceived Hospitality. Cornell Hospitality Quarterly, 56(4), 355-368.  
 

Belk, Russel W. 1997. “Been there done that, bought the souvenirs: of journeys and 
boundary crossing”. In Brown, Stephen and Turley, Darach (eds.) Consumer Research: 
Postcards from the edge. London: Routledge: 22-45. 
 

Beerli, A., and Martín, J. D. (2004). Factors influencing destination image. Annals of Tourism 
Research, 31(3), 657–681 
 

Billige flybilletter og gode tilbud på flyrejser (n.d.). Retrieved from 
https://www.norwegian.com/dk/?gclid=CjwKCAiAk4XUBRB5EiwAHBLUMR7I0pJLhGdfkwpef
r30VA3zSqN24kbCYjyENgwPHnMgjcihYRoUxhoCeE0QAvD_BwE&gclsrc=aw.ds 
 

Boorstin, Daniel J. 1964. “From traveller to tourist: the lost art of travel”, New York: Harper 
Colophon Books. 77-117. 
 

Boswijk, A., Thijssen, T., and Peelen, E. (2007). A new perspective on the experience 
economy. Director, 2 printing, 223. 
 

Brakus, J., Schmitt, B. H., and Zarantonello, L. (2009). Brand Experience:What Is It? How Is 
It Measured? Does It Affect Loyalty? Journal of Marketing, 73, 52-68. 
 



108 

Chang, H.-H. (2013). Wayfnding strategies and tourist anxiety in unfamiliar destinations. 
Tourism Geographies, 15, 529–550 
 

Cohen, Erik. 1975. “Who is a Tourist? A Conceptual Clarification”. Sociological Review, Vol. 
22. No. 4, 527-555 
 

Cook, S., and C. Sellitz (1955). “Some Factors Which Influence the Attitudinal Outcomes of 
Personal Contact.” International Sociological Bulletin, 7: 51-58 
 

Craik, Jennifer. 1997. “The Culture of Tourism”. In Rojek, Chris and Urry, John (eds.) 
Touring Cultures: Transformation of Travel and Theory. London: Routledge. 113-136 
 

Crompton, J. L. (1979). Motivations for pleasure vacation. Annals of Tourism Research, 6(4), 
408–424 
 

DFDS. (2016). Annual Report 2016. Retrieved from  
https://assets.ctfassets.net/mivicpf5zews/6ppUH0XwbYmAUiAMqwQi4K/91324c46871f421a
586d501bb5de3ff2/2016_DFDS_Annual_Report__Final_UK.pdf 
 

DTB. 1998b. Turismens Økonomiske og Beskæftigelsesmæssige Betydning. [Tourism 
Economic and Employment Importance]. Copenhagen: DTB. 
 

Eunice Tan and Barkathunnisha Abu Bakar (2016). Ethnic Reunions in Tourism: The route 
to roots. Asian Cultures and contemporary tourism. 30-49. 
 

Fandy Tjiptono and Lin Yang (2018): To go or not to go: A typology of asian tourist 
destination avoidance.  
 

Fernandez, D. R., Carlson, Dawn S., Stepina, Lee P., and Nicholson, Joel D. (1997). 
Hofstede’s Country Classification 25 years later. The Journal of Social Psychology vol. 137., 
43-54. 
 

Fill, C., and Turnbull, S. (2016). Marketing Communications: Discovery, Creation and 
Conversations (7th ed.). Harlow: Pearson Education Limited.  
 

Francesca Pagliara, Andrea La Pietra, Juan Gomez, José Manuel Vassallo (2015) High 
Speed Rail and the tourism market: Evidence from the Madrid case study. Transport Policy. 
34 187-194. 
 

Fu. X., Lehto, X. Y., and Cai, L. A. (2012). Culture-based interpretation of vacation 
consumption. Journal of China Tourism Research 8 (3), 320-333 
 



109 

Fuglesang, L., Olsen, P. B., and Rasborg, K. (2013). Videnskabsteori i 
samfundsvidenskaberne - på tværs af fagkulturer og paradigmer. (3rd ed.) 
Samfundslitteratur.  
 
 

Gilly, M. C., Graham J. L., Wolfinbarger, M. F., and Yale, L. J. (1998). A Dyadic study of of 
interpersonal information search. The Journal of the Academy of Marketing Science, 26, 83-
100. 
 

Giorgi, Amedeo (2005). The Phenomenological Movement and Research in the Human 
Sciences. Nursing Science Quarterly, Vol 18 No. 1. 75-82 
 

Gabe, T. M., Lynch, C. P., & McConnon, J. C. (2006). Likelihood of cruise ship passenger 
return to a visited port: The case of Bar Harhor, Maine. Journal of Travel Research, 44(3), 
281–287. 
 

Gladstone, D (2006). From pilgrimage to package tour. London, Routledge. 
 

Hanqin, Z. Q., and Lam, T. (1999). An analysis of mainland Chinese visitors’ motivations to 
visit Hong Kong. Tourism Management, 20, 587–594 
 
 

Halberg Madsen, J. (2015). Oplevelsesøkonomi: Forundring - forandring - forvandling (2. 
ed.). Aarhus: Systime 
 

Haim, Mano, Richard L. Oliver (1993) Assessing the dimensionality and structure of 
consumption experience: Evaluation, feeling, and satisfaction. Journal of Consumer 
Research, 20, 451-466 
 

Heding, T., Knudtzen, C. F., and Bjerre, M. (2016). Brand management: Research, Theory 
and Practice. New York: Routledge.  
 

Heidegger, M. (1984). Grundfragen der Philosophie: Ausgewählte “Probleme” der Logik. 
Gesamtausgabe, II Abteilung: Vorlesungen 1923-1944, Band 45. Frankfurt am Main, 
Germany: Vittorio Klostermann. (Original work published 1937-1938) 
 

Heidegger M. Being and Time. New York: State University of New York Press, 1962 
 

Hofstede, G. (1991). Cultures and Organizations: Software of the Mind. London UK: 
McGraw-Hill 
          
 
Hofstede, G. (1997). Cultures and Organizations: Software of the Mind. New York: 
McGraw-Hill 
 



110 

Holbrook, m.b. and e.c. Hirschman (1982), ‘the experiential aspects of consumption: 
consumer fantasies, feelings and fun’, Journal of Consumer Research, 9 (2), 132–40. 
 

Hospitalitynet. (2014). Asia takes the lead in the international tourism market. Retrieved 
from: http://www.hospitalitynet.org/news/4068064.html 
 

Huang, S., and Hsu, C. H. C. (2005). Mainland Chinese residents’ perceptions and 
motivations of visiting Hong Kong: Evidence from focus group interviews. Asia Pacifc Journal 
of Tourism, Research, 10, 191–205 
 

Husserl E. (1962). Ideas: General introduction to pure phenomenology, Book I (W. R. Boyce 
Gibson, Trans.). New York: Collier Books. (Original work published 1913) 
 

Jantzen, Christian, and Arendt Rasmussen, Tove. (2007). Forbrugssituationer: Perspektiver 
på oplevelsesøkonomi (ExCITe-serien 3). Aalborg Universitetsforlag. 
 

Jenkins, J. (2000) The dynamics of regional tourism organizations in New South Wales, 
Australia. Current issues in Tourism 3 (3). 
          
 
Joseph, J. (2010). The Experience Effect - Engage Your Customers with a Consistent and 
Memorable Brand Experience. New York: AMACON.  
 

Justesen, Lise, and Mik-Meyer, Nanna. (2012). Qualitative Research Methods in 
Organisation Studies. København: Hans Reitzels Forlag. 
 

Juul, S. and Pedersen, K. B. (2012). Samfundsvidenskabernes  videnskabsteori: en 
indføring. Hans Reitzels forlag 
 

Kim, S., and McKercher, B. (2011). The collective effect of national culture and tourist 
culture on tourist behavior. Journal of Travel and Tourism Marketing, 28, 145-164 
 

Khoo-Lattimore, Catheryn and Mura, Paolo (2016): Asian Genders in Tourism. Channel view 
Publications.  
 

Khoo-Lattimore, Catheryn and Yang, Elaine C. L. (2016): Perspectives on Asian Tourism - 
Asian Cultures and Contemporary Tourism. Springer Nature, Singapore. 
 

Kluckhohn, C. (1954). Culture and behavior. In G. Lindzey (Ed.) Handbook of social 
psychology. (Vol. 2, pp. 921-976). Cambridge, MA: Addison-Wesley.  
 

Kotler, P. and Keller, K. (2014) Marketing Management. 15th Edition, Prentice Hall, Saddle 
River. 
 



111 

Kozinets, R. V., Valck, K. D., Wojnicki, A. C., and Wilner, S. J. (2010). Networked Narratives: 
Understanding Word-of-Mouth Marketing in Online Communities . Journal of Marketing, 74, 
71-89.  
 

Kvale, S. (2007a) Introduction to interview research in Qualitative Research kit: Doing 
interviews. London: SAGE Publications Ltd. doi: 10.4135/9781849208963  
 

Kvale, S. (2007b). Ethical issues of interviewing in Qualitative Research Kit: Doing 
interviews. London: SAGE Publications Ltd. doi: 10.4135/9781849208963  
   
 
Kvale, S. (2007c) Interview variations in Qualitative Research kit: Doing interviews . London: 
SAGE Publications Ltd. doi: 10.4135/9781849208963 
 

Kvale, S. (2007d) Conducting an interview in Qualitative Research kit: Doing interviews . 
London: SAGE Publications Ltd. doi: 10.4135/9781849208963 
 

Kvale, S. (2007e) Transcribing interviews in Qualitative Research kit: Doing interviews. 
London: SAGE Publications Ltd. doi: 10.4135/9781849208963 
 
 

Kvale, S. (2007f) Analyzing interviews in Qualitative Research kit: Doing interviews. London: 
SAGE Publications Ltd. doi: 10.4135/9781849208963 
 

Kvale, S. (2007g) Validation and Generalization of Interview Knowledge in Qualitative 
Research kit:Doing Interviews. London: SAGE Publications Ltd. doi: 
10.4135/9781849208963   
 

Lai, V. (2016). Shaping the future of travel – The polarization of Asian travellers. Retrieved 
from: http://thefuturescompany.com/shaping-future-travel/ 
 

Legoherel, P., Dauce, B., Hsu, C., and Ranchhold, A. (2009). Culture, time orientation, and 
exploratory buying behavior. Journal of International Consumer Marketing, 21, 
93-107 
 

Lenartowicz, T. & Roth, K. J (1999) A Framework for Culture Assessment. UK: Palgrave 
Macmillan 30: 781. doi https://doi.org/10.1057/palgrave.jibs.8490839.  
 

Levy, Sidney J. (1959): Symbols for Sale. I: Harvard Business Review, vol. 37, No. 4: 117-
124 
 

Li, Mimi. (2014). Cross-Cultural Tourist Research: A Meta-Analysis. Journal of Hospitality 
and Tourism Research. Vol. 38, No. 1, February, 40-77. 
 

Lorentzen, Anne (2013) Post-industrial growth: experience, culture or creative economies? 



112 

Pp. 45-64. Edited by Sundbo, Jon and Sørensen, Flemming (2013) Handbook on the 
Experience Economy. Edward Edgar Publishing Limited. Chettenham.  
 

MacCannall, Dean. (1989). The Tourist: A New Theory of the Leisure Class. New York: 
Schoken. 
 
Marcussen, C. H. (2011). Determinants of tourist satisfaction and intention to return. 
Tourism, 59 (2), 203–221 
 
Maslow, A. H. (1943). A Theory of Human Motivation. Psychological Review, 50(4), 370- 96 
 

Mannel, R. and Iso-Ahola, S. (1987). Psychological nature of leisure and tourism experience. 
Annals of Tourism Research, 14 (3). 314-29.  
 

Mehmet Mehmetoglu and Marit Engen (2011) Pine and Gilmore's Concept of Experience 
Economy and Its Dimensions: An Empirical Examination in Tourism, Journal of Quality 
Assurance in Hospitality and Tourism, 12(4), 237-255, doi: 10.1080/1528008X.2011.541847 
 

Mok, C., and DeFranco, A. L. (2000). Chinese cultural values: Their implications for travel 
and tourism marketing. Journal of Travel and Tourism Marketing, 8(2), 99–114. 
 

Money, R. Bruce and Crotts, John C. (2003). The effect of uncertainty avoidance on 
information search, planning and purchases of international travel vacations. Tourism 
management 24 (191-202) 
 

Nysveen, H., Pedersen, P. E., and Skard, S. (2012). Brand experiences in service 
organizations: Exploring the individual effects of brand experience dimensions. Journal of 
Brand Management, 20(5), 404-423. doi:10.1057/bm.2012.31 
 

Oh, Fiore and Jeoung (2007). Measuring Experience Economy Concepts: Tourism 
Applications. Journal of Travel Research, 46, 119-132. doi: 10.1177/0047287507304039. 
 

Page, Stephen J., Transport and Tourism: Global Perspective, Harlow ; Prentice Hall ; 2005, 
2nd Edition 
 

Pearce, P. (1982b). The Social Psychology of Tourist Behavior. Oxford: Pergamon.  
 

Pearce, P. L., Wu, M.-Y., and Osmond, A. (2013). Puzzles in understanding Chinese tourist 
behaviour: Towards a triple-C gaze. Tourism Recreation Research, 38, 145–157 
 

Pine, B. Joseph and Gilmore, James H (2011), The experience economy. Boston: Harvard 
Business Press 
 

Pine, B.J. (1993) Mass Customization—The New Frontier in Business Competition. Harvard 
Business School Press, Boston. 



113 

 

Pine, B. Joseph and Gilmore, James H, (2000). Markets of one: Creating customer-unique 
value through mass customization (The Harvard business review book series). Harvard: 
Harvard Business School Press. 
 

B. Joseph Pine II, James H. Gilmore, (2000) "Satisfaction, sacrifice, surprise:: three small 
steps create one giant leap into the experience economy", Strategy & Leadership, Vol. 28 
Issue: 1, pp.18-23 
 

Prahalad, C. K., and Ramaswamy, V. (2004). Co-creation experiences: The next practice in 
value creation. Journal of Interactive Marketing, 18, 5–14 
 

Prideaux, B and Shiga, H (2007) Japanese Backpacking: The emergence of a new market 
sector - Queensland case study. Tourism review international 11 (1).  
 

Prideraux, Bruce (1999) The role of the transport system in destination development. 
Elsevier Science Ltd. Tourism Managment, 21 53-63. 
 

Ritchie, J. R. Brent and Hudson, Simon (2009). Understanding and Meeting the 
Challenges of Consumer/Tourist Experience Research. International Journal of Tourism 
Research. Int. J. Tourism. 11, 111-126 
 

Reisinger, Y., and Turner, L. (2003). Cross-Cultural Behavior in Tourism. Concepts and 
Analysis. Oxford: Butterworth-Heinemann 
 

Saenger, Gerhart (1953). The Social Psychology of Prejudice. New York: Harper Brothers. 
 

Saunders, Mark, Lewis, Philip, and Thornhill, Adrian. (2009). Research methods for business 
students (5th ed.). Harlow: Financial Times Prentice Hall.  
 

Schmitt, Bernd and Simonson, Alex. (1997) Marketing Aesthetics: The Strategic 
Management of Brands, Identity and Image. New York: Free Pres.   
 

Schmitt, B. H., and Zarantonello, L. (2010). Using the brand experience scale to profile 
consumers and predict consumer behaviour. Journal of Brand Management, 532-540. 
 

Sejl med DFDS! (n.d.). Retrieved from: 
https://www.dfdsseaways.dk/?gclid=CjwKCAiAk4XUBRB5EiwAHBLUMXt4F2x47mrnc-l-
uZAtDKlrqqsm-aH_E4J3nFgZ7IfOkT9kFUqdYRoC0BcQAvD_BwE   
     
      
Seppo K. Aho, (2001). Towards a general theory of touristic experiences: Modelling 
experience process in tourism, Tourism Review, Vol. 56 Issue: 3/4, pp.33-37, 
https://doi.org/10.1108/eb058368 
       



114 

 
Shea, W. R. (1971). Beyond logical empiricism. Dialogue X, 2, 223-242 
 

Sheridan, G (1999) Asian values Western Dreams. St. Leonards: Allen & Unwin 
 

Solomon, M. R. (1999). Consumer Behavior (4th ed.). Upper Saddle River, NJ: Prentice Hall 
 

Stephen L. Vargo, Robert F. Lusch (2004) Evolving to a New Dominant Logic for Marketing. 
Journal of Marketing 68(1), 1-17.  
          
 
Jantzen, C. and Rasmussen, T. A. (2007) Oplevelsesøkonomi: Vinkler på forbrug. Aalborg: 
Aalborg Universitetsforlag.  
     
 
Tse, D. K., Lee, K. H., Vertinsky, I., and Wehrung, D. A. (1988). Does culture matter? A 
crosscultural study of executives’ choice, decisiveness, and risk adjustment in international 
marketing. Journal of Marketing, 52(4), 81–95. 
 

VisitDenmark (2016) Tourism in Denmark - creates jobs and growth. Retrieved from: 
https://www.visitdenmark.dk/sites/default/files/VDK_Website_images/Pdf_other_files/Analys
er/2017/tourism_in_denmark.pdf 
 

UNWTO/GTERC. (2016). Asia tourism trends. Available at: https://www.e-unwto.org/doi/ 
pdf/10.18111/9789284418282 
 

Urry, John. 1990a. The consumption of tourism. Sociology, Vol. 24, No. 1, 23-25 
 

Urry, J. (1990) The tourist Gaze: Leisure and Travel in Contemporary societies. London. 
Sage 
 

World Tourism Organization (2016) Annual Report 2016. Retrieved from:   
http://www2.unwto.org/publication/unwto-annual-report-2016 
 

Xin Jin and Ying Wang (2015) Chinese Outbound Tourism Research: A Review. Journal of 
Travel Research Vol 55, Issue 4. 440 - 453. https://doi.org/10.1177/0047287515608504 
 

Yoon, Y., and Uysal, M. (2005). An examination of the effects of motivation and satisfaction 
on destination loyalty: A structural model. Tourism Management, 26(1), 45–56 
 

Youtube (2017) Asian tourists visit Scandinavia (Norsk) 
https://www.youtube.com/watch?v=b5YuUoms0LQ. Retrieved. 21/5-18.  
 

Yue Ma, Can-Seng Ooi, and Anne Hardy (2016). Chinese travelling overseas and their 
anxieties. Asian Cultures and contemporary tourism. 201-221 



115 

 

Zahavi, D. (2003). Husserl’s phenomenology. Stanford, CA: Stanford University Press. 
 

Zhang, Y., and Hitchcock, M. J. (2014). The Chinese female tourist gaze: A netnography of 
young women’s blogs on Macao. Current Issues in Tourism, 20(3), 315–330. 
 
 

     
 
 
 

              
    
 
 

 

          

 

 

 

      

    

   

    

  

      

     

   

 

 

 

 

 

          

    

     

      

  



1 

Appendix 
 
Overview  

Interview guides  

• A: 1 - DFDS Management  

• A: 2 - Tour leaders  

• A: 3 - Guests 
 

Transcriptions  

• A: 4 - Rikke Welløv  

• A: 5 - Zara  

• A: 6 - Damrun 

• A: 7 - Anurat 

• A: 8 - Nedapad 

• A: 9 - Dim-Kan 

• A: 10 - John  

• A: 11 - Sam 

• A: 12 - Unknown  
 

Meaning Condensing of transcriptions  

• A: 13 - Examples of meaning condensing  

• A: 14 - Meaning condensing matrix  
 

Observations  

• A: 15  - Field notes 
 

Statistics  

• A: 16 - DFDS  

• A: 17 - Tourism by mode of transport  
 

Customization  

• A: 18 - DFDS Oslo ferry front-page (website) 

 
 
 
 
 
 



2 

Interview guides: 
 
(A:1) Interview guide - DFDS Management (Danish) 
 
 
Briefing:  
I det følgende interview vil vi gerne høre mere om de branding tiltag, der udføres af DFDS. 
Især vil vi gerne vide mere om hvordan i brander DFDS som en oplevelse for at drage fordel 
af den voksende tilstrømning af asiatiske turister der ses i Skandinaviske region, og hvilke 
muligheder og begrænsninger i ser ved dette. Vores undren er baseret på fænomenet 
Tourist Experience and Transport og hvorfor nogle turister vælger at bruge tidsmæssigt 
længere og mere omkostningsrige transportmidler. 
 
Interviewet vil være en åben samtale, hvor vi vil forsøge at blive klogere på og at spørge ind 
til dine refleksioner om emnet. Vi vil derfor stille nogle åbne og brede spørgsmål for at blive 
klogere på, hvad det er, du finder vigtigt. Der er ingen rigtige og forkerte svar, det er alene 
din forståelse af emne, vi er interesseret i. Hvis der bliver sagt noget, du fortryder, vil der 
løbende være mulighed for at trække ethvert udsagn tilbage.  
 
Klokken er nu XX.XX onsdag d. 28/2 2018 Mit navn er Kristian Bergholt Buhl, og jeg sidder 
her med min research kollega Simon Præstegaard i færd med at gennemføre et interview 
ved DFDS House, Sundkrogsgade 11, København.     
 
 
Introducerende spørgsmål (L): 
Kan du venligst introducere dig selv? 
(Navn, stilling ved DFDS, alder, uddannelse, karriere og interesser)  
 
Hvad udgør din nuværende stilling? 
(ansvarsområder (Oslobåden vs. fragt), afdeling, kolleger, direct reports - hvor mange?) 
 
Vi ser at i kører mange forskellige (-og specifikke) kampagner. 
Hvordan ser du Oslobådens brand? 
(Som et transportmiddel eller en oplevelse for turister? Og hvilken industri befinder i jer i?) 
 
Konkurrenter 
(Hvem ser du som jeres største konkurrenter? Hvordan differentierer fra jeres konkurrenter?  
 
Overordnet set, hvordan ser i så jer selv? 
(transportmiddel / turistoplevelse i sig selv? 
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Direct questions (L): 
Forklaring af brandingen af Oslobåden: 
(Hvad er den generelle branding strategi? Hvad bliver der gjort (få det konkretiseret)? Hvor 
længe har det været gjort således? Hvordan har det ændret sig over tid?) 
 
Hvilke målgrupper (i brede træk) ser du som værende de vigtigste for Oslobåden? 
(Hvordan målretter i jeres markedsføring? Er det nemt (at ramme dem)? Hvilke 
konsekvenser har valget af disse målgrupper haft for jeres branding strategi?) 
 
 
Hvorfor har i valgt netop disse målgrupper? 
(flere penge brugt pr. Dag, nemmere at tilfredsstille,...)? 
 
I forbindelse med det internationale segment (asiater), hvordan prøver i at ramme det 
asiatiske marked? 
(intermediaries/turistbureauer?)  
 
Hvordan rejser asiatiske/internationale turister? 
(I grupper, enkeltvis, familier? Hvad betyder dette for jeres branding? Ændre det deres 
præferencer for kahytter (Mere eller mindre dyre?) 
 
 
 
Specific questions(L): 
Kulturel turisme/mediated culture: 
Vi har set på jeres blog at i oplever en stigning i antallet af kinesiske/asiatiske turister. 
Ifølge mange teorier har disse kulturer anderledes præferencer end fx danskere 
 
Har disse forskelligheder (ifht til alt…?) påvirket jeres branding og eksterne kommunikation? 
 
Har den Skandinaviske kultur haft nogen indflydelse på jeres branding? 
(Konkrete eksempler? Hvilken effekt? Er i tilfredse med resultaterne af jeres branding? Hvad 
er/kan være, det vigtigste/bedste næste træk ifht. branding?) 
 
 
Hvilken rolle spiller destinationerne (CPH og Oslo) i jeres brand? 
(- og marketing? Hvordan kommer dette til udtryk (skalddyrsbuffet, busturen i Oslo, udsigten 
i fjordene i Norge…) 
 
 
Hvad vurdere du som værende de vigtigste faktorer, når disse (enkeltvist forklaret), 
segmenter (international, nordiske, kinesiske) vælger at rejse med Oslobåden? 
(Restauranter, Bubble Zone, Casino, Clubbing, shopping) 
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Baseret på vores egne feltobservation, så var vi overraskede over at se så mange 
foreskellige tilbud ombord - hvad er ønsker i at jeres gæster skal huske fra turen? 
(er der specifikke tilbud ombord som et mere specifikt målrettet et segment? Prøver i 
overhovedet at iscenesætte mindeværdige begivenheder?) 
 
 
Hvordan har i selv forestillet jer at gæsterne skal bruge tilbuddene ombord? 
(aktiv vs. Passiv deltagelse? Forskelle mellem internationale og nordiske turister?  
 
 
Sæsonbestemt? 
(Sker der sæsonbestemte ændringer i jeres branding? Ændring i målgruppe? Ændringer i 
oplevelser tilbudt ombord? Sæsonbestemte kampagner - nytår, valentine?) 
 
Er der nogle ideer i støbeskeen ifht. Fremtidige tilbud ombord? 
(oplevelser, nye restaurant-koncepter, legetøj,...) 
 
Hvis du skulle nævne en god og en dårlig ting ved Oslobådens brand, hvad ville disse så 
være? 
 
 
Mulige spørgsmål  
Kan du identificere and faktorer, der har haft indvirkning på internationale/kinesiske turisters 
valg af transportmiddel (Cph<->Oslo).  
 
 
Fremtidsforcast ifht. Målgrupperne (mere håndgribeligt (data)) 
 
Er der noget, som du gerne vil tale om eller nogle emner, som du føler vi ikke har berørt i 
dybden?  
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(A:2) Interview guide - Tour leaders  
 
Interview with group-leaders: 
In the following interview we would like to focus on your perception of the experience on the 
Osloferry. In short, our research pertains to people originating from the East Asia, and how 
they perceive the Osloferry - both concerning the experience offered in general. We are 
interested in your opinion concerning the experience that is offered aboard the ferry, and we 
would like to gain insights into their expectations and how people taking the ferry 
experiences it, and how they feel that their expectations are met. 
 
The interview will be an open conversation, where we will be asking questions about your 
own reflections on the subject at hand. Therefore, we will be asking broad and open-ended 
questions, since we are interested in your own personal opinion, and to find out what you 
value as important. There are no right or wrongs, it is your personal understanding we are 
interested in. If you say anything that you regret, you will always have the opportunity to 
retract that particular statement. 
 
Introductory questions(GL): 
Could you please introduce yourself? 
(name, age, position) 
 
What tourist agency are you working for? 
 
What does your position (as group-leader) entail? 
(taking care of guests, guiding them) 
 
Did you come directly from China/South Korea/Japan etc.? 
 
Have you travelled with the Osloferry before? 
 
Direct questions(GL): 
Why do you have this job? 
(do you enjoy it) 
 
Is this trip a part of packaged holiday?  
(Packaged cultures..) 
 
Are you collaborating with the staff with DFDF? 
(on board, with head office) 
 
Do you receive any information about what the ferry has to offer/do you give any 
information… to the guests before departure?  
(leaflets, training, knowledge) 
 
 
 
Thematic questions(GL): 
What is the Osloferry? - from your perspective? (e.g. how do you see the brand) 



6 

(How would you describe it to a relative? advantages /disadvantages, who would 
benefit/enjoy the trip?) 
 
How do you see the trip as a part of the guests overall experience of Scandinavia? 
(Is the experience a thing in itself, or is it in some congruence with the experience “offered” 
by Scandinavia?)  
 
Do you have an agenda for the groups? why/why not? 
(are there anything in particular you would want the groups to experience/itinerary (such as a 
specific restaurant etc.) 
(managerial implications) 
 
As you see it, are the guests entertained all the trip? 
(are they bored at some point? Are there entertainment for all ages?) (Not necessarily in 
connection with the entertainment realm) (tourism research say that people would rather 
want faster modes of transportation…) (ikke spørg direkte ind til dette) 
 
What are the most used offerings aboard? What are the least used? (why, do you think?) 
(Customer-sacrifice/mass-customization) (willingness to pay?) (cheap (relatively) tickets as 
entry fee?) 
 
Do you participate in the activities, along with the group? 
(...or do you let people run their own show when aboard? What do the guests prefer?) 
(Culture: uncertainty avoidance…) 
 
Do you feel that people from Asia are being treated differently ((un)-premeditated) than 
Scandinavian guests? 
(...is it easier for them to communicate with the staff? Does people have patience with Asian 
guests, even though language might be a barrier) 
(Contact hypothesis) 
 
Do you/your groups interact with other people on the ferry? 
(why/why not, as you see it?) (do you see the interaction among non-peers as 
positive/negative?) 
 
Why do you think that this ferry-trip is part of the packaged tour in Scandinavia? 
(packaged cultures; recentring of Scandinavian culture into the product?) 
 
Do you think DFDS could improve their offerings in any shape or form?  
 
Is this trip included in the packaged tour, to get your customers from Copenhagen - Oslo or 
is it because you want the guests to experience the Osloferry? PROBE INTO THIS! 
 
If so, how do you feel that DFDS could improve the experience for Asian tourists in 
particular? (if you think there is a difference in preferences, compared to others) 
 
If you have taken the trip before, what do you remember most clearly? (positive and 
negative) 
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Would you recommend the trip to relatives and friends? Why? 
(loyalty, positive/negative brand experience) 
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(A:3) Interview with guests: 
In the following interview we would like to focus on your perception of the (expected) 
experience on the Osloferry. In short, our research pertains to people originating from the 
Asia, and how you perceive the Osloferry - concerning the experience offered in general and 
also know the reasons, or satisfaction, with the chosen mode on transportation. 
We are interested in your opinion concerning the experience, and we would like to gain 
insights into your expectations and how you experience it, and how you feel your 
expectations are met. 
 
The interview will be an open conversation, where we will be asking questions about your 
own reflections on the subject at hand. Therefore, we will be asking broad and open-ended 
questions, since we are interested in your own personal opinion, and to find out what you 
value as important. There are no right or wrongs, it is your personal understanding we are 
interested in. If you say anything that you regret, you will always have the opportunity to 
retract that particular statement. 
 
 
Introductory questions(G): 
Could you please introduce yourself? 
(name, age) 
 
What country are you from? 
 
Who are you travelling with? 
(alone, in a group, with family)   
 
Why are you taking this ferry? 
(as part of an itinerary for a packaged tour? Recommended by friends? To get from A to B?) 
 
How would you describe the perfect vacation/holiday? 
(Explain their perception of leisure time; is this in congruence with what the Osloferry has to 
offer) 
 
 
How did you get to know about the Osloferry? 
 
 
Thematic questions(G): 
How would you describe the perfect travel-experience? 
(in-tansit) 
(fast, cozy, memorable, entertaining…?) 
 
What do you expect/(have gotten so far) to get from the trip? 
(Joy and happiness with relatives/like-minded group members? Great pictures of the view? 
A great party? Cheap danish design) 
 
Which activities are you looking forward to/have you enjoyed the most? 
(bars, restaurants, the view)  
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(Four realms) 
 
Do you feel entertained during the trip? 
(are you bored at some point? Are there entertainment for all ages?) (Not necessarily in 
connection with the entertainment realm) 
 
Do you like the furnishment of the ferry?  
(esthetics) 
 
Do you live in a large cabin with two beds, or a small cabin with four beds?   
 
Are you closely connected to your tour-leader/group? 
(Culture; uncertainty avoidance/contact hypothesis) 
(Do you do anything that the tour leader has not recommended?) 
 
Is it easy to get help from the employees, when/if needed? 
(contact hypothesis, language barriers, cultural differences as inhibitor or not (e.g. are their 
differences from Scandinavia appreciated by the staff) 
 
Why are you visiting Scandinavia? 
 
Why do you think that this ferry-trip is part of the packaged tour in Scandinavia? 
(as opposed to airplane?) (How do you feel that the Scandinavian “brand” fits with the theme 
on the Osloferry?) (Functional attributes (fast and convenient in air-travel) vs. the experience 
offered on Osloferry) 
 
 
Would you have preferred another mode of transportation? 
If yes, which(air-travel/car/train)... Why (- yes and no) 
(customer satisfaction) 
 
Do you think DFDS could improve their offerings in any shape or form?  
(customer satisfaction) 
 
What is the most clear memory from the trip? 
(Experience branding promises memorable events…) 
 
Would you recommend the trip to relatives and friends? Why? 
(brand loyalty, positive/negative brand experience) (customer satisfaction) 
 

 
 
 
 
 
 
 
 



10 

 
Transcriptions  

 
 
(A: 4) Transcription of interview with Rikke Welløv (DFDS) 
  
K: Kristian  
 
S: Simon  
 
R: Rikke (Senior Campaign Manager) 
 
 
K: Først starter vi lige ud med den obligatoriske briefing. I det følgende interview vil vi gerne 

høre mere om de branding tiltag, der udføres af DFDS. Og Især vil vi gerne vide mere om 

hvordan i brander DFDS som en oplevelse, det er vi meget interesseret i I vores 

undersøgelse, for at drage fordel af den voksende tilstrømning af asiatiske turister der ses i 

Skandinaviske region, og hvilke muligheder og begrænsninger i ser ved dette. Vores undren 

er baseret på fænomenet Tourist Experience and Transport og hvorfor nogle turister vælger 

at bruge tidsmæssigt længere og mere omkostningsrige transportmidler. 

Interviewet vil være en åben samtale, hvor vi vil forsøge at blive klogere på og at spørge ind 

til dine refleksioner om emnet. Vi vil derfor stille nogle åbne og brede spørgsmål for at blive 

klogere på, hvad det er, du finder vigtigt. Der er ingen rigtige og forkerte svar, det er alene 

din forståelse af emne, vi er interesseret i. Hvis der bliver sagt noget, du fortryder, vil der 

løbende være mulighed for at trække ethvert udsagn tilbage.  

Klokken er nu 9.13 onsdag d. 28/2 2018 Mit navn er Kristian Bergholt Buhl, og jeg sidder her 

med min research kollega Simon Præstegaard og Rikke Welløv i færd med at gennemføre 

et interview ved DFDS House, Sundkrogsgade 11, København. 

Kan jeg få dig til at introducere dig selv kort, med navn, stilling, uddannelse og karriere?   

R: Jamen jeg hedder Rikke Welløv, og jeg er Senior Campaign Manager for det nordiske 

marked, Danmark, Sverige Norge og det internationale marked på vores ruter i mellem Oslo 

og København, og så har vi to ruter over i Sverige. Sverige til Litauen, og til Estland. Men 

her der fokuserer vi jo på København-ruten har jeg indtryk af at det er den i kigger på?   

K: Ja, det er den rute vi fokuserer på. 

R: Godt. Og jeg har været her i to år, og, og min uddannelse er markedsøkonom, og så har 

jeg siddet som marketingchef over i TUI i rejseindustrien, og så blev jeg hentet herover for et 

par år siden for at hjælpe med at især vende det norske marked.   

K: Nu sagde du at dit ansvarsområde var norden - Norge, Sverige Danmark.  

R: Ja inden for marketingkanaler. 

K: Arbejder du så i hvad man kan kalde marketingafdelingen? 
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R: ja, det hedder ikke en decideret marketingafdeling mere, men vi er delt op i sådan 

specialistområder. Det vil sige, jeg sidder med kampagnerne, og briefer på dem, og så 

briefer jeg til specialisterne, der sidder inden for Conversion, dem der sidder og optimerer på 

nettet, og dem der sidder inden for Retention, dem der sidder med Newsletter, dem der 

sidder med Acquisition, som indkøb og medier. Så det er specialistteams inden for 

marketing, som udfører de behov vi har brug for.  

K: Ja, vil det så også sige at du har nogle Direct Reports, nogle der arbejder under dig? 

R: Ja jeg har en her i København, en i Norge, og så er vi i alt 12 i Kampagneteamet hvor vi 

er 4 managere. Så jeg er fra denne region, en for den Centraleuropæiske, en fra UK og en 

fra de Baltiske lande.  

K: Okay, ja. 

R: Og vi sidder og forsøger at aligne tiltagene, så man genbruger succeserne og det 

kommer til at se lidt mere ensartet ud end det har gjort før i tiden.  

K: Ja, så må der også være en del rejseaktivitet forbundet med dine stilling, hehe… 

R: Ja, det er der, ja det er der i hvert fald. Vi er månedligt rundt omkring.  

K: Det så vi har lagt mærke til er at i kører mange forskellige og specifikke kampagner, 

såsom Valentine’s Day og Black Friday. 

R: Det har noget med sæsonerne at gøre. Nu har i fulgt os her i det der hedder Q4, og Q1 er 

det der er vores lavsæson, så der har vi faktisk meget høje mål på det danske marked, så 

der er der ikke den store efterspørgsel andet end fra skigæster, men derfor er vi nødt til at 

genere en masse gæster til skibene med lidt billige priser, og det kommer vi også til med 

asiaterne, de er der nemlig ikke i denne periode. Asiaterne kommer fra april-oktober, 

september-oktober, så I vil lægge mærke til, hvis i følger os, så begynder de her tilbud at 

forsvinde nu, og så begynder priserne at gå op i og med at vejret bliver bedre og bedre, og 

det bliver lysere og lysere, så er det et mere og mere eftertragtet produkt.  

K: Ja, nu siger du at her i vinter er det skiturister og sommeren er mere forbeholdt asiatiske 

turister. Ser du så Oslobåden som et transportmiddel eller en turistoplevelse? 

R: Jeg ser det som en turistoplevelse, vi markedsfører det jo også som Minicruise. Cruise-

industrien har det jo godt, den er stigende, så det er mini-getaways vi.. det er cirka 60% af 

volumen, det er dem der tager.. som i også har prøvet, tager frem og tilbage. De andre det 

er nogle der tager det som transportation, altså med bil eller kun tager den ene vej, men vi 

ser os jo som et oplevelses getaway. Vores konkurrenter er spahotellerne og kroerne, vil jeg 

sige, og så lige i skiperioden, der er vi decideret transportmiddel for børnefamilierne, og 

sommerferie og påske, der er vi også meget transport for nordmændene. Det norske marked 

de er omkring på 325,000 kunder og det danske marked er 250,000 og det internationale 

marked er 150,000 kunder, så det er sådan fordelingen er, så det største marked er Norge. 

Vi har allerflest nordmænd, derefter danskere og så internationale kunder, som er stigende.  
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K: Okay, hvis du nu skal sige det med dine egne ord, hvad er så den “generelle” 

brandingstrategi på Oslobåden - har du en måde, du kan konkretisere det på?                                   

R: Jamen der faktisk at den kan rumme alle, den kan give alle en unik oplevelse. Den 

lykkeds rigtig godt med de her forskellige zoner. Vi har alt fra 11 etage til 

konferencegæsterne; de kan have en unikoplevelse derop for dem selv. Så har vi en natklub 

hvor vi kan holde intimkoncerter, Rockcruises og Copenhell, dansktopcruises. Vi bruger det 

til unikke målgrupper, så man kan gå ud og hente, altså brande sig overfor. Altså i år har vi 

haft Noah og Martin fra X Faktor, så går man ud og rammer de målgrupper som normalt ikke 

vil tage os naturligt, men så fordi var har et event, en venue der interesserer dem. Så har vi 

børnefamilierne, hele børnekonceptet, hele børneunderholdningen; Bubblezone, skattejagt, 

og om aftenen natklubben, så det er jo et bredt udsnit af hele danmarks befolkning vi 

rammer.  

K: Ja meget bred målgruppe... 

R: Ja meget bred, det er næsten alle man møder som har en eller anden historie med 

Oslobåden; enten som barn eller ung, så det er.. men her i Danmark målretter vi kun til det 

østlige Danmark, kun Sjælland og Fyn. Vi gør slet ikke noget ved det Jyske marked, da de 

sejler med vores konkurrenter fra Hirtshals og Frederikshavn, så den prøver vi ikke at hente 

herover, det giver ikke nogen mening.  

K: Det kan måske godt blive lidt omkostningsfuldt. Er der nogen.. nu siger du at i rammer 

meget bredt, hvis du nu skulle udvælge to hovedmålgrupper… 

R: Ja to hovedmålgrupper; den ene primære målgruppe er børnefamilierne, den anden 

primære målgrupper 50+, vores forældres målgruppe; de er delt op i to, det har noget at 

gøre med afrejsedagene, for vi er meget eftertragtet i weekenderne. Den er næsten altid 

udsolgt om fredagene, men den anden målgruppe inden for 50+ er dem der kan rejse 

søndag-onsdag, det er det lidt mere traditionelle segment; efterlønnere og pensionister osv. 

så der er vi ude efter målgrupper med billige rejser, som kan være med der. Så det er en 

helt anden prisniveau end i weekenderne. Så har vi selvfølgelig de internationale rejsende. 

De kommer meget i sommerhalvåret, hvor der for eksempel er rigtig mange asiatiske 

rejsende, men også amerikanere og så ellers en blandet landhandel. 

K: Apropos asiaterne som i ser april-okotober. Hvordan prøver i at ramme det marked; er det 

i forbindelse med nogle intermediaries/rejsebureauer? 

R. Ja, Ja gennem samarbejde med agenter deruder, in-coming agenter: Tunari/Tounaro, 

som faktisk står for 95% af salget til de asiatiske gæster. Vi er oppe på 150,000 i år det er 

steget fra 10,000 for ti år siden, så det er et kæmpe vækstområde, så vi er der nu, hvor vi er 

meget glade for de asiatiske gæster, men de begynder også at fylde meget på skibet om 

sommeren, og de har også nogle andre traditioner og andre madvaner. Men der stadig en 

vis vækststrategi inden for de asiatiske gæster fordi de betaler en fin pris og de køber rigtig 
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meget om bord i shoppen, der er man også begyndt at lave en målrettet udvalg til dem, altså 

hvad de vil have af mærkevare.. 

K: ja, det observerede vi også godt, der er masser af…  

S:.. dansk design... 

R: ja, så det er en god indtægtskilde der.  

K: Rejser asiaterne typisk i grupper? 

R: ja, de rejse kun i store grupper. Grupper på ca 20-30 personer med en gruppeleder, som 

bliver arrangeret af de her in-coming agenter, og så tager de os den ene af vejen oftest fra 

København-Oslo og så er de på en videre Skandinavisk rundrejse, så det er del af den 

pakke som den her agent nu sælger.  

K: så i bruger ikke noget direkte markedsføring mod… 

R: meget lille. Vi har et lille budget, som vi bruger på AdWords derude, og på deres sociale 

medier, og vi er også på noget banner-display, men der er kun ca 5% af vores budget fordi 

vi kan fornemme af de rejser mest i grupper, så det er mest for at skabe noget awareness. 

Så der er ikke så meget direkte salg. Så der ligger noget markedsføring deruder, men det er 

kun 5%, så vi lige er der, men...  

K: ja fordi vi har set på jeres blog, og som du også nævner er antallet af asiatiske turister 

steget. Tilmed har de anderledes kulturelle præferencer.. har det også påvirket jeres 

branding og eksterne kommunikation? 

R: Ikke her på de skandinaviske marked, der vil det ikke kunne… vi har lavet nogle få film, 

men det er mere overfor det asiatiske marked, så vi har brandet os for asiaterne, men det 

skandinaviske marked er faktisk ikke klar over...de oplever først når de er ombord hvor 

mange (asiatere) der efterhånden er. For vi er ikke helt sikker på at det er specielt positivt 

budskab at der er mange asiater. Det er en lidt anden måde.. de vil spise tidligere, de vil 

have kogt vand, de går ikke i natklub, de drikker ikke alkohol, de går tidligt i seng, så står de 

op kl 5 og går på dækket og ser solopgangen og laver yoga, så det er en helt anden måde at 

leve på. Og i ved i buffeter kan de godt på nogle virke lidt uhøflige; smaske og bøvse; de har 

andre kulturelle præferencer.  

K: ser i det som et problem at Asiaterne virker uhøflige? 

R: Tjah… Det er som sådan ikke et problem at de er anderledes, men altså, jeg hørte om en 

gang, hvor en kinesisk gæst havde siddet og bøvset højlydt i buffetten, hvor en dansk gæst 

havde gået over og bedt ham lade være… Det kunne kineseren ikke forstå problemet i. Tror 

de blev lidt uvenner over det, men det var vidst også det. 

K: ser du at de har en præference for jeres kahytter? 

R: Ja, de køber meget premium kahytter; vi har jo nogle og 90, nu var i nok ikke inde at se, 

men i kan se dem på nettet og i filmene. Men ud af de her knap 700 kahytter er 90-100 

premium kahytter med dobbeltseng, dem kan de godt lide og vil gerne betale en del for det.              
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K: Har den skandinaviske kultur og det her New Nordic-fænomen har det haft nogen 

påvirkning på jeres branding til det asiatiske marked? 

R: Ja, ja, det kører man meget på, når vi er på messer derude sammen med agenterne, så 

har vi sådan en promotionsfilm, der kører meget på det nordiske. Vi har også lige nu lavet en 

ny film med en dansk michelinkok, der fortæller om gastronomien og nordiske råvarer, og 

det bruger vi også i markedsføringen og nyhedsbreve til agenter derude. De er meget 

interesseret i den nordiske kultur og madlavning og mærker.. 

K: ja, vi har også set og læst og set at skaldyrsbuffeten er blevet udvidet til fordel for… 

R: ja, ja vi har møder med de her agenter og de får lov til at give input til hvad der er vigtigt 

for de her asiatiske gæster. Så det er dem der også er med til at sige hvad der skal være på 

buffeten, så de (gæsterne) får en god oplevelse, og det er også dem der siger hvilke varer 

de ønsker i shoppen.  

K: okay, og det her ifht. messer, er det noget, du er en del af? 

R: Nej, vi har et internationalt team, og det er sælgere, vi har rejsende salgschef, der har til 

opgave at have relationen med de her vigtige agenter ude i asien. Tager på messer og plejer 

dem.  

K: Hvad vurderer du som værende de vigtigste faktorer når de forskellige målgrupper rejser 

på båden; altså de nordiske, asiatiske; er det restauranterne, jeres badeland, eller casino 

eller shopping - det har du været lidt inden på...        

R: for de nordiske der er det maden og restauranterne, men prisniveauet, der begynder vi at 

få mange kommentarer, og det begynder at være rigeligt højt til at vores nordiske gæster; 

danskere og svenskere synes at det dyrt. Nordmændene vil gerne betale en del for mad og 

drikke.  

S: selvfølgelig vil de det..  

R: barerne er vigtige, natklubben er ret fuld. Nu ved jeg ikke hvilken af ugedagene i rejste, 

det var på en af hverdagene; de billige dage ikke? 

K & S: jo, en mandag.  

R: og i sagde at det vippede lidt.  

S: haha det gjorde det. Der var det rigtigt nok hvad du sagde at det var de der 50+ der tog 

den der og var med, og sad i baren efterfølgende.. 

R: ja det er det nemlig, ja. og det var her hvor vi har kørt kampagne på nogle billige...så hvis 

man har købt en meget billig billet. så er det oftest den målgruppe der måske ikke har helt 

vildt mange penge at bruge ombord, men selvfølgelig går de i baren og drikker lidt, men de 

går ikke.... vi har jo fire restauranter, hvis i så dem. Der er jo en gourmetrestaurant, sådan i 

500 kr. prisklassen for fire retter. Så er der en steakrestaurant med pæne priser, sådan 275 

kr. for en bøf, så er der buffet og den italienske, så der er noget for en hver smag.  
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K: De er der nemlig, vi var meget overraskede over at se alle de tilbud i udbyder, der er 

nemlig rigtig meget at tage sig til. Er der noget sådan specifikt i ønsker, at jeres gæster skal 

huske fra turen? 

R: ja, strategien er lige nu maden, som sagt vi følger, vi laver en dokumentar i seks afsnit om 

at vi drømmer om at få en Michelinstjerne, og har hyret en Michelinkok ind, og dokumenterer 

det. Det er ikke sikkert, at vi får det, men vi har i hvert fald drømmen, og vi går ud og 

kommunikerer det, for at få alle de her foodies og mad er super vigtigt for tiden, så kan vi 

forhåbentlig få nogle af dem ombord, der går ud og spiser gourmetmiddag i København, så 

det er en klar strategi, at vi vil have løftet.. vi har jo en perception “Oslobåden”, og den 

prøver vi at bevæge os lidt væk fra, selvfølgelig skal vi være der for alle, men det er ikke kun 

fulde nordmænd, og fester, og fiskefileter. Så vi prøver at gå over mod cruise-segmentet.  

K: Nå okay, også for at skabe nogle mindeværdige værdier for dem der rejser? 

R: ja, ja er laver noget, arbejder sammen med nogle contentbureauer, og får lavet noget 

ekstra lækkert content om destinationerne København og Oslo, også som man får noget 

mer værdi af opholdet når man er der. Nogle guider og tips, og hvor meget man kan nå på 

de der 6 timer, hvad man anbefaler inden for de forskellige segmenter, hvad man bør se i 

Oslo og København.  

K: Så i udnytter også den her ekstra branding der kan være mellem Oslo og København, og 

det de har at tilbyde? 

R: Ja, ja, fordi det er to interessante storbyer.  

K: Ja.. 

S: må jeg spørge i forlængelse af Oslo og København, om der kan være forbundet en vis 

risiko, grunden til at vi spørger om det der transportmiddel om turisme, er at teorien vi har 

læst siger at folk vil have det hurtigt og…  

R: ..convenient ja.. 

S: og det er jo billigere og hurtigere at tage flyet, og om der kan være forbundet en vis risiko 

ved at mere Københavns eller Oslos brand med, om så folk hellere bare vil til og fra hurtigt, 

om der er en risiko forbundet der?  

R: Ja, altså vores største konkurrent er jo Norwegian og SAS, og så er det A6 motorvejen i 

Sverige, som man kan gøre på 8 timer. Men især når vi sælger fx skiferier, der slår vi rigtig 

meget på at skiferien starter om bord, og slip for skrigende unger på bagsædet på de 

svenske motorveje, så det handler meget om at oplevelsen allerede starter på færgen, så 

man kommer veludhvilet frem til enten Oslo eller København, og vi har også arbejdet 

sammen med Thomas Urskov, han har også været ham skieksperten ombord, og sige hvor 

vigtig det er at komme veludhvilet frem, så vi prøver at slå selvfølgelig på fordelene og 

oplevelsen, at børnene kan lege hele vejen, og at få buffet, og bade i stedet for at sidde 

fastspændt på.. eller bøvle ind og ud af fly. Så jo det er helt klart vi har rigtig meget 
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konkurrence på transportdelen, så det er oplevelsen vi slår på ikk’, det er en ekstra ferie i sig 

selv. 

K: Ja, hvis du nu skulle vælge én målgruppe, du skulle satse på; altså danskere, 

nordmænd eller asiatere, som du synes er mest interessant? 

R: altså inden for de næste par år? 

K: ja.  

R: altså nordmændene er rigtig vigtige for os, det er som sagt næsten 50% af kundegruppen 

og omsætningen osv. men det har haft det svært det norske marked de sidste tre år. Alle i 

Osloområdet osv. har prøvet båden, så det er svært ved at skaffe nye kunder, og så har den 

ikke helt ligeså godt brandværdi i Oslo, Norge som her. I Danmark kan vi godt blive ved med 

at genere ny gæster, kunder, nye generationer fordi vi er rigtig gode til at lave de her events 

og venues og...men det sikreste kort er nok faktisk asiaterne og udlændingene; det er der vi 

helt klart her vi ser den største vækst. De to andre markeder er mere stagnerende, som vi 

ser det. Så hvis man skal vælge et af dem… 

S: Det er meget interessant det der med asiaterne. Nu sagde du bare tidligere at de er som 

de er, og sådan noget der, at de er begyndt at komme på båden, har det påvirket i forhold til 

alle de forskellige ting af underholdning, der bliver tilbudt på båden. Er der noget hvor i 

prøver at få dem til at være et sted på noget tidspunkt, eller går det fint nok indtil videre?  

R: det går fint nok, det gør det. Det vi prøver er at få udvidet sæsonen lidt mere og prøve at 

få dem til at… for det er meget koncentreret omkring, ja, maj-august/september, der er det 

virkelig koncentreret, så vi prøver at brede ud og fortælle om fordelen ved de her ydre 

sæsoner, for der har vi plads til dem. Men det er meget koncentreret, hvis man er nede i 

terminalen i juni eller juli, der er altså virkelig størsteparten asiater og det kan virke 

overvældende. Det skal jo helst være et godt miks, ikke. Så det er der vi satser, fordi de har 

en anden perception, og fordi de vil betale mere for kahytterne, og de vil betale mere om 

bord. I og med at vi har været ude på det danske marked og sælge meget billigt, så er der 

også, der er det også farligt at der kommer den der perception om at der kan kommer jo et 

tilbud, og man kan nogle gange få et tur til 29-49 kr. så er det svært at få normalprisen som 

er 398,- når man har set de billige, så derfor satser vi mere på dem der gerne vil betale lidt 

mere.     

 

S: Er det også i forbindelse med sæsonen at man kan vinde det så mange steder, nu er der 

nogle af mine venner der har vundet det i biospillet, er det også kun i lavsæsonen, at det… 

R: ja, ja, det er en helt klar strategi. Vi har sådan et partnerskab strategi, og det er at få fyldt 

op i og med at den sejler jo hver dag halv fem, og der jo de her 700 kahytter, og i 

lavsæsonen som jeg sagde her i efteråret og her vinterperioden, der er de ikke, der er den 

kun 3/4, 1/2 fyldt på de her hverdage, så det er en klar strategi søndage-onsdage her i 
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lavsæsonen, så når man vinder er der begrænsninger på hvornår man må bruge den, men 

der er vi egentlig bare interesseret i få fyldt flest mulige kahytter op og så få omsætningen 

om bord for dem der har vundet det. For selve omkostningen ved kahytten den.. båden 

sejler alligevel og personalet er ombord, så det er ikke så..  

S: ja for det var nemlig også et spørgsmål om, om, det er jo forholdsvis billigt ligegyldigt om 

man betaler fuld pris eller ej… 

R: ja i forhold til Scandlines og… 

S: lige præcis og 

R: Rødby-Puttgarden og.. 

S: Det er jo det, og hvis folk, hvad hedder sådan noget.. perception af det er et cruise, om 

det så er hovedsageligt salg om bord, som, som, som er det der… 

R: genererer, det er det. Det ligger i gennemsnit på mellem 600-800 kr. per person, så det er 

dér indtjeningen ligger, når man er fanget om bord i 17 timer, så… der er nogle der har mad 

med selv eller sidder i bare Baresso kaffebaren og tager en sandwich. Men de fleste, når der 

er om bord, så bruge de alligevel lidt penge.       

K: ja, hvis du nu skulle nævne, det er måske et lidt frækt spørgsmål, en god eller dårlig ting, 

eller både en god og en dårlig ting ved Oslobådens brand; kan du så det? 

R: ja, en god ting er hele det vi kalder historien. Altså vi er et, 151 år på bagen et godt 

gedigent, sundt selskab, På børsen, god økonomi, og styr på sagerne, som man… man ved 

hvad man får, og der er en rigtig høj… man kan se på vores spørgeskemaer en rigtig høj 

tilfredshed med personalet og servicen, og, så det er, så vi kan stå inden for produktet, og vi 

ved at folk får en rigtig god oplevelse om bord. Det dårlige er den her perception af.. 

indimellem har vi jo haft.. ja senest sidste år, kommer der nogle gange sådan nogle 

shitstorms, der var noget hvor vi i.. Ekstrabladet med at det havde været ude at teste 

kahytterne, og at det var en sædfærge og jeg ved ikke hvad.. og alt det her med fulde 

nordmænd og fredage osv. så den har man også lidt oppe imod sig den perception. Men 

egentlig når folk er om bord har de en god oplevelse fordi der er så mange forskellige barer, 

forskellige natklubber og diskoteker og casinoet. Vi får aldrig nogle klager.  

 

K: Det som vi synes man ser meget i jeres reklamer og kampagner osv. er meget at i 

brander meget det æstetiske, det udendørs, det er både afrejsen fra Københavns havn, og 

indsejlingen og afrejsen fra Oslo havn. Er det noget i kører meget på? 

R: ja, ja, vi tester, vi tester alt vores materiale. Vi kan kører sådan nogle AB-test på, på 

billeder og farver osv. og vi kan se så snart der noget maritimt, så virker det bedre. Så lige 

så snart vi har noget rælling, noget hav, noget sol, eller nogen der står, så, så… når man 

kigger ud gennem koøjet, så, de har bedre performance end ren close-up mennesker eller 

produktet, så det vender vi hele tiden tilbage til, det her med, med havudsigten, nye 
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horisonter og alt det der, for det er det, der er unikt også inden for konference delen. Vi har 

10% businesskunder, altså konferencekunder, som er rigtig vigtige for os, som køber sådan 

en konferencepakke og middag og bar, og giver deres medarbejdere en oplevelse. og det er 

også det her med mødelokaler med havudsigt og maritime oplevelser, for der er så mange 

konferencecentre, som alle sammen ligner hinanden, så der er det ret unikt.. så jo det er 

bevidst valg, at der er det her ræling og sejle væk og havet.. 

K: Ja, det var faktisk også det du sagde meget om asiaterne går meget op i at komme op på 

dæk tidligt op om morgenen…  

R: ja, de skal alle op kl 5 og laver yoga og ser solen står op, og det er sådan en fast… ja… 

drikker kogt, kogt vand..                                                                                                      

R: det skal vi have til dem, ja hehe 

S: er det noget man kunne, er det noget i har overvejet eller gør om sommeren, måske 

mere, gøre en eller anden… have en guide til at fortælle om netop også… vi har jo så meget 

fokus på det asiatiske turister og de skal jo bare opleve det her uberørte, der er herover her.. 

R: Altså alle… i sommersæsonen, når det er højsæson, så er der altid en, en hjælper 

tilknyttet grupperne, og så har grupperne altid en guide; en gruppeføre, og han hjælper dem 

ligefra de kommer ombord på skibet og guider dem, og giver dem tips, og sidder faktisk med 

når de spiser, og får ligefrem noget provision i shoppen, så han gør meget for at få dem 

derind… så de… det er lidt deres kultur kan vi mærke at de gerne vil, de er ikke så 

selvstændige, de vil gerne guides hele vejen, så det er lige fra terminalen… nu så i det ikke, 

da de ikke rejser på den årstid, men hvis i er dernede i maj og juni, der vil i se de der 

gruppeledere stå der klassisk, med, så står de bare efter… og så følger de efter i grupper, 

og gør ikke så meget på egen hånd.  

K: Bliver guiden briefet af jer på nogen måde, eller skolet i på hvordan Oslobåden fungerer? 

R: Ja, ja, der er inden sæsonen starter har man sådan nogle briefings, og man har også et 

samarbejde med skibet, og skibet evaluerer også de forskellige guider, og hvor godt det 

gør… hvor godt de gør det.. om de yder en god service, fordi de bliver forbundet lidt med os, 

men, men det er agenten, altså det her in-coming bureau, der hyrer guiden ind, men vi er 

selvfølgelig interesseret i at de gør det godt ikke, så de får også nogle briefing fra os. 

K: okay super, er der ellers nogle emner du godt kunne tænke dig komme ind på som vi ikke 

har…  

R: nej, i har jo efterspurgt det data, der rykkede jeg lige i går, og de vil godt kunne lave… de 

vil selvfølgelig ikke ud med omsætning, men procentandel… altså af nationaliteterne. 

S: det vil være perfekt til det vi skal bruge… 

R: altså det i gerne vil se er hvor meget danskerne, hvilken procentdel køber i restauranten, 

baren og shoppen og så mod asiaterne… og kan man slå nogle af dem sammen.. altså er 

det asiatere under én...  
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S: asiatere under én...  

R: vi har jo koreanere og amerikanere… det er de to største målgrupper, det er asiatere og 

amerikanere, som vi også har en del af.  

S: du nævnte den her, nu skal jeg se en gang, den der film, der bliver lavet til DFDS til det 

asiatiske marked…  

R: ja til det asiatiske skal jeg sende den til jer? ja, ja.. den blev lavet her sidste år med 

lederen for det internationale marked, så den sender jeg til jer… den er interessant, så kan i 

også få den nyeste gourmet film med den her michelinkok, den har vi oversat til engelsk 

også, og distribuerer den ud fra nu af og indtil 1. maj er der sådan grand opening hvor man 

inviterer madanmeldere og foodies, når man åbner den nye gourmet restaurant. 

K: jeg vil faktisk gerne lige høre, er det et bevidst træk, fra jeres side, at i ikke oversætte så 

meget af jere materiale om bord, tekster om bord, fx service tekster til kinesisk? 

R: Ja det er igen det her med at de.. der er faktisk ingen individuelle asiatiske rejsende, så i 

og med at de hele tiden er sammen med guiden, og så er det faktisk guiden der har noget, 

han briefer, og han har noget materiale. Indtil videre har der ikke været behov fordi de 

simpelthen kun bevæger sig i grupper. 

K: det eneste sted vi så noget var på toilettet hehe  

R: ja okay, ja der er han jo ikke med   

S: det også derfor jeg tror vi kom til at tænke over det…  

R: Det tror jeg også er det eneste sted han ikke er med hehe... ellers er det meget sjovt at se 

om sommeren, for det er også de der klassiske man ser ude i verden, de går i række.. 

S: min chef i Illum siger også at i skal bare få kineser til at købe noget… 

R: JA, det helt vildt… ja vi skulle have flere af de der småkageæsker.. Danish Butter Cookies 

med kongefamilien.. altså de køber fem af dem hver hehe og så meget sådan noget Royal 

Copenhagen og…  

S: de der småkager er nok noget af det sidste jeg kunne finde på at shoppe…  

R: Ja, godt.. 

S: nåede vi så ikke igennem… 

K: jo, men vi ville bare lige spørge her til slut, at vi rigtig gerne vil lave nogle interviews med 

nogle internationale gæster… er det muligt hvis vi sender en interviewguide at vi kunne få 

lov til at komme ud i terminalen og stå.. måske både ved afrejse og ankomst og prøve at få 

nogle interviews  

R: det må i gerne… det bedste afrejse er at der kommer de (asiaterne) i ret god tid, man 

begynder jo indtjekning 3, men ser gerne at folk kommer 1-2 timer før, og der sidder de 

bare.. der er ikke så meget at lave derude, men der når den ankommer, der er sådan lidt.. i 

kan godt prøve, men den kommer jo kvart i ti, men der ved i godt, der vi folk bare af og de vil 
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ind, de har jo kun de der… nordmændene vil bare gerne ind til byen, og tivoli og nyhavn, så 

der kan det være sværere at få dem til at stoppe op og tage sig tid.  

K: nu sagde du jo også at asiaterne først kommer i april… 

R: ja hvornår er det i skal aflevere? 

S: 15 maj… 

K: så det skal helst være her i marts april.. 

R: jeg kan høre det internationale marked… dem der sidder med grupperne, om der er nogle 

ind bookede grupper, der er nogle dage der er bedre end andre.. så.. så ville der være rart at 

løbe ind i dem..  

S: det ville være fedt.. 

R: det ville være bedre end i højsæsonen, så det prøver jeg lige.. så filmene og dem her, og 

så kan i sende interviewguiden  

K: Ja selvfølgelig.  

R: Godt.. 

K: tak for interviewet 

S: ja tak..det var godt.  

R: Det var godt                        
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(A:5) - Transcription of Interview with Zara from Hong Kong 

 

Z: Zara (Tour leader)  

S: Simon  

 

S: To begin with you might want to hear what our project has as its aim? 

Z: Yes, please. 

S: Concretely, our project pertains to the brand of the Osloferry. We want to know more 

about how guests visiting the Osloferry, and Scandinavia, experience the Osloferry and your 

satisfaction with what is offered. We are only interested in you own personal experience of 

the Osloferry. The conversation will be an open one, and there can be no right nor wrong 

answers – we are only interested in what you think. Everything we be anonymous, and only 

ourselves, our supervisor and our external examinator will be able to see the interviews. 

Z: Sounds good 

S: What is you name, your age, and occupation? 

Z: My name is Zara, I am 26 years old and I work as a tourist guide out of Hong Kong, where 

we take Hong Kong tourists to Scandinavia. 

S: Perfect. So, you are travelling with a group today? How many people are you responsible 

for on this particular trip? 

Z: On this trip, as it is in the off-season, only have 18 people along. Usually we have 25-30 

people on a trip like this. 

S: Cool. What does your job as a tourist-guide entail? Both in general, but also specifically 

on this trip, with the Osloferry? 

Z: Well, I have been living in Copenhagen for now 3 years, so my main concern is to make 

sure that people are feeling safe – not that they are unsafe in any way. But Scandinavia is so 

unlike what most guests have ever experienced before. Our guests needs to be taken care 

of. Of course they are capable of doing things on their own, but to our knowledge, they want 

to experience as much of the Danish and Scandinavian culture as possible in the little time 

they have here – it is not like they come back – not in most cases anyways. So, make sure 

that they see as much of the countries as possible and make sure that they never feel 

insecure… 

S: If you don’t mind, could describe what you mean by insecure or unsafe? 

Z: Of course, I can see how it can be misunderstood. What I mean is not that people feel 

threatened, but that people are visiting a place very unlike anything they have ever come 

across. People behave differently than what people are used to from where they come. 

S. Can you come with an example? 
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Z: Sure… For example in Denmark people are very polite, however, they are also very direct 

in how they approach people – take for example you guys, coming up to me and addressing 

me with this interview. I don’t mean to say that you were impolite, but in Hong Kong.. In 

Hong Kong in honestly don’t think that it would have ever happened, that two guys would 

ask for this… I mean, not like on the spot or how to say it. Maybe, we would have 

communicated back and forth and then made an appointment. A scheduled interview. If you 

look at it this way, people from Hong Kong can experience this as kind of face threatening… 

They do not ever want to be caught of guard. In connection to this, people from Hong Kong 

do not have the same.. for example queueing culture as you have… This could result that 

Danish people get angered about our “cultural” behavior. In turn people from Hong Kong 

would feel “threatened” that a Danish person would actually take the argument face-to-face 

in public with this particular person… So, my job is to make sure that this does not happens 

too often – and my guests are to a some extent aware of this fallacy, if not they get to know it 

at some point in during their visit, so they want me to be close to them most of the time… 

S: That makes sense. Why have you chosen this job? 

Z: I like travelling, I like Scandinavia… So, it seemed like a great way to experience 

Scandinavia and live here, and on the same time travel, but also to show Hong Kong tourists 

other cultures and make them experience, what I think is so great about this place 

S: What is it that are so great about this place, and how do you show this to the guests? I 

might be wrong but don’t you have an itinerary? 

Z: Great question! I like the open-mindedness. I like that you guys aren’t scared to take an 

argument in public. That the air is cleared, and you, or we, as I believe I can say as per my 3 

years here, can actually move on… So I try to explain to out guests why you act as you do, 

using the “clear the air” example… I hope it is changing some of the guests mindest, but I 

am not really sure…. And, I always try to introduce the concept of “hygge” to my guests, I 

simply love that word! 

S: I will get back to your comments in a moment but firstly some quick questions, is this trip a 

part of a packaged holiday? 

Z: Yes. This tour is a part of a 10 days trip to Scandinavia, where we are visiting Denmark, 

Norway, Finland and Iceland. 

S: Does your guests receive any information on the trip before they leave Hong Kong? 

Z: Yep. They get a lot of information… As you said, we have an itinerary, and they of course 

book their holiday after having read this… 

S: In broad terms, what is in this itinerary? 

Z: Mainly just the point by point what we are doing.. People know that Scandinavia is rich on 

history and “hygge” haha. 

S: Why do you think that the Osloferry is a part of the itinerary? 
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Z: I believe it is a great way to get from a to b on trips like this… People pay a lot of money 

for these trips, so you could argue that a faster way, such as bus or airplane would make 

more sense. But, this trip offers an escape. An escape from having to go to all sorts of 

places in as little time as possible, as we only have 10 days to show people Scandinavia. 

But, 10 days on the run, can be very stressful. But, people from Hong Kong do not show that 

they are stressed or worn out, they keep running around to see everything the tour has to 

offer… And… I mean. I am not sure that this is why it is a part of the trip, but, in my opinion it 

is an amazing part – people are forced, so to say, to relax. And on the same time they see 

one of the best views that Scandinavia has to offer, from deck – and I always recommend 

people to on deck, both when leaving Copenhagen, where they can see Elsinor Castle, but 

especially when we enter the Norwegian fjords. That is amazing! And, as usual, hygge… 

You not, not have a good time here, you can not, not be relaxed. 

S: So, from you perspective, what is the perfect way of travelling? 

Z: I mean, as we have limited time to show everything for our groups, one could argue that 

the Osloferry is a bit slow. But, another part of the trip is the ferry from Stockholm to Helsinki. 

I think what people enjoy is the escape from the everyday lives… And, after a few days of 

rushing to one attraction after the other people could be a little tired. So, onboard a ferry, 

there are only so many things to do. And I think that this is what our guests really appreciate, 

of course without ever saying it out loud… I mean, they are visiting Scandinavia to see as 

much as possible and come home and be able to tell about it… So, maybe the fact that it 

maybe a little understimulating onboard, don’t get me wrong people have a good time – but 

understimulating as opposed to running around in big cities… So, they enjoy these “ferry-

brakes” a lot I believe! And, it is also here where they can, without question, get the best 

pictures from there entire trip to Scandinavia, and I highly believe that it much valued. 

S: You said that’s you urge people to go on deck and experience the view – are there any 

other things that you recommend the guests. Or are there like an itinerary aboard the boat? 

Z: There are. People at least pay up front for the evening and morning buffets. Most of the 

time people are there, but sometimes people want some alone time and choose to eat at 

different restaurants, but rarely… Otherwise, I mean, I tell people what the boat has to offer, 

and the get some printed papers where they can see what the boat has to offer and then we 

just let people run loose… And, then we join in the evening for dinner… That’s pretty much 

it. And, of course, I let them know where I will be during the trip, so they can always get a 

hold of me in case something should happen or they want some recommendations. 

S: Do you think that the relatively high travelling time results in people getting a little bored at 

some point? 

Z: I don’t think so… I mean, some people, who are not travelling with children might get this 

feeling… And, I have taken the ferry with personal friends, where we took it both ways. On 
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the way back it was kind of boring in the end. We had experienced everything there was. 

But, I think it is not necessarily a bad thing, it really got me relaxed not knowing what to do… 

We had to play cards most of the time on the way back, and in the end it was really 

satisfying to have done nothing. I was eager to get back to the everyday life I live… But, 

maybe, I mean most of the evening activities involve, if not drinking, then people drinking. So 

maybe it could be. But, as said, people from Hong Kong do not complaint, at least not to my 

face… And I have not heard any complaints from my employer yet, and I have been doing 

this trip for three years now. So it does not seem as such… 

S: Do you participate in any activities with the guests onboard? 

Z: I of course eat with the group… Otherwise no… I mean, I don’t go to the swimming pool 

or anything like that. But, they know where to find me, so if anything goes wrong they are not 

forced to test their English language, in talking to the staff onboard. They can always come 

to me. 

S: Do you feel that it is an issue, or could be, that people from other countries do not speak 

as good English nor Danish.. So as a communication issue between staff and guest? 

Z: It easily could.. But, as we are on a ferry, where the employees are friendly and basically 

live on the ferry, there are very capable of helping… Also, in my experience, I rarely see 

families taking the boat, where no-one speaks any foreign language. Someone speaks 

English, if any, the children, but most of the time people are travelling in big groups, where 

the group-leader is always easy to find… They cannot hide anywhere, haha. So, not really 

an issue I have experienced. 

S: Do you, or anyone from your groups, interact with other guests? 

Z: Not very often… Sometimes a drunk Dane might come and talk to some of us, when we 

are having a cup of tea or a soda in one of the bars where they play live-music. And this is 

usually just nice conversations, but mainly when someone is there to translate. Just the 

usual “where are you from”, “why are you here”… The same questions as you are asking as 

a matter of fact, haha. Are you drunk? 

S: Haha, sadly no! How does your group react to this? 

Z: They tend to become a little insecure, kind of like protecting their children from these, 

usually, tall white men… But, when I start talking to them, and translating a little bit, it usually 

ends up in a good experience, where we get something to talk about and laugh at, 

afterwards… 

S: If you weren’t to “protect” them, do you think it could give a negative image of 

Scandinavian people? We do tend to drink a lot… And, as you said, people from Hong Kong 

do not lot appreciate those face to face interactions. And, drunk people are loud, I guess. 

Z: Yes. I think it could be a real risk, that some people are scared by this. But, then again, if 

anything real happens, someone from the staff will interact. But, of course, someone from 
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other cultures, might be offended or a little scared, without the staff noticing, because they 

might see as some “teasing”, where the guests could see it as threatening… But, to my 

experience, it has not happened – maybe because if have become more like you guys 

during my time here… 

S: Why, maybe how, do you see this trip as fitting into the trip of Scandinavia? 

Z: As said, from where I come from we love your nature. When we sail into Norway, up the 

fjords and everything, this is what I think people like the most. In my personal opinion I love 

the “hygge”. The “doin nothing” time… But, maybe this is not something that should be like 

the identity when marketing the ferry in other countries. I don’t think that people would pay a 

lot to be able to do nothing… And, then there is the food. 

S: How about the offerings onboard? Like the food, the entertainment, the shopping? 

Anything there that you think fits the image that Scandinavia has in Hong Kong? 

Z: Maybe the buffet, with all the seafood… I think that is a reason why we use it in our tours, 

but not at all the main reason… 

S: As the last question: do you think that DFDS could do anything to improve their offerings? 

Z: Well, in my opinion people are satisfied with the product… Maybe there are too much time 

doing nothing. Especially when there are no children and we do not drink. But, with our 

knowing I think people enjoy doing nothing more than themselves know. And think that 

makes people enjoy this, more than they know. 

S: We have talked with some other guides who feel that it would be nice to have some tea or 

breakfast early in the morning on the deck, do you agree? 

Z: Well If it was there I’m sure both my guest and myself would enjoy it. It would be nice with 

something other than fresh air (haha) 

S: Perfect, thank you very much for your time. Enjoy the rest of the trip and have great time 

in Oslo. 

Z: Thank you. And good luck with the thesis! 
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(A: 6) Transcription of Interview with Damrun Pon  

 

K: Kristian  

 

D: Damrun Pon (Tour Leader) 

 

K: Thank you so much. Firstly, I will just give you a short briefing about the interview, where I 

would like to focus on your perception of the experience on the Osloferry. In short, our 

research, me and my thesis partner - thi guy over there, pertains to people originating from 

the East Asia, and how they perceive the Osloferry - both concerning the experience offered 

in genera and also know the reasons, or satisfaction, with the chosen mode on 

transportation.. 

We are interested in your opinion concerning the experience that is offered aboard the ferry, 

and we would like to gain insights into their expectations and how people taking the ferry 

experiences it, and how they feel that their expectations are met. 

 

The interview will be an open conversation, where we will be asking questions about your 

own reflections on the subject at hand. Therefore, we will be asking broad and open-ended 

questions, since we are interested in your own personal opinion, and to find out what you 

value as important. There are no right or wrongs, it is your personal understanding we are 

interested in. If you say anything that you regret, you will always have the opportunity to 

retract that particular statement. 

K: So could you please introduce yourself with name and position? 

D: yes, my name is Damrun Pon and I come from Thailand 

K: and are you a tour guide? 

D: I am a Tour Leader  

K: What tourist agency are you working for? 

D: a European agency 

K: not a Thai agency? 

D: yes but in Bangkok 

K: okay - what does your position as a tour leader mean, what do you do in your job… 

D: yes.. I am a Tour leader, so I go with the group all the trip.. I have tickets and make sure 

everyone is safe..   

K: you say safe.. do people tend to feel unsafe here? 
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D: no no.. (haha) but I have the responsibility for them and make sure they get to places on 

time… sometimes I also translate for them because they… they sometimes feel a bit… 

maybe frightened to talk with strangers here in Scandinavia  

K: Okay, so you help them with any issue and they expect that you have everything under 

control on the trip? 

D: yes yes I always do that 

K: So how do you think it would like for your guests if they didn’t have you with them to help 

with the interaction between locals? 

D: well.. I think they will not feel that relaxed and they will have hard time with going to dinner 

and going to see the view maybe 

K: so your guests would be more scared or worried about things and then not be that relaxed 

and have fun? 

D: yes yes… they want to have a break with this trip… and that is why they buy it.  

K: Are you going with the group to Oslo? 

D: yes.. 

K: is it the first time? 

D: No, I went last week  

K: oh okay, so you are getting guests all the time? 

D: yes  

K: Do you live in Copenhagen? 

D: In Copenhagen no, we came in the morning.  

K: so you came directly from the airport? 

D: from the airport we did sightseeing and had a lunch, went on a sightseeing tour, and then 

there was some free-time for shopping and then we came here.  

K: And can I ask you… why do you have this job? 

D: why I have this job… because I love tourists.. 

K: you love tourists? 

D: yes, I have a lot more experience when doing this job 

K: so we can agree that you like it? 

D: yes I love it 

K: So is this trip part of a packaged tour? So they buy only one ticket for everything? 

D: yes everything is in one package for one price.  

K: So you have been to Copenhagen and are now going to Oslo, where are you going after 

that? 

D: to Stockholm and to Helsinki and we leave from Helsinki back to Bangkok  

K: so how many days? 

D: six days  
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K: That’s not a long time actually.. 

D: not a long time. 

K: are you in some form collaborating with DFDS, the cruise.. are you getting any 

information about the cruise?  

D: yes we get some information about who we have to contact and when new things 

happen on the cruise. But not much… 

K: Does your guests receive any information about the trip.. like an plan for the holiday? 

D: yes yes they do.. we have different types of trips… 6 days, 10 days and more and then 

the guest choose the one they like most 

K: Okay, do see this trip as good experience for your guests to take the cruise? 

D: Oh yes, we have on this trip two cruise - one here and another one to Helsinki.. called 

Silja Line.. 

K: okay so from Stockholm to Helsinki? 

D: yes  

K: And do you see this trips or cruises as a good experiences for your guests? 

D: yes I think it is a good experience for my group 

K: do you have an agenda for your group.. like some different thing you want them to do or 

see on the cruise from Copenhagen to Oslo...? Like going to certain restaurants or bars? 

D: Yeah yeah, for this group I have. We have booking time in the restaurant.  

K: dinner..? 

D: dinner and for breakfast too.  

K: Which restaurant is this in? 

D: the buffet restaurant.. we eat at the buffet every time..  

K: So could you quickly tell me what you do on the cruise… such as where do you go? 

D: yes some people go to bar after dinner and some people go to casino after dinner haha 

they are very happy about the bar and casino.. (haha) 

K: (haha).. and do your group also go to the tax-free shop? 

D: yes they do. Many from the group do 

K: is there something the cruise offers that are better than other things they offer? 

D: yes I think the discount 10% that is good for the customer in the tax-free 

K: so there is a lot oy your guests who buy? 

D: yeah they like to buy designer things  

K: Do you go with them to the restaurants, bars, go to tax-free shop and so? 

D: yeah yeah.. I eat with the group always I do everything with my group.. but they also go 

around alone.. but mostly Thai people like to do things in group.. and I also think that that is 

nice to not be alone.. right!? 

K: and they have no problem with that? 
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D: no no they are.. they feel safe here.. people are nice 

K: do you feel that asian - Thai people - are being treated differently on the cruise, than 

maybe other guests or by guest? 

D: well actually I come to DFDS many times before I don’t see too many chinese groups. 

That I think is good for us (haha)... that is good for us… but sometimes it is difficult for my 

guests to understand the english language when maybe the staff ask them questions… or 

sometimes Scandinavians are not so patient with Thai people because of the language 

difficulties so my guest can be a bit frightened to talk with people from other countries..   

K: Do you and your group talk or hang out with other guests on the cruise.. with 

Scandinavian guests? 

D: yeah we do, well not so much talk but people are friendly to all I think, but Scandinavians 

are very direct, so as I said Thai people get a little frightened haha  

K: Do you have the feeling that your group like the cruise? 

D: they have a good experience and they are happy… and and it is good for them 

K: why do you think the cruise is a part of trip? 

D: because when we fly with the plane you don’t have relaxing time.. only you go to the 

airport and then you fly one-ten hours and then you finish. But for… when we go on the 

cruise we have 12-14 hours for relaxing, shopping, for walk, for sightseeing, for the view and 

I think it is good. 

K: Is their anything wrong with DFDS, what could they improve anything on the cruise? 

D: actually… for shopping is not so much.. it would be good with more shopping... like Silja.. 

Silja Line they have big shopping… and it I think free Wifi could be better.. there is bad wifi..  

K: so Thai people like shopping? 

D: (haha) yes yes they do.. 

K: Do you think that the meaning with this round-trip is to go to Scandinavia or to go with the 

cruise? 

D: I think… I think it is both cruise and Scandinavia… we go on two cruise everytime - DFDS 

and Silja Line - so it is big part of the trip.. and the view is very nice both places  

K: How many times have you taken this trip? 

D: at least 10 times.. 

K: how would you define you favorite thing about the cruise? What stands more clear to 

you? 

D: for me.. I am happy for the food and the view and the 2-3 hour before Oslo we can sail 

through the fjords and that is very beautiful… but actually for improving.. no shop is open 

when we go on deck and it would be nice to have something to drink or eat when we looking 

at the view.. many from my group ask me for tea or snack.. so sometime I buy something 

before like nuts so they can have something..  
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K: okay, and do you think your guest ould buy this? 

S: yes I know they would like to have some snack or food and they would spend their money 

on it. because they often ask.. 

K: would you consider recommending this cruise to friends or family? 

D: yes yes.. I recommend to my friends every time I come here. I say one time you have to 

come to the cruise..  

K: has any of you friends done that? 

D: yes a couple of my friends come on this tour and on the cruise 

K: oh that’s great.. is there anything you would like to say?... something we have not talked 

about? 

D: no..no I don’t think so.. I have to take my group now  

K: Okay that is great.. I also think that was about everything I had.. thank you so much for 

your time and have a nice trip 

D: you are welcome.. thank you so much  
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(A: 7) Transcription of Interview with Anurat  

 

K: Kristian  

 

A: Anurat (Tour Leader) 

 

K: Well let’s get started with the interview. I would first of give you a short briefing about the 

interview, where I would like to focus on your perception of the experience on the Osloferry. 

In short, our research, me and my thesis partner - (that guy over there) pertains to people 

originating from the Asia, and how they perceive the Osloferry - both concerning the 

experience offered in general. We are further interested if your satisfaction with the offered 

aboard.  

We are interested in your opinion concerning the experience that is offered aboard the ferry, 

and we would like to gain insights into their expectations and how people taking the ferry 

experiences it, and how they feel that their expectations are met. 

The interview will be an open conversation, where we will be asking questions about your 

own reflections on the subject at hand. Therefore, we will be asking broad and open-ended 

questions, since we are interested in your own personal opinion, and to find out what you 

value as important. There are no right or wrongs, it is your personal understanding we are 

interested in. If you say anything that you regret, you will always have the opportunity to 

retract that particular statement. 

 

K: Would you please introduce yourself with your name and work position? 

A: I am Anurat.. 33 years and I am from Thailand… I work as a guide for tourists 

K: What tourist agency are you working for? 

A: Thai agency 

K: what is it called? 

A: it is called (????) 

K: pardon..? 

A: called (????) 

K: Okay, what do you do as a group leader? 

A: I meet the groups in Thailand and I go with them around Scandinavia  

K: so you take care of them… you have their tickets and such? 

A: yes I get tickets and make sure that they are happy and safe… because they pay a lot of 

money to come here 

K: Do you think that Scandinavia is an unsafe region? 
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A: no but they expect me to take take care of them.. it can be a bit stressful sometimes 

(haha) but not unsafe.. Scandinavia is very different to Thai and I want to give my guest a 

relaxing holiday.. so they don’t have to think about anything   

K: So they expect that you have everything under control on this journey 

A: yes. 

K: What influence do you think it would have, if you were not available to help in the 

interaction between your guests and locals/hosts? 

A: Hmmm, i think that maybe my guests would feel less free to do what they really wanted… 

Maybe they would not experience as many things, because they could not make it happen, 

as it would be hard for many Thai to for example book a trip, or order things to eat and 

drink…  

K: So, maybe it would give them more things to think or worry about 

A: Definitely! Almost all of my group have booked this trip because they want to experience 

Scandinavia, but, also feel relaxed from everyday lives during the trip. 

K: Did you come directly from Thailand? 

A: yes.. or we stayed in Copenhagen for two nights  

K: did you like the city? 

A: yes very much.. I have been here before many times  

K: Cool.. great.. is this trip part of packaged holiday.. by that I mean do your group pay for all 

the trip in one price? 

A: yes only one price for everything.. fly, cruise, hotel and some foods  

K: okay. Are you collaborating with the staff with DFDF.. I mean do you receive any 

information about the cruise and what it has to offer? 

A: yes I get information from my agency about the cruise  

K: And do you give any information to your guests before departure?  

A: yes when they bye they get information about what they will see and where we go 

K: So why do you think this cruise is part of the plan? 

A: I think that it is a nice break from going around and see a lot of things.. my people wants 

to see a lot of things and take a lot of pictures that they can show their family and friends.. so 

sometimes it can even be a bit stressful for them to go sightseeing all the time. The cruise is 

a good way to make them relax.. 

K: How can they relax here? 

A: like here they can’t get lost (haha) so they can walk around alone and just drink tea o 

coffee, go shopping or go to deck and look at the sunset and the ocean… especially my 

guest like the view  

K: Do you see this trip as a part of the overall experience of Scandinavia? 

A: I’m not sure what.. 
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K: like… do you think that this is a good part of the trip to Scandinavia? 

A: yes very good part.. as I said people relax and get more energy to go and see the rest of 

the trip… and also for me it is more relaxing this part of the trip  

K: okay. So it is a relaxing trip.. would you say that your guest seem entertained during this 

cruise? 

A: yes because some like to just relax and maybe take a nap or walk around the ship.. do 

shopping.. and then some of my guest like to go to the bars or the dance club in the night 

and maybe have drinks.. and I also like that (haha).. and in my group who have children they 

can let their children run around.. and there are thing to do for them.. i know that they can do 

treasure hunt and there is swimming pool and games.. that is good 

K: (haha) would you prefer to come quicker to Oslo.. I mean would you rather fly? 

A: no because that is not relaxing and my guest would not get a good break… they would 

also not see all the nice things like sailing in the Oslo fjord and do shopping.. and for guests 

with children it is difficult to go by fly because the children get bored..  

K: Okay.. what offering do you think is the most used by your guests? I mean is it the 

restaurant or bars.. 

A: I think that many of my guest like to go for the shopping.. they like to buy Scandinavian 

design.. and then again many of my guests like to get up early in the morning and see the 

view of the fjord.. some like to drink.  

K: but most people go to see the view? 

A: yes all do that.. also the ones who drink at night (haha) 

K: so you say you like to drink (haha)... do you go out and drink with you guests and do you 

eat with them as well? 

A: yes I eat with them at the buffet and I also go out to the bar with the ones who like to 

drink.. and then we watch the view together in the morning.. but I don’t go around with them 

all the time they go alone to shopping and sightseeing on here… but they know where they 

can find me… but many like to have me with them because they don’t speak that good 

english 

K: do you see language as  problem then.. do your guests get nervous when they have to 

talk to staff? 

A: yes sometimes.. they like when I speak for them.. but staff and people are very friendly 

here  

K: Why do you think the cruise is part of this trip? 

A: because it is a relaxing time… and as I said the view of the fjord is part of plan to go 

here.. I think that is a big part of it 

K: would you recommend this trip to friends and family? 

A: yes yes I always do it is a nice trip 
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K: yes.. lastly, is there anything you would like to improve on this cruise? 

A: I.. I think it is a good cruise… but I think sometimes that there is not that much to do here 

on the cruise and  the music in Columbus bar can be better... for guests who don’t drink 

there should be more things to do.. and when we go to see the fjord in the morning there 

could be more.. shopping.. like breakfast on the deck or something 

K: do your guest ask for something to drink or eat on the sun-deck? 

A: yes they do actually ask for food or tea… so I think that would be very nice  

K: so you think they would pay for it? 

A: yes because we could eat and drink a little thing here before going to breakfast buffet 

later  

K: I will let you join your guests now.. thank you so much for your time.. and enjoy the rest of 

your trip. 

A: thank you 
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(A: 8) Transcription of Interview with Nedapad Panomsap  

 

K: Kristian  

 

N: Nedapad Panomsap (Tour Leader) 

 

K: Thank you so much I know you don’t have that much time. Firstly, I will just give you a 

short briefing about the interview, where I would like to focus on your perception of the 

experience on the Osloferry. In short, our research, me and my thesis partner - thi guy over 

there, pertains to people originating from the Asia, and how they perceive the Osloferry - 

both concerning the experience offered in general and also know the reasons, or 

satisfaction, with the chosen mode on transportation. 

We are interested in your opinion concerning the experience that is offered aboard the ferry, 

and we would like to gain insights into their expectations and how people taking the ferry 

experiences it, and how they feel that their expectations are met. 

 

The interview will be an open conversation, where we will be asking questions about your 

own reflections on the subject at hand. Therefore, we will be asking broad and open-ended 

questions, since we are interested in your own personal opinion, and to find out what you 

value as important. There are no right or wrongs, it is your personal understanding we are 

interested in. If you say anything that you regret, you will always have the opportunity to 

retract that particular statement. 

 

K: What is your name? Could you please introduce yourself? 

N: So my name is Nedapad Panomsap from Thai people.. from Thailand.  

K: Did you come directly from Thailand? 

N: yes we fly with Thai Airways to Copenhagen 

K: How would you describe you job as a Tour leader? 

N: It is work for me to.. I am at work so I need to take care of them around Scandinavia.. 

K: In what way do you take care of the guests? 

N: I have all the tickets and I know where we are going all the time. I make sure that all my 

guests are happy. I have to know where they are  

K: so do your guest assume that you are in charge of everything? 

N: oh yes, that is part of the prices (haha) 
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K: How do you think it would be if you could not help with communicating with locals and 

staff? 

N: I.. I think it would be very difficult for many of them to enjoy the trip because… they would 

be worried a lot about how to do things… like finding the deck.. or cafe 

K: so they would be less relaxed and more worried? 

N: yes they want to relax and have a nice trip in Norway but also they want to be told what to 

do all the time (haha) 

K: haha okay so what tourist agency are you working for? 

N: a Thailand tourist agency.. from Bangkok…  

K: Have you taken this trip before? 

N: I have been on this trip many times.. maybe 20-30 times..  

K: wow that is a lot of trips… Is this part of packaged trip? So where you pay one time for 

everything? and where are you going after Oslo?  

N: Yes only one time you buy.. so my group by 12 days in Scandinavia.. so we go 

Copenhagen, Oslo and then some fjords in Norway… then Stockholm to Helsinki. 

K: sound nice and relaxing..  

N: yeah for my group not for me (haha) no but it is more relaxing on the cruise than in 

Copenhagen or Oslo… because people on the cruise cannot get away and I relax more 

K: So you feel that your guests can go by themselves here?  

N: yes yes 

K: Okay. Do you like being tour leader? 

N: yes.. yes very much I love it.. 

K: What about i do you love? 

N: I love travelling and meeting new people.. and i like the people here and the nature  

K: That’s great.. it is always good to love what you do... So when you take the cruise do you 

collaborate with DFDS in any way?... do you get any information from DFDS about the 

cruise? 

N: yes yes.. I been here many times so the staff knows me.. and I get information about 

things on the cruise..  

K: what kind of information? 

N: like.. restaurants and new things  

K: and does your guest get the same information? 

N: no.. not the same.. but some plan of what we will be doing. Then they know what we have 

to when we are travelling and they know where they have to be  

K: okay.. Do you see the cruise as a good part of the trip? 

N: yes.. my groups like to relax.. so it is nice to have some time to relax and eat and do 

things.  
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K: What do you want your group to see? like things on the cruise? 

N: yeah … I make list of things.. after they go to room we meet outside to see the view when 

we leave… and we go to the tax-free shopping and then dinner..  

K: Where do you eat dinner? 

N: the buffet.. always the buffet 

K: do you like the food? 

N: yes yes very nice.. and groups like the food.. there is.. something everyone likes.. many 

of my guests eat the shellfish.. it is different from Thailand and something Thai peopel like to 

try 

K: okay.. Do you feel that your groups are entertained on the cruise? are they bored or.. 

N: no they like the different things.. there is a lot to do. 

K: what do they seem to like the most.. I mean the offerings? 

N: many like food and many like the tax-free shopping.. after dinner some go to the bars and 

drink or on outside and look at the view. Many like the view when we come to Oslo some 

hours before.. it is very nice and beautiful to see the view of fjords.. and my groups are very 

relaxed here  

K: is it like a little break in the holiday (haha) 

N: (haha) yes yes people are relaxing.. cannot go anywhere and have to stay and relax   

K: do you go in one big group around the cruise? 

N: in the beginning yes.. after dinner my group have free time to do what they want.. I go 

with some of them to the bar or we go again to tax free shopping. They like the 10% discount 

on shopping 

K: So you eat dinner with them? 

N: yes always.. also breakfast  

K: okay.. do you feel that asians are treated different than other guests? 

N: no people are very nice but thai people do not talk that much with other guests here. They 

like to be in the group 

 

K: Good.. why do you think that this cruise is part of the trip? 

N: it is nice for the group to relax after being on sightseeing in Copenhagen 

K: So would you have preferred to go by plane or bus? 

N: no we travel long time from Thailand and flying is not relaxing.. so it is good to have time 

to shopping and drinking and eating 

K: so it is an important part of the trip to do the cruise? 

N: yes yeah.. very much.. and we have another cruise from Stockholm-Helsinki.. so very 

important. my groups like to go on the cruises.. it is very relaxing  
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K: You said you have taken the cruise many times before, how would you describe the most 

memorable thing about the cruise?  

J: yes I think this is a better cruise, because this cruise have the shopping and good food 

and everything (haha)... and also we go in the morning up to the deck and watch the… 

K: the fjord? 

J: yes yes.. the fjord and it is very pretty and my groups take many pictures from there.. it is 

very different from Thailand  

K: should something be improved? 

J: well everything is very nice.. you know rooms, food, bars but for Thai and asians there 

could be more shopping.. shopping is good but not big enough (haha)  

K: Do you think other thing could be better, we heard some other guide express that it would 

be great to have breakfast on deck in the morning, what do you think? 

J: yes… I think I would like that.. because… I think the buffet opens later so it could be nice 

with just some tea or coffee 

K: Okay, good point. would you recommend this trip to family and friends? 

N: yes I do all time… I say to friends that they should come with me..  

K: Did any of your friends come with you? 

N: yes three friends come  

K: that’s great… are there anything else you would like to say? 

N: no no.. yes I like the cruise… my groups always say it has been a good time..  

K: well thank you very much for doing this. I hope you are going to have a nice trip around 

Scandinavia.  

N: thank you  
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(A: 9) Transcription of Interview with Dim-Kan  

 

S: Simon  

 

D: Dim-Kan  

 

S: To begin with I would like to explain why we do this interview. 

D: Sounds good 

S: We would like to get to know more about people, originating from Asia’s perception of the 

Osloferry. In broad terms we would like to know what you think about the experience offered 

on board, and also know the reasons, or satisfaction, with the chosen mode on 

transportation. 

D: I can help you with that. 

S: Great! Could you please introduce yourself? 

D: My name is Dim-Kan, I come from Thailand and I am 48 years old. 

S: Who are you travelling with? 

D: I travel with my family, my two sons and my husband. But, we four are travelling in a 

larger group – I think we are around 25 people in all. 

S: Why are you taking this ferry to get from Copenhagen to Oslo? 

D: Well… I don’t know… It is a part of the packaged tour we are doing in Scandinavia and 

Northern Europe… 

S: How would you describe the perfect vacation for you? 

D: Well… that is a good question. To begin with I would want my family with me! Maybe I 

want a mix between relaxation and sesing stuff. 

S: How about the perfect transport mode on your vacation? 

D: well, now that you ask. This ferry seems like a good mix.. I mean we get to be relaxed on 

this ferry, our kids are entertained and we are – for now at least… I hope they will for the 

entire trip. I seems a little long time to be on a ferry. Maybe it is just me. 

S: What do you mean exactly by “good mix”? 

D: Well, as I said about the “perfect vacation”, I would like a mix between relaxing and going 

around sightseeing… On this ferry we get to relax, as there is only so much to do.  

But also we get to see, at least we were promised, to get the perfect view of the beautiful 

landscape in Norway.. So, this ferry offers both – and we get to go from a to b. Without 
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having to try to keep the kids to stay quiet in an airplane, when the pressure gets their ears 

to hurt and make them sit still… 

S: Which activities are you looking most forward to, or have enjoyed the most so far? 

D: We have only been on the ferry for 3-4 hours now, so we have just been relaxing, my 

husband and I, while we have let the kids run loose… And, I guess, this is what we had been 

hoping for… Well, we got some good pictures of the famous Hamlet Castle when we left 

Denmark, so that was great. Now I am looking forward to the evening buffet with all the 

shellfish. It was a part of the packaged tour, so hopefully it is great… 

S: What do you think of the furnishment on the ferry? 

D: I don’t know… Fake gold and everything. I guess it is nice enough, but not a thing I had 

given thought until you asked 

S: What about your group-leader. Are you closely connected to him? Or is he just someone 

who makes sure you are going to the right places in the right time, so to speak? 

D: Well, mostly he is just someone who… the last sentence you used, haha. 

S: How about the other guests? I mean, you speak very good English, does this change it? 

D: Definitely. I think I, or my family have a big advantage… Usually we don’t book packaged 

tours, but usually we don’t travel this far away from Thailand. But,  don’t think that it has 

been as necessary as we believed it would be…  

But, the other guests from our group are much more dependent on the guide. They cant 

even order a cup of tea without getting the help of someone with English language.. This 

also means that they go on all the tours offered in the package, where we have chosen to 

take some days away from the group. But, that is not even a possibility with the others 

people from the group. 

S: How have you gotten the language skills? 

D: I have been working for the red cross, so I kind of had to learn it… And I am so happy that 

I did. I really like talking to other people. For example you. And that is not something that 

many other Thai tourists get to do. 

S: How about the service onboard. Is it easy to get help from the staff? Both considering 

help in purchasing the right things in the shop – I see you have doing some shopping… But 

also other things? 

D: I had no trouble getting the help I needed… I have bought some perfumes, less than 100 

ml of course. And they were perfectly friendly, and very willing to help me. 

S: how about other group members? 

D: I honestly don’t believe that it would be easy for them… If they were to get any help they 

would have to get help from our guide. It is not that the staff wont help, it is just that they 

cannot communicate… because of language. 

S: In general, why are you visiting Scandinavia and Northern Europe? 
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D: We wanted to experience something entirely new… We come from Bangkok, so we 

wanted to experience some place different and use our money to get away for some time! 

We got the impression that Scandinavians are nice and welcoming people with a very rich 

history and beautiful nature… So these are the main reasons. 

S: How did you get the impression that this is how Scandinavian people are? 

D: Well, my brother actually took the trip two years ago, and he has been recommending it to 

everyone ever since, saying that everyone was just like in the fairytales… I dont know if he 

means it or if he is just…  

S: Gloating? 

D: Exactly, haha.   

S: What do you think now? 

D: I mean, so far everyone has been nice. So, so far it is true. 

S: Why, in your own opinion, do you think that this trip is part of the packaged tour? 

Considering that there are faster ways of getting from Copenhagen to Oslo… 

D: If what I have been told about the view from the deck, and what I saw when we left 

Copenhagen, I think that that is one of the main reasons. Not to sound racist or anything, but 

we all know how much especially Chinese, but I general all tourists, like taking pictures. And 

I definitely hope to get some great ones to show when we enter Norway.  

Otherwise, I think that many people, who are doing such packaged tours, tend to get a little 

stressed – I mean, if we weren’t capable of speaking English, and if the locals weren’t either, 

we would have been following our tour guide everyday all the time. That would have meant 

that we would have never had a minute to relax… And I think that this trip is a great way to 

get some time off, withour feeling that you are wasting valuable time that could have been 

spent going to see some castle or whatever… We are moving from a to b, but also 

experiencing a part of this ferry, and getting to see the beautiful landscape in one and the 

same time… 

S: Do you think that DFDS could improve their offerings in any way? 

D: I don’t know… Maybe there is a little entertainment for grown ups… At least if you don’t 

appreciate drinking as much as the Danes or Norwegians…  

Not that it bothers me that they drink, I guess I could just drink some more haha, but i wont 

because of my children. But, I think that the main thing people do on this boat is to enjoy 

time together, but there could be something other than the arcade, the bars, casino or 

arcade… Maybe it is just me, but I think it is limited as to how much time one can spent 

doing those things… Hopefully there will be some good live music tonight! Then I might grab 

a drink and enjoy that… Otherwise, it is fine for now. Now I am just enjoying doing nothing. 

 

S: Do you think you would recommend this trip for relatives? 
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D: Definitely! Especially those travelling with their kids. It is nice to feel safe letting your kids 

run loose and get some time for yourself. And a great way to get a break on such an good, 

but sometimes tiring [exhausting] tour as this is, because we have to see so much in such 

short time. 

S: Thank you for your time. That was all the answers i needed. 

D: Thank you. Enjoy the trip and good luck. 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



43 

 
(A: 10) Transcription of Interview with John  
 
K: Kristian  
 

J: John (guest) 

 

K: Well hello again, my name is Kristian. Firstly, I will just give you a short briefing about the 

interview, where I would like to focus on your perception of the experience on the Osloferry. 

In short, our research, me and my thesis partner - thi guy over there, pertains to people 

originating from the Asia, and how they perceive the Osloferry - both concerning the 

experience offered in general and also know the reasons, or satisfaction, with the chosen 

mode on transportation. 

We are interested in your opinion concerning the experience that is offered aboard the ferry, 

and we would like to gain insights into their expectations and how people taking the ferry 

experiences it, and how they feel that their expectations are met. 

 

The interview will be an open conversation, where we will be asking questions about your 

own reflections on the subject at hand. Therefore, we will be asking broad and open-ended 

questions, since we are interested in your own personal opinion, and to find out what you 

value as important. There are no right or wrongs, it is your personal understanding we are 

interested in. If you say anything that you regret, you will always have the opportunity to 

retract that particular statement. 

 

J: yes.. so is their any questions? 

K: yes (hehe) so could you please introduce yourself? 

J: so my name is John and we are from Thailand and this is the first time we visit here.. so it 

is very cool..  

K: Did you come directly to copenhagen from Thailand? 

J: yes from Thailand - we stayed in Copenhagen for a couple of days 

K: Did you enjoy it? 

J: yes but the weather… is compared to my country very different.. it take some time to 

adapt to this environment..  

K: yes that’s true.. can I ask you why you are taking this ferry to Oslo? 

J: yeah well we are going to Oslo.. Norway.. we want to see the difference in living over 

their.  

K: Is it a part of a packaged holiday? 

J: Yes I have a Tour guide - over there  



44 

K: What does the tour guide do? 

J: he have tickets and make sure that we are safe and have everything we need.. 

K: do you feel unsafe here? 

J: no no no, but this is very different from my country (Thailand) so I its good for me to have 

someone who knows where to go and so on..  

K: How would the perfect holiday be for you holiday? 

J: the perfect holiday… we should not do anything in a hurry and everything needs to be 

relaxed.. yeah.. we should spend all the money we have to make us happy..  

K: so you want a good time? 

J: yes good memories and being somewhere else… than just back in Thailand.. not being 

home is nice sometimes    

K: Did you have any expectations to this trip? 

J: yes, we want to relax and have a good time before going to Oslo  

K: Okay, what would you like to do on the cruise?  

J: I want to drink... yes.. and I heard there is a swimming pool so I want to go to that.. 

K: Okay, so you would like to go to the bars and have a drink and…  

J: yeah have a good night on the cruise…  

K: Did you watch the departure from the deck? 

J: Yes we did.. so we could get some nice pictures for family and friends  

K: and this is the first time you said? 

J: yes first time..  

K: what kind of cabin are you sleeping in.. are you all staying together? 

J: we are four.. so we have a two big rooms with large beds..  

K: Why have you buy them? 

J: we want to have a relaxing time, and the other rooms for four people were not nice and 

very small  

K: okay. You said that you are travelling with a tour guide? 

J: yes… well we actually came here because my my friend she lives here, so she is also like 

a personal guide   

K: ah okay.. and she is going with you? 

J: yes she is  

K: why are you visiting Scandinavia? 

J: as I said to see how people live and see different culture.. and we want to see how my 

friend lives, and she wants us to see her.. 

K: Would you have preferred a different transportation to Oslo? 

J: Actually I don’t know anything.. my guide and has planned everything.. but the cruise 

seems good so far and it is good to be with family and friends… 
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K: Have you been doing anything so far on the cruise?           

J: yes.. well so we looked at the view when we sailed from the harbour and then we have 

been walking around the cruise to see things and later we will eat at the.. the buffet and then 

I will drink (haha) 

K: So do you like the ferry and the things it has to offer... ? 

J: yes it is very nice and pretty.. and my mom and friend likes very much the shopping.. 

K: have you bought anything? 

J: yes I bought some clothes and souvenirs for friends..  

K: did you like the shopping? 

J: yes very nice.   

K: do you feel that something is missing? are you unhappy with anything on the cruise? 

J: no it is good… no I don’t like the internet.. that you have to pay money for it.. and the 

connection is very bad. That can be better I think  

K: good.. would you recommend this cruise to friends or family? 

J: well we have not finished the cruise yet, but I like it very much so far so yes I think I will. 

K: I can see you want to get going, so thank you so much for you time and have a great trip.  

J: thank you..  
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(A: 11) Transcription of interview with Sam from Indonesia  

 

K: Kristian  

 

S: Sam 

 

K:Thank you for doing this. Firstly, I will just give you a short briefing about the interview, 

where I would like to focus on your perception of the experience on the Osloferry. In short, 

our research, me and my thesis partner - thi guy over there, pertains to people originating 

from the Asia, and how they perceive the Osloferry - both concerning the experience offered 

in general and also know the reasons, or satisfaction, with the chosen mode on 

transportation. 

We are interested in your opinion concerning the experience that is offered aboard the ferry, 

and we would like to gain insights into their expectations and how people taking the ferry 

experiences it, and how they feel that their expectations are met. 

 

The interview will be an open conversation, where we will be asking questions about your 

own reflections on the subject at hand. Therefore, we will be asking broad and open-ended 

questions, since we are interested in your own personal opinion, and to find out what you 

value as important. There are no right or wrongs, it is your personal understanding we are 

interested in. If you say anything that you regret, you will always have the opportunity to 

retract that particular statement. 

 

K: So as I said this will be concern getting to know more about people from Asia’s perception 

of the Oslo ferry. In broad terms we would like to know what you think about the experience 

offered on board, and also know the reasons, or satisfaction, with the chosen mode on 

transportation. 

S: Sounds good, let’s do it. but… I don’t know how much time I have 

K: We’ll just make it short then  

K: to begin with could you introduce yourself? 

S: My name is Sam, i am from Indonesia and this is my second time in Denmark and my first 

time sailing with the ferry. I am 23 years old. 

K: Cool. Who are you travelling with? 

S: I am going on this trip with my mom. We like to travel together.. 

K: Alright. Why are you taking this ferry? 
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S: Actually, i come with a group tour… So, thats why.. and my mother always wanted to go 

and see scandinavia, so that i why we take this trip. 

K: So, like packaged tour? 

S: Sure, sure 

K: How would you describe the perfect vacation? 

S: Relaxing… And convenience as well… With the travel at least. And i want to see amazing 

things and I would like to be together with my family.  

K: What do you expect from the Osloferry? 

S: I would like it to be very comfortable and have excellent service when we go around the 

cruise. And i would like to see the amazing view! 

K: So, would you consider this trip as a travel to a destination or a part of the overall vacation 

experience in itself? 

S: Yes! The last part. The brochures we have seen from it, it is amazing view and nice place 

to be… So relaxing and amazing in the same time 

K: If you know anything about it, which activities are you looking most forward to aboard the 

ferry? 

S: I think that I’m will like to go to some of the bars here, and then maybe clubbing with some 

of the people we are travelling with… and then me an my mom will go and see the view 

when we come closer tomorrow to…? 

K: … when you come to Oslo? 

S: yes that’s right.. and then we also like to maybe go and do shopping here.. and maybe 

buy some things. they have nice things here  

K: okay, sounds great. Then you have a lot of things to do. In connection to the tour leader 

are you like closely connected to him? Are you, how should I say.. following him closely? 

S: Hmm no! Well, i don’t… Maybe some others do… 

K: Could you explain more? 

S: I dont follow him… I have visited Denmark and Scandinavia before with my school. So, I 

don’t mind going on my own with my mother. 

K: but you say that others do? 

S: yes.. I see other we travelling with likes to be very close to him, and go all the time with 

him. But we eat dinner with the other and the guide.. and that’s nice I think  

K: Why are you visiting Scandinavia? 

S: I have been here before, but my mom has not. So i wanted her to experience it 

K: Why? What do you want her to see in Scandinavia? 

S: The nature is awesome! I have been here before, but she wants to see mostly nature. So, 

we see the nature in Norway and we are going to Iceland to see that as well… and as I said 
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she will like to see when we come to Oslo where we sail into the city.. we have seen that this 

should be very pretty  

K: That sounds nice. So you seem happy about the trip so far? 

S: yes I feel that.. 

K: Is there anything you would like to have more of or something which is missing? 

S: no I don’t really think so right now.. but maybe tomorrow I have something (haha) 

K: (haha) okay.. 

S: I’m sorry but I think I have to go to my group now… if that is okay 

K: yes of course. Thank you very much and have a nice trip.    
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(A: 12) Transcription of Interview with unknown female guest.  

 

S: Hello. To begin with i would like to explain the purpose of the interview. 

G: …. Ok. 

S: We would like to get to know more about people from Asia’s perception of the Osloferry. 

In broad terms we would like to know what you think about the experience offered on board, 

and also know the reasons, or satisfaction, with the chosen mode on transportation. 

G: Ok. 

S: So, to begin with could you please introduce yourself.  

G: mmmmh… Do you want my name?  

S: If you don’t mind? 

G: No 

S: Alright, it is not strictly necessary, and you of course can refuse to answer any question 

that you do not like to answer. 

G: Okay 

S: Who are you travelling with? 

G: My husband. And the group. 

S: Why are you taking this ferry? 

G: It is part of the packaged tour 

S: How would you describe the perfect vacation for you? 

G: I don’t know… it is our first day here 

S: Well, it does not have to be about this trip. Just in general. 

G: I like to see new stuff…… attractions.  

S: As we have just boarded, we have not seen anything of the ferry yet or the trip. So, what 

is your expectations for the trip? 

G: Sightseeing. Nice view.  

S: Anything else? Do you know anything about what the ferry has to offer? 

G: I look forward to shopping. Danish design. And food buffet.  

S: What do you think of the interior on the ferry? 

G: It is hard to find way. Took 20 minutes to find our room. 

S: Haha, that is annoying… I had the same problem. What about your group-leader. Are you 

closely connected with him? And what do you use him for? 

G: We like our group leader. He is helpful. We cannot talk easy to many people, so he helps. 

And it is his job to show the country. 

S: Why are you visiting Scandinavia? 
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G: Beautiful countries. Have a nice view. And for shopping. 

S: Why, as you see it, don’t you just take an airplane to go to Oslo? 

G: Don’t know. Maybe this is breaking. Like relaxing. And we get good view and better 

photos. And we take ferry to Sweden, Norway, Iceland. 

S: Thank you for your time. That was all i needed. 

G: Ok, goodbye. 
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Meaning Condensing of transcriptions 

 

(A: 13) Examples of meaning condesing  

 

Zara  

 

S: Simon  

Z: Zara  

 

S: To begin with you might want to hear what our project has as its aim? 

Z: Yes, please. 

S: Concretely, our project pertains to the brand of the Osloferry. We want to know more 

about how guests visiting the Osloferry, and Scandinavia, experience the Osloferry and also 

why they have chosen this specific mode of transportation to get to and from 

Oslo/Copenhagen. We are only interested in you own personal experience of the Osloferry. 

The conversation will be an open one, and there can be no right nor wrong answers – we 

are only interested in what you think. Everything we be anonymous, and only ourselves, our 

supervisor and our external examinator will be able to see the interviews. 

Z: Sounds good 

S: What is you name, your age, and occupation? 

Z: My name is Zara, I am 26 years old and I work as a tourist guide out of Hong Kong, where 

we take Hong Kong tourists to Scandinavia. 

S: Perfect. So, you are travelling with a group today? How many people are you responsible 

for on this particular trip? 

Z: On this trip, as it is in the off-season, only have 18 people along. Usually we have 25-30 

people on a trip like this. 

- Season matters for these tourists 

S: Cool. What does your job as a tourist-guide entail? Both in general, but also specifically 

on this trip, with the Osloferry?  

Z: Well, I have been living in Copenhagen for now 3 years, so my main concern is to make 

sure that people are feeling safe – not that they are unsafe in any way. But Scandinavia is so 

unlike what most guests have ever experienced before. Our guests needs to be taken care 

of. Of course they are capable of doing things on their own, but to our knowledge, they want 

to experience as much of the Danish and Scandinavian culture as possible in the little time 

they have here – it is not like they come back – not in most cases anyways. So, make sure 
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that they see as much of the countries as possible and make sure that they never feel 

insecure… 

- As a tourist guide it is important that you make tourists feel safe. And that you guide 

them to see the as much as possible, due to their preferences for guidance because 

of time-pressure.  

- Cultural differences. Uncertainty avoidance.  

S: If you don’t mind, could describe what you mean by insecure or unsafe? 

Z: Of course, I can see how it can be misunderstood. What I mean is not that people feel 

threatened, but that people are visiting a place very unlike anything they have ever come 

across. People behave differently than what people are used to from where they come. 

- Cultural differences can infer negative emotions with people from Hong Kong. 

S. Can you come with an example? 

Z: Sure… For example in Denmark people are very polite, however, they are also very direct 

in how they approach people – take for example you guys, coming up to me and addressing 

me with this interview. I don’t mean to say that you were impolite, but in Hong Kong.. In 

Hong Kong in honestly don’t think that it would have ever happened, that two guys would 

ask for this… I mean, not like on the spot or how to say it. Maybe, we would have 

communicated back and forth and then made an appointment. A scheduled interview. If you 

look at it this way, people from Hong Kong can experience this as kind of face threatening… 

They do not ever want to be caught of guard. In connection to this, people from Hong Kong 

do not have the same.. for example queueing culture as you have… This could result that 

Danish people get angered about our “cultural” behavior. In turn people from Hong Kong 

would feel “threatened” that a Danish person would actually take the argument face-to-face 

in public with this particular person… So, my job is to make sure that this does not happens 

too often – and my guests are to a some extent aware of this fallacy, if not they get to know it 

at some point in during their visit, so they want me to be close to them most of the time… 

- People have different ways to react in certain situations. Especially when they come 

from different places (Hong Kong/Scandinavia) 

- Cultural differences can infer negative emotions. The tourists guide has a job 

to make sure this is not happening. 

S: That makes sense. Why have you chosen this job? 

Z: I like travelling, I like Scandinavia… So, it seemed like a great way to experience 

Scandinavia and live here, and on the same time travel, but also to show Hong Kong tourists 

other cultures and make them experience, what I think is so great about this place. 

- She likes Scandinavia. And, she thinks that Hong Kong tourists will like it too. She 

enjoys other cultures. 
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- Tour guides are important for the overall experience. Packaged cultures, tour 

guide play an important role 

 S: What is it that are so great about this place, and how do you show this to the guests? I 

might be wrong but don’t you have an itinerary? 

Z: Great question! I like the open-mindedness. I like that you guys aren’t scared to take an 

argument in public. That the air is cleared, and you, or we, as I believe I can say as per my 3 

years here, can actually move on… So I try to explain to out guests why you act as you do, 

using the “clear the air” example… I hope it is changing some of the guests mindest, but I 

am not really sure…. And, I always try to introduce the concept of “hygge” to my guests, I 

simply love that word! 

- After stating the cultural differences as she perceives them, she loves these 

differences and wants to make Hong Kongese appreciate them as well. 

- Unintended consequence: People from foreign cultures can come to 

appreciate the cultural differences.  

S: I will get back to your comments in a moment but firstly some quick questions, is this trip a 

part of a packaged holiday? 

Z: Yes. This tour is a part of a 10 days trip to Scandinavia, where we are visiting Denmark, 

Norway, Finland and Iceland. 

- The experience offered is Scandinavia. 

S: Does your guests receive any information on the trip before they leave Hong Kong? 

Z: Yep. They get a lot of information… As you said, we have an itinerary, and they of course 

book their holiday after having read this… 

S: In broad terms, what is in this itinerary? 

Z: Mainly just the point by point what we are doing.. People know that Scandinavia is rich on 

history and “hygge” haha. 

- People buy the trip based on the itinerary. 

- Culture. Uncertainty avoidance; the know what they can expect to get before 

departure 

S: Why do you think that the Osloferry is a part of the itinerary? 

Z: I believe it is a great way to get from a to b on trips like this… People pay a lot of money 

for these trips, so you could argue that a faster way, such as bus or airplane would make 

more sense. But, this trip offers an escape. An escape from having to go to all sorts of 

places in as little time as possible, as we only have 10 days to show people Scandinavia. 

But, 10 days on the run, can be very stressful. But, people from Hong Kong do not show that 

they are stressed or worn out, they keep running around to see everything the tour has to 

offer… And… I mean. I am not sure that this is why it is a part of the trip, but, in my opinion it 

is an amazing part – people are forced, so to say, to relax. And on the same time they see 
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one of the best views that Scandinavia has to offer, from deck – and I always recommend 

people to on deck, both when leaving Copenhagen, where they can see Elsinor Castle, but 

especially when we enter the Norwegian fjords. That is amazing! And, as usual, hygge… 

You not, not have a good time here, you can not, not be relaxed. 

- The ferry is a great way for transportation due to the “forced” relaxation, the feeling of 

escaping the everyday stressfull lives and for the beautiful view. 

- Experience realms: Escapism; forced relaxation and no where to go and see. 

Esthethism; Beautiful view on deck. 

S: So, from you perspective, what is the perfect way of travelling? 

Z: I mean, as we have limited time to show everything for our groups, one could argue that 

the Osloferry is a bit slow. But, another part of the trip is the ferry from Stockholm to Helsinki. 

I think what people enjoy is the escape from the everyday lives… And, after a few days of 

rushing to one attraction after the other people could be a little tired. So, onboard a ferry, 

there are only so many things to do. And I think that this is what our guests really appreciate, 

of course without ever saying it out loud… I mean, they are visiting Scandinavia to see as 

much as possible and come home and be able to tell about it… So, maybe the fact that it 

maybe a little understimulating onboard, don’t get me wrong people have a good time – but 

understimulating as opposed to running around in big cities… So, they enjoy these “ferry-

brakes” a lot I believe! And, it is also here where they can, without question, get the best 

pictures from there entire trip to Scandinavia, and I highly believe that it much valued. 

- The ferry acts as a “break”, and is not as interesting as seeing the cities and 

countries that they are visiting. But, the trip is seen as a break from the stressful 

“running around cities”. Beautiful view. 

- Customer sacrifice: people are visiting Scandinavia to see as much as 

possible. This could have been done better with a faster mode for 

transportation. Also, understimulating => sacrifice as to educational realm. 

Esthetism: Most beautiful pictures of the trip to Scandinavia 

S: You said that’s you urge people to go on deck and experience the view – are there any 

other things that you recommend the guests. Or are there like an itinerary aboard the boat? 

Z: There are. People at least pay up front for the evening and morning buffets. Most of the 

time people are there, but sometimes people want some alone time and choose to eat at 

different restaurants, but rarely… Otherwise, I mean, I tell people what the boat has to offer, 

and the get some printed papers where they can see what the boat has to offer and then we 

just let people run loose… And, then we join in the evening for dinner… That’s pretty much 

it. And, of course, I let them know where I will be during the trip, so they can always get a 

hold of me in case something should happen or they want some recommendations. 
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- The tour includes the buffet. Otherwise there are nothing planned, but the guide is 

always available. 

- Packaged culture: the shellfish buffet is part of the packaged tour. Uncertainty 

avoidance: the guide has to be available all the time 

S: Do you think that the relatively high travelling time results in people getting a little bored at 

some point? 

Z: I don’t think so… I mean, some people, who are not travelling with children might get this 

feeling… And, I have taken the ferry with personal friends, where we took it both ways. On 

the way back it was kind of boring in the end. We had experienced everything there was. 

But, I think it is not necessarily a bad thing, it really got me relaxed not knowing what to do… 

We had to play cards most of the time on the way back, and in the end it was really 

satisfying to have done nothing. I was eager to get back to the everyday life I live… But, 

maybe, I mean most of the evening activities involve, if not drinking, then people drinking. 

And we don’t drink as much from where I come from… So maybe it could be. But, as said, 

people from Hong Kong do not complaint, at least not to my face… And I have not heard any 

complaints from my employer yet, and I have been doing this trip for three years now. So it 

does not seem as such… 

- The ferry can lack experiences/things to do - this can also be relaxing. Taking the 

ferry back and forth can be boring. Is there enough activities for people who do not 

drink in the evening?  

- Customer sacrifice: they expect more from the ferry. Risk of negative 

emotions due to heavy drinking in Scandinavia (e.g. cultural differences) 

(Contact hypothesis) 

S: Do you participate in any activities with the guests onboard? 

Z: I of course eat with the group… Otherwise no… I mean, I don’t go to the swimming pool 

or anything like that. But, they know where to find me, so if anything goes wrong they are not 

forced to test their English language, in talking to the staff onboard. They can always come 

to me. 

S: Do you feel that it is an issue, or could be, that people from other countries do not speak 

as good English nor Danish.. So as a communication issue between staff and guest? 

Z: It easily could.. But, as we are on a ferry, where the employees are friendly and basically 

live on the ferry, there are very capable of helping… Also, in my experience, I rarely see 

families taking the boat, where no-one speaks any foreign language. Someone speaks 

English, if any, the children, but most of the time people are travelling in big groups, where 

the group-leader is always easy to find… They cannot hide anywhere, haha. So, not really 

an issue I have experienced. 
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- Tour leader does not participate in all activities with the guest. Guest now how to find 

her. 

- Cultural difference. Uncertainty avoidance  

S: Do you, or anyone from your groups, interact with other guests? 

Z: Not very often… Sometimes a drunk Dane might come and talk to some of us, when we 

are having a cup of tea or a soda in one of the bars where they play live-music. And this is 

usually just nice conversations, but mainly when someone is there to translate. Just the 

usual “where are you from”, “why are you here”… The same questions as you are asking as 

a matter of fact, haha. Are you drunk? 

S: Haha, sadly no! How does your group react to this? 

Z: They tend to become a little insecure, kind of like protecting their children from these, 

usually, tall white men… But, when I start talking to them, and translating a little bit, it usually 

ends up in a good experience, where we get something to talk about and laugh at, 

afterwards… 

S: If you weren’t to “protect” them, do you think it could give a negative image of 

Scandinavian people? We do tend to drink a lot… And, as you said, people from Hong Kong 

do not lot appreciate those face to face interactions. And, drunk people are loud, I guess. 

Z: Yes. I think it could be a real risk, that some people are scared by this. But, then again, if 

anything real happens, someone from the staff will interact. But, of course, someone from 

other cultures, might be offended or a little scared, without the staff noticing, because they 

might see as some “teasing”, where the guests could see it as threatening… But, to my 

experience, it has not happened – maybe because if have become more like you guys 

during my time here… 

- They do not interact with other people very often; at least only superficial. Can only 

be a good experience, when she (the guide) is there to ease things out. Also, the 

staff onboard is good at tackling potential negative confrontations. Contact between 

tourists and Scandinavian guests 

- Cultural differences. Contact hypothesis. Potential negative experiences, 

when contact happens. 

S: Why, maybe how, do you see this trip as fitting into the trip of Scandinavia? 

Z: As said, from where I come from we love your nature. When we sail into Norway, up the 

fjords and everything, this is what I think people like the most. In my personal opinion I love 

the “hygge”. The “doin nothing” time… But, maybe this is not something that should be like 

the identity when marketing the ferry in other countries. I don’t think that people would pay a 

lot to be able to do nothing… And, then there is the food. 
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- Sailing in the Norwegian fjord is what people wants, so there is a good fit, since 

people expect the nature in Scandinavia to be beautiful. “Hygge” should not be a part 

of the branding strategy for the Osloferry.  

- Experience realms: esthetics → Customer satisfaction from the view.   

S: How about the offerings onboard? Like the food, the entertainment, the shopping? 

Anything there that you think fits the image that Scandinavia has in Hong Kong? 

Z: Maybe the buffet, with all the seafood… I think that is a reason why we use it in our tours, 

but not at all the main reason… 

- The buffet fits the image of Scandinavian culture, namely seafood.  

- Packaged cultures fit expectations. Customer satisfaction. Not any 

entertainment… (possible unintended consequence) 

S: As the last question: do you think that DFDS could do anything to improve their offerings? 

Z: Well, in my opinion people are satisfied with the product… Maybe there are too much time 

doing nothing. Especially when there are no children and we do not drink. But, with our 

knowing I think people enjoy doing nothing more than themselves know. And think that 

makes people enjoy this, more than they know. 

S: We have talked with some other guides who feel that it would be nice to have some tea or 

breakfast early in the morning on the deck, do you agree? 

Z: Well If it was there I’m sure both my guest and myself would enjoy it. It would be nice with 

something other than fresh air (haha) 

- People are having a good time. But, sometimes the “long” trip is too long, as there 

are only a limited amount of things to do. 

- Customer sacrifice concerning the entertainment realm, and the educational.  

- Opportunities for satisfaction  

S: Perfect, thank you very much for your time. Enjoy the rest of the trip and have great time 

in Oslo. 

Z: Thank you. And good luck with the thesis! 
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Interview with Dim-Kan (guest from Thailand) 

S: To begin with I would like to explain why we do this interview. 

D: Sounds good 

S: We would like to get to know more about people, originating from South-East Asia’s 

perception of the Osloferry. In broad terms we would like to know what you think about the 

experience offered on board, and also know the reasons, or satisfaction, with the chosen 

mode on transportation. 

D: I can help you with that. 

S: Great! Could you please introduce yourself? 

D: My name is Dim-Kan, I come from Thailand and I am 48 years old. 

S: Who are you travelling with? 

D: I travel with my family, my two sons and my husband. But, we four are travelling in a 

larger group – I think we are around 25 people in all. 

- SHe has bought a packaged tour. 

- Culture; uncertainty avoidance.  

S: Why are you taking this ferry to get from Copenhagen to Oslo? 

D: Well… I don’t know… It is a part of the packaged tour we are doing in Scandinavia and 

Northern Europe… 

- She is taking the ferry for no specific reason.  

- She has not been influenced by recommendations from others… It is just 

because it is part of the tour.  

S: How would you describe the perfect vacation for you? 

D: Well… that is a good question. To begin with I would want my family with me! Maybe I 

want a mix between relaxation and seing stuff. 

- Relaxation and sightseeing is the preferred vacation 

- Customer satisfaction in experience realms: She wants all four realms to be 

present, in the perfect vacation 

S: How about the perfect transport mode on your vacation? 

D: well, now that you ask. This ferry seems like a good mix.. I mean we get to be relaxed on 

this ferry, our kids are entertained and we are – for now at least… I hope they will for the 

entire trip. I seems a little long time to be on a ferry. Maybe it is just me. 

- She believes that the Osloferry offers a good mix of relaxation and entertainment for 

the kids 

- Escapism, entertainment are inherent for now on the ferry. 

S: What do you mean exactly by “good mix”? 
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D: Well, as I said about the “perfect vacation”, I would like a mix between relaxing and going 

around sightseeing… On this ferry we get to relax, as there is only so much to do.  

- She wants a mix between relaxing and sightseeing. 

- Relaxing is definitely a thing that the ferry offers (escapism) 

But also we get to see, at least we were promised, to get the perfect view of the 

beautiful landscape in Norway.. So, this ferry offers both – and we get to go from a to 

b. Without having to try to keep the kids to stay quiet in an airplane, when the 

pressure gets their ears to hurt and make them sit still… 

- The great view is something she is excited to experience. So, the ferry offers 

transportation, where the kids, at least, are entertained, but also offers to satisfy the 

need for sightseeing in the beautiful views. 

- Experience realms: Esthethism, entertainment (for the kids), escapism (for 

the grown ups (from the kids)).  

S: Which activities are you looking most forward to, or have enjoyed the most so far? 

D: We have only been on the ferry for 3-4 hours now, so we have just been relaxing, my 

husband and I, while we have let the kids run loose… And, I guess, this is what we had been 

hoping for… Well, we got some good pictures of the famous Hamlet Castle when we 

left Denmark, so that was great. Now I am looking forward to the evening buffet with all the 

shellfish. It was a part of the packaged tour, so hopefully it is great… 

- The activities have been relaxation and enjoying the kids having fun. Looking forward 

to the food and getting more beautiful pictures of the landscape 

- Escapism (from the responsibility of kids, and in the relaxation). Indicating 

that it is a safe environment in the ferry (Positive in connection to cultural 

Uncertainty avoidance). Estheticism: beautiful pictures and view of castles 

and landscape. Seafood buffet (Scandinavian culturally fitting dish): packaged 

culture is seen in a positive light” 

S: What do you think of the furnishment on the ferry? 

D: I don’t know… Fake gold and everything. I guess it is nice enough, but not a thing I had 

given thought until you asked 

- Interior design is fine 

- Esthetithism could have been done better interiorly. 

S: What about your group-leader. Are you closely connected to him? Or is he just someone 

who makes sure you are going to the right places in the right time, so to speak? 

D: Well, mostly he is just someone who… the last sentence you used, haha. 

- They do not use the group-leader 
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- Unintended consequence: theory expects these cultures to be avoiding 

uncertainties… But, this is not necessarily the case (man kan ikke skære alle 

over en kam).  

S: How about the other guests? I mean, you speak very good English, does this change it? 

D: Definitely. I think I, or my family have a big advantage… Usually we don’t book packaged 

tours, but usually we don’t travel this far away from Thailand. But,  don’t think that it has 

been as necessary as we believed it would be…  

- THey booked the packaged tour because there was some uncertainties in connection 

with going so far away from home. But, they don’t feel uncertain (insecure). 

- Uncertainty avoidance in the travel-search process.  

D: But, the other guests from our group are much more dependent on the guide. They cant 

even order a cup of tea without getting the help of someone with English language.. This 

also means that they go on all the tours offered in the package, where we have chosen to 

take some days away from the group. But, that is not even a possibility with the others 

people from the group. 

- Language is a barrier, that makes it harder for other people from their group (Thais), 

to communicate and act freely when abroad. And, even though they have taken time 

away from the group, the other people, lacking language skills, do not, perceivably, 

have that option 

- Uncertainty avoidance. Maybe resulting in less escapism (Since it is so rigid, 

with the itinerary planned for the groups) (However, not on the Osloferry as 

this offers some more “security”) (I.e. resulting in customer sacrifice and less 

satisfaction…?) 

S: How have you gotten the language skills? 

D: I have been working for the red cross, so I kind of had to learn it… And I am so happy that 

I did. I really like talking to other people. For example you. And that is not something that 

many other Thai tourists get to do. 

- SHe likes talking to people different from where she comes from… But that is not like 

other Thais… 

- Perceived uncertainty avoidance.  

S: How about the service onboard. Is it easy to get help from the staff? Both considering 

help in purchasing the right things in the shop – I see you have doing some shopping… But 

also other things? 

D: I had no trouble getting the help I needed… I have bought some perfumes, less than 100 

ml of course. And they were perfectly friendly, and very willing to help me. 

- Great service. 
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- UC: Contact hypothesis argues that this is not necessarily normal. Customer 

satisfaction, and no customer sacrifice. 

S: how about other group members? 

D: I honestly don’t believe that it would be easy for them… If they were to get any help they 

would have to get help from our guide. It is not that the staff wont help, it is just that they 

cannot communicate… because of language. 

- Not easy for other group members to communicate. They are dependent on the 

guide 

- Uncertainty… Negative customer satisfaction.  

 S: In general, why are you visiting Scandinavia and Northern Europe? 

D: We wanted to experience something entirely new… We come from Bangkok, so we 

wanted to experience some place different and use our money to get away for some time! 

We got the impression that Scandinavians are nice and welcoming people with a very rich 

history and beautiful nature… So these are the main reasons. 

- She is here to experience something new from her own culture and country. And, she 

chose Scandinavia due their perceived friendlyness. 

- UC: The contact hypothesis and theory on culture would have assumed other 

things… Mainly, that they were there to experience only the sights, not so 

much to interact with locals, as she is indirectly saying is a goal of the 

vacation. 

S: How did you get the impression that this is how Scandinavian people are? 

D: Well, my brother actually took the trip two years ago, and he has been recommending it to 

everyone ever since, saying that everyone was just like in the fairytales… I dont know if he 

means it or if he is just…  

S: Gloating? 

D: Exactly, haha.   

S: What do you think now? 

D: I mean, so far everyone has been nice. So, so far it is true. 

S: Why, in your own opinion, do you think that this trip is part of the packaged tour? 

Considering that there are faster ways of getting from Copenhagen to Oslo… 

D: If what I have been told about the view from the deck, and what I saw when we left 

Copenhagen, I think that that is one of the main reasons. Not to sound racist or 

anything, but we all know how much especially Chinese, but I general all tourists, like taking 

pictures. And I definitely hope to get some great ones to show when we enter Norway.  

- In connection to why it is a part of the trip to Scandinavia, the reason for the trip with 

the Osloferry is perceived to be because of the view - this makes it possible for 

guests to take great pictures home 
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- Esthethicism.  

D: Otherwise, I think that many people, who are doing such packaged tours, tend to get a 

little stressed – I mean, if we weren’t capable of speaking English, and if the locals weren’t 

either, we would have been following our tour guide everyday all the time. That would have 

meant that we would have never had a minute to relax… And I think that this trip is a great 

way to get some time off, withour feeling that you are wasting valuable time that could have 

been spent going to see some castle or whatever… We are moving from a to b, but also 

experiencing a part of this ferry, and getting to see the beautiful landscape in one and the 

same time… 

- We are taking the ferry to get a break - but still, we do not waste valuable time 

experiencing the place we are due to the beautiful landscapes. 

- Estheticism. Escapism, and the tourism-transport thing. We are in transit, but 

we are still experiencing => minimization of customer sacrifice due to the 

experiences offered in transit. 

S: Do you think that DFDS could improve their offerings in any way? 

D: I don’t know… Maybe there is a little entertainment for grown ups… At least if you don’t 

appreciate drinking as much as the Danes or Norwegians…  

- What could be done improve is more entertainment for adults. 

- Customer sacrifice.  

Not that it bothers me that they drink, I guess I could just drink some more haha, but i wont 

because of my children. But, I think that the main thing people do on this boat is to enjoy 

time together, but there could be something other than the arcade, the bars, casino or 

arcade… Maybe it is just me, but I think it is limited as to how much time one can spent 

doing those things… Hopefully there will be some good live music tonight! Then I might grab 

a drink and enjoy that… Otherwise, it is fine for now. Now I am just enjoying doing nothing. 

- More entertainment is needed. Hopefully, we will be entertained with the live music 

tonight. If not, we are bored, because the current entertainment is not sufficient for 

the long trip... 

- Customer sacrifice. If entertainment (live-music) is living up to expectations, 

they are entertained (entertainment realm) (maybe customer surprise…). But 

still, escapism seems to be sufficient for now. 

S: Do you think you would recommend this trip for relatives? 

D: Definitely! Especially those travelling with their kids. It is nice to feel safe letting your kids 

run loose and get some time for yourself. And a great way to get a break on such an good, 

but sometimes tiring [exhausting] tour as this is, because we have to see so much in such 

short time. 



63 

- She would recommend it, since it is nice for the kids. It is safe to let the kids run 

loose, and get some free time with your spouse. And, assuming that people want to 

see as much of the destination visited as possible, it is a good way to get a break, 

and still get some great experiences. 

- Customer surprise (get a break, and experience a lot) + (safe environment for 

the kids). Customer sacrifice, with the lack of entertainment for adults.  

S: Thank you for your time. That was all the answers i needed. 

D: Thank you. Enjoy the trip and good luck. 

 

 

 

 
Transcription of Interview with Damrun Pon  
 
K: Kristian  
 
D: Damrun Pon (Tour Leader) 
 
K: Thank you so much. Firstly, I will just give you a short briefing about the interview, where I 
would like to focus on your perception of the experience on the Osloferry. In short, our 
research, me and my thesis partner - thi guy over there, pertains to people originating from 
the South-East Asia, and how they perceive the Osloferry - both concerning the experience 
offered in general  and also know the reasons, or satisfaction, with the chosen mode on 
transportation.  
We are interested in your opinion concerning the experience that is offered aboard the ferry, 
and we would like to gain insights into their expectations and how people taking the ferry 
experiences it, and how they feel that their expectations are met. 
 
The interview will be an open conversation, where we will be asking questions about your 
own reflections on the subject at hand. Therefore, we will be asking broad and open-ended 
questions, since we are interested in your own personal opinion, and to find out what you 
value as important. There are no right or wrongs, it is your personal understanding we are 
interested in. If you say anything that you regret, you will always have the opportunity to 
retract that particular statement. 
 
K: So could you please introduce yourself with name and position? 
D: yes, my name is Damrun Pon and I come from Thailand and I’m 35 y/o  
K: and are you a tour guide? 
D: I am a Tour Leader  
K: What tourist agency are you working for? 
D: a European agency 
K: not a Thai agency? 
D: yes but in Bangkok 
K: okay - what does your position as a tour leader mean, what do you do in your job… 
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D: yes.. I am a Tour leader, so I go with the group all the trip.. I have tickets and make sure 
everyone is safe..   
K: you say safe.. do people tend to feel unsafe here? 
D: no no.. (haha) but I have the responsibility for them and make sure they get to places on 
time… sometimes I also translate for them because they… they sometimes feel a bit… 
maybe frightened to talk with strangers here in Scandinavia  

- He is with the group all the time and make sure the guests have everything they 
need.  

- Cultural differences between different cultures (can result in negative 
emotions). Uncertainty avoidance  

- (Contact hypothesis) 
 
K: Okay, so you help them with any issues… 
D: yes 
 K: Are you going with the group to Oslo? 
D: yes.. 
K: is it the first time? 
D: No, I went last week  
K: oh okay, so you are getting guests all the time? 
D: yes  
K: Do you live in Copenhagen? 
D: In Copenhagen no, we came in the morning.  
K: so you came directly from the airport? 
D: from the airport we did sightseeing and had a lunch, went on a sightseeing tour, and then 
there was some free-time for shopping and then we came here.  
K: And can I ask you… why do you have this job? 
D: why I have this job… because I love tourists.. 
K: you love tourists? 
D: yes, I have a lot more experience when doing this job 
K: so we can agree that you like it? 
D: yes I love it 

- He loves being a guide and love to show people around. Important to have dedicated 
people. The tour guide is important in securing the overall experience 

- The tour guide is an important element in packaged cultures.  
 
K: So is this trip part of a packaged tour? So they buy only one ticket for everything? 
D: yes everything is in one package for one price.  

- Packaged trip. typical for asian tourists  
 
K: So you have been to Copenhagen and are now going to Oslo, where are you going after 
that? 
D: to Stockholm and to Helsinki and we leave from Helsinki back to Bangkok  
K: so how many days? 
D: six days  
K: That’s not a long time actually.. 
D: not a long time. 

- The experience offered is Scandinavia  
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K: are you in some form collaborating with DFDS, the cruise.. are you getting any 
information about the cruise?  
D: yes we get some information about who we have to contact and when new things 
happen on the cruise. But not much… 
K: Does your guests receive any information about the trip.. like an plan for the holiday? 
D: yes yes they do.. we have different types of trips… 6 days, 10 days and more and then 
the guest choose the one they like most 

- People buy the trip based on a plan. 

- Culture. Uncertainty avoidance; the know what they can expect to get before 

departure 

  
K: Okay, do see this trip as good experience for your guests to take the cruise? 
D: Oh yes, we have on this trip two cruise - one here and another one to Helsinki.. called 
Silja Line.. 
K: okay so from Stockholm to Helsinki? 
D: yes  
K: And do you see this trips or cruises as a good experiences for your guests? 
D: yes I think it is a good experience for my group 
K: do you have an agenda for your group.. like some different thing you want them to do or 
see on the cruise from Copenhagen to Oslo...? Like going to certain restaurants or bars? 
D: Yeah yeah, for this group I have. We have booking time in the restaurant.  
K: dinner..? 
D: dinner and for breakfast too.  
K: Which restaurant is this in? 
D: the buffet restaurant.. we eat at the buffet every time..  

- The guide decide what to see on the cruise (vital position) have pre-bookings for food 
(paid in advance) so the guests know what they will get 

- Helps to avoid uncertainty and customer sacrifice → negative emotions 
 
K: So could you quickly tell me what you do on the cruise… such as where do you go? 
D: yes some people go to bar after dinner and some people go to casino after dinner haha 
they are very happy about the bar and casino.. (haha) 
K: (haha).. and do your group also go to the tax-free shop? 
D: yes they do. Many from the group do 
K: is there something the cruise offers that are better than other things they offer? 
D: yes I think the discount 10% that is good for the customer in the tax-free 
K: so there is a lot oy your guests who buy? 
D: yeah they like to buy designer things  
K: Do you go with them to the restaurants, bars, go to tax-free shop and so? 
D: yeah yeah.. I eat with the group always I do everything with my group.. but they also go 
around alone.. but mostly Thai people like to do things in group.. and I also think that that is 
nice to not be alone.. right!? 
K: and they have no problem with that? 
D: no no they are.. they feel safe here.. people are nice 

- The guide feels that the guest are entertained aboard. They do different things after 
dinner. The guest can walk alone aboard the ship. 

- Uncertainty avoidance is lower on the ferry than other places   
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- Experience realms: (shopping?) casino, bars  
 
K: do you feel that asian - Thai people - are being treated differently on the cruise, than 
maybe other guests or by guest? 
D: well actually I come to DFDS many times before I don’t see too many chinese groups. 
That I think is good for us (haha)... that is good for us… but sometimes it is difficult for my 
guests to understand the english language when maybe the staff ask them questions… or 
sometimes Scandinavians are not so patient with Thai people because of the language 
difficulties so my guest can be a bit frightened to talk with people from other countries..   
K: Do you and your group talk or hang out with other guests on the cruise.. with 
Scandinavian guests? 
D: yeah we do, well not so much talk but people are friendly to all I think, but Scandinavians 
are very direct, so as I said Thai people get a little frightened haha  

- Language is a barrier for many guests. They become hesitant to ask questions and 
rely on the tour guide because Scandinavians are very direct in their way of speech 

- Cultural difference. Uncertainty avoidance. Contact hypothesis   
 
K: Do you have the feeling that your group like the cruise? 
D: they have a good experience and they are happy… and and it is good for them 
K: why do you think the cruise is a part of trip? 
D: because when we fly with the plane you don’t have relaxing time.. only you go to the 
airport and then you fly one-ten hours and then you finish. But for… when we go on the 
cruise we have 12-14 hours for relaxing, shopping, for walk, for sightseeing, for the view and 
I think it is good. 

- The cruise functions as an relaxing time for the guests. They get to do what they 
want and escape from everyday life. An overall good experience (like a break in the 
holiday) 

- Experience realms: escapist. Customer satisfaction  
 
K: Is their anything wrong with DFDS, what could they improve anything on the cruise? 
D: actually… for shopping is not so much.. it would be good with more shopping... like Silja.. 
Silja Line they have big shopping… and it I think free Wifi could be better.. there is bad wifi..  
K: so Thai people like shopping? 
D: (haha) yes yes they do.. 

- Shopping is an important element for asians. Guest can get negative emotions about 
the cruise when the shopping is not satisfactory. If the shopping is the main 
experience for Thai people - then Silja Line could get the advantage of getting a 
recommendation compared to the Osloferry  

- To avoid customer sacrifice   
 
K: Do you think that the meaning with this round-trip is to go to Scandinavia or to go with the 
cruise? 
D: I think… I think it is both cruise and Scandinavia… we go on two cruise everytime - DFDS 
and Silja Line - so it is big part of the trip.. and the view is very nice both places  

- The trip is considered an integrated and important part of the trip 
- Packaged culture  

 
K: How many times have you taken this trip? 
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D: at least 10 times.. 
K: how would you define you favorite thing about the cruise? What stands more clear to 
you? 
D: for me.. I am happy for the food and the view and the 2-3 hour before Oslo we can sail 
through the fjords and that is very beautiful… but actually for improving.. no shop is open 
when we go on deck and it would be nice to have something to drink or eat when we looking 
at the view.. many from my group ask me for tea or snack.. so sometime I buy something 
before like nuts so they can have something..  
K: okay, and do you think your guest could buy this? 
S: yes I know they would like to have some snack or food and they would spend their money 
on it. because they often ask.. 

- The view in the Oslo fjord is the tour guides favorite part. he takes his guests on deck 
early in the morning to watch. There is no food so early in the morning. Should there 
be any offering on the deck so early in the morning? 

- Experience real; esthetics   
- Customer sacrifice: no food or drink  

 
K: would you consider recommending this cruise to friends or family? 
D: yes yes.. I recommend to my friends every time I come here. I say one time you have to 
come to the cruise..  
K: has any of you friends done that? 
D: yes a couple of my friends come on this tour and on the cruise 

- Likes the cruise and recommend it to friends.  
- Word of mouth: positve influence   
- Positive experience with the brand  

 
K: oh that’s great.. is there anything you would like to say?... something we have not talked 
about? 
D: no..no I don’t think so.. I have to take my group now  
K: Okay that is great.. I also think that was about everything I had.. thank you so much for 
your time and have a nice trip 
D: you are welcome.. thank you so much  
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Transcription of Interview with John  
 
K: Kristian  
 
J: John (guest) 
 
K: Well hello again, my name is Kristian. Firstly, I will just give you a short briefing about the 
interview, where I would like to focus on your perception of the experience on the Osloferry. 
In short, our research, me and my thesis partner - thi guy over there, pertains to people 
originating from the South-East Asia, and how they perceive the Osloferry - both concerning 
the experience offered in general and also know the reasons, or satisfaction, with the chosen 
mode on transportation. 
We are interested in your opinion concerning the experience that is offered aboard the ferry, 
and we would like to gain insights into their expectations and how people taking the ferry 
experiences it, and how they feel that their expectations are met. 
 
The interview will be an open conversation, where we will be asking questions about your 
own reflections on the subject at hand. Therefore, we will be asking broad and open-ended 
questions, since we are interested in your own personal opinion, and to find out what you 
value as important. There are no right or wrongs, it is your personal understanding we are 
interested in. If you say anything that you regret, you will always have the opportunity to 
retract that particular statement. 
 
J: yes.. so is their any questions? 
 
K: yes (hehe) so could you please introduce yourself? 
 
J: so my name is John I’m 29 y/o and we are from Thailand and this is the first time we visit 
here.. so it is very cool..  
 
K: Did you come directly to copenhagen from Thailand? 
 
J: yes from Thailand - we stayed in Copenhagen for a couple of days 
 
K: Did you enjoy it? 
 
J: yes but the weather… is compared to my country very different.. it take some time to 
adapt to this environment..  
 
K: yes that’s true.. can I ask you why you are taking this ferry to Oslo? 
 
J: yeah well we are going to Oslo.. Norway.. we want to see the difference in living over 
their.  

- Asians want to experience the different Scandinavian culture  
- Cultural differences  
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K: Is it a part of a packaged holiday? 
 
J: Yes I have a Tour guide - over there  
 
K: What does the tour guide do? 
 
J: he have tickets and make sure that we are safe and have everything we need.. 
 
K: do you feel unsafe here? 
 
J: no no no, but this is very different from my country (Thailand) so I its good for me to have 
someone who knows where to go and so on..  

- Part of package. they have a tour guide who can show them around 
- Cultural differences. Uncertainty avoidance. A tour guide plays an important 

role in packaged culture  
 
K: How would the perfect holiday be for you holiday? 
 
J: the perfect holiday… we should not do anything in a hurry and everything needs to be 
relaxed.. yeah.. we should spend all the money we have to make us happy..  
 
K: so you want a good time? 
 
J: yes good memories and being somewhere else… than just back in Thailand.. not being 
home is nice sometimes    

- Having good is experiences on the holiday is very important for guests 
- Experience economy: escapism  

 
K: Did you have any expectations to this trip? 
 
J: yes, we want to relax and have a good time before going to Oslo  
 
K: Okay, what would you like to do on the cruise?  
 
J: I want to drink... yes.. and I heard there is a swimming pool so I want to go to that.. 
 
K: Okay, so you would like to go to the bars and have a drink and…  
 
J: yeah have a good night on the cruise…  
 
K: Did you watch the departure from the deck? 
 
J: Yes we did.. so we could get some nice pictures for family and friends  
 
K: and this is the first time you said? 
 
J: yes first time..  
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- Want to do a lot of different things aboard. Go and see thing: drink, swim, view. The 
guests get information about things to do on the cruise in advance  

- Experience realms: esthetics, entertainment 
   
 
K: what kind of cabin are you sleeping in.. are you all staying together? 
 
J: we are four.. so we have a two big rooms with large beds..  
 
K: Why have you buy them? 
 
J: we want to have a relaxing time, and the other rooms for four people were not nice and 
very small  

- Want to relax  
 
K: okay. You said that you are travelling with a tour guide? 
 
J: yes… well we actually came her because my my friend she lives here, so she is also like a 
personal guide   
 
K: ah okay.. and she is going with you? 
 
J: yes she is  
 
K: why are you visiting Scandinavia? 
 
J: as I said to see how people live and see different culture.. and we want to see how my 
friend lives, and she wants us to see her.. 

- He wants to experience a different culture. He came because his friend lives here  
- Cultural differences. Word of mouth  

 
K: Would you have preferred a different transportation to Oslo? 
 
J: Actually I don’t know anything.. my guide and has planned everything.. but the cruise 
seems good so far and it is good to be with family and friends… 

- The guide plans everything  
- Important in packaged cultures to have a guide  

 
K: Have you been doing anything so far on the cruise?           
     
J: yes.. well so we looked at the view when we sailed from the habour and then we have 
been walking around the cruise to see things and later we will eat at the.. the buffet and then 
I will drink (haha) 

- Checking out the cruise to see what it has to offer. Looked at the view and plans on 
drinking 

- Experience realms: Estethics, entertainment   
 
K: So do you like the ferry and the things it has to offer... ? 
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J: yes it is very nice and pretty.. and my mom and friend likes very much the shopping.. 
 
K: have you bought anything? 
 
J: yes I bought some clothes and souvenirs for friends..  
 
K: did you like the shopping? 
 
J: yes very nice.   

- Seems overall happy with the cruise and his family seem to.  
- Customer satisfaction  

 
K: do you feel that something is missing? are you unhappy with anything on the cruise? 
 
J: no it is good… no I don’t like the internet.. that you have to pay money for it.. and the 
connection i very bad. That can be better I think  

- Customer sacrifice  
 
K: good.. would you recommend this cruise to friends or family? 
 
J: well we have not finished the cruise yet, but I like it very much so far so yes I think I will. 

- Recommendation to friends  
- Word of mouth  

 
K: I can see you want to get going, so thank you so much for you time and have a great trip.  
 
J: thank you..  
  
 

 

 
Transcription of Interview with Anurat  
 
K: Kristian  
 
A: Anurat (Tour Leader) 
 
K: Well let’s get started with the interview. I would first of give you a short briefing about the 
interview, where I would like to focus on your perception of the experience on the Osloferry. 
In short, our research, me and my thesis partner - (that guy over there) pertains to people 
originating from the South-East Asia, and how they perceive the Osloferry - both concerning 
the experience offered in general and also know the reasons, or satisfaction, with the chosen 
mode on transportation. 
We are interested in your opinion concerning the experience that is offered aboard the ferry, 
and we would like to gain insights into their expectations and how people taking the ferry 
experiences it, and how they feel that their expectations are met. 
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The interview will be an open conversation, where we will be asking questions about your 
own reflections on the subject at hand. Therefore, we will be asking broad and open-ended 
questions, since we are interested in your own personal opinion, and to find out what you 
value as important. There are no right or wrongs, it is your personal understanding we are 
interested in. If you say anything that you regret, you will always have the opportunity to 
retract that particular statement. 
K: Would you please introduce yourself with your name and work position? 
A: I am Anurat.. 33 years and I am from Thailand… I work as a guide for tourists 
K: What tourist agency are you working for? 
A: Thai agency 
K: what is it called? 
A: it is called (????) 
K: pardon..? 
A: called (????) 
K: Okay, what do you do as a group leader? 
A: I meet the groups in Thailand and I go with them around Scandinavia  
K: so you take care of them… you have their tickets and such? 
A: yes I get tickets and make sure that they are happy and safe… because they pay a lot of 
money to come here 
K: Do you think that Scandinavia is an unsafe region? 
A: no but they expect me to take take care of them.. it can be a bit stressful sometimes 
(haha) but not unsafe.. Scandinavia is very different to Thai and I want to give my guest a 
relaxing holiday.. so they don’t have to think about anything   
K: So they expect that you have everything under control on this journey 
A: yes. 

- The tour leader takes care of the guests around Scandinavia. The guests expects 
this of the tour leader.  

- Uncertainty avoidance  
- Culutral differences   

K: What influence do you think it would have, if you were not available to help in the 
interaction between your guests and locals/hosts? 
A: Hmmm, i think that maybe my guests would feel less free to do what they really wanted… 
Maybe they would not experience as many things, because they could not make it happen, 
as it would be hard for many Thai to for example book a trip, or order things to eat and 
drink…  
K: So, maybe it would give them more things to think or worry about 
A: Definitely! Almost all of my group have booked this trip because they want to experience 
Scandinavia, but, also feel relaxed from everyday lives during the trip. 

- Customer surprise  
K: Did you come directly from Thailand? 
A: yes.. or we stayed in Copenhagen for two nights  
K: did you like the city? 
A: yes very much.. I have been here before many times  
K: Cool.. great.. is this trip part of packaged holiday.. by that I mean do your group pay for all 
the trip in one price? 
A: yes only one price for everything.. fly, cruise, hotel and some foods 

- Packaged culture   
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K: okay. Are you collaborating with the staff with DFDF.. I mean do you receive any 
information about the cruise and what it has to offer? 
A: yes I get information from my agency about the cruise  
K: And do you give any information to your guests before departure?  
A: yes when they bye they get information about what they will see and where we go 

- People buy the trip based on the itinerary. 

- Culture. Uncertainty avoidance; the know what they can expect to get before 
departure 

 
K: So why do you think this cruise is part of the plan? 
A: I think that it is a nice break from going around and see a lot of things.. my people wants 
to see a lot of things and take a lot of pictures that they can show their family and friends.. so 
sometimes it can even be a bit stressful for them to go sightseeing all the time. The cruise is 
a good way to make them relax.. And i think they very much enjoy being able to spend time 
together with more close family, and not entire group all the time 
K: How can they relax here? 
A: like here they can’t get lost (haha) so they can walk around alone and just drink tea o 
coffee, go shopping or go to deck and look at the sunset and the ocean… escpecially my 
guest like the view  

- The ferry is a great way for transportation due to the “forced” relaxation, the feeling of 

escaping the everyday stressfull lives and for the beautiful view. 

- Experience realms: Escapism; forced relaxation and no where to go and see. 
Esthethism; Beautiful view on deck.   

 
K: Do you see this trip as a part of the overall experience of Scandinavia? 
A: I’m not sure what.. 
K: like… do you think that this is a good part of the trip to Scandinavia? 
A: yes very good part.. as I said people relax and get more energy to go and see the rest of 
the trip… and also for me it is more relaxing this part of the trip  
K: okay. So it is a relaxing trip.. would you say that your guest seem entertained during this 
cruise? 
A: yes because some like to just relax and maybe take a nap or walk around the ship.. do 
shopping.. and then some of my guest like to go to the bars or the dance club in the night 
and maybe have drinks.. and I also like that (haha).. and in my group who have children they 
can let their children run around.. and there are thing to do for them.. i know that they can do 
treasure hunt and there is swimming pool and games.. that is good 

- People are relaxed and entertained. there are things to do on the ship both for adults 
and children  

- Experience realms  
- good emotions 

 
K: (haha) would you prefer to come quicker to Oslo.. I mean would you rather fly? 
A: no because that is not relaxing and my guest would not get a good break… they would 
also not see all the nice things like sailing in the Oslo fjord and do shopping.. and for guests 
with children it is difficult to go by fly because the children get bored..  
K: Okay.. what offering do you think is the most used by your guests? I mean is it the 
restaurant or bars.. 
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A: I think that many of my guest like to go for the shopping.. they like to buy Scandinavian 
design.. and then again many of my guests like to get up early in the morning and see the 
view of the fjord.. some like to drink.  
K: but most people go to see the view? 
A: yes all do that.. also the ones who drink at night (haha) 

- The guide prefer to go by the ferry to Oslo because it gives the group of tourists a 
break. The guests like to go shopping, bar and see the view  

- Experience realms: esthetics, escapism  
 
K: so you say you like to drink (haha)... do you go out and drink with you guests and do you 
eat with them as well? 
A: yes I eat with them at the buffet and I also go out to the bar with the ones who like to 
drink.. and then we watch the view together in the morning.. but I don’t go around with them 
all the time they go alone to shopping and sightseeing on here… but they know where they 
can find me… but many like to have me with them because they don’t speak that good 
english 
K: do you see langauge as  problem then.. do your guests get nervous when they have to 
talk to staff? 
A: yes sometimes.. they like when I speak for them.. but staff and people are very friendly 
here  

- The group leader do quite a lot of things with the guests. Eat, drink etc. If he is not 
around the guests know where to find him.  

- Cultural differences 
- Uncertainty avoidance   

 
K: Why do you think the cruise is part of this trip? 
A: because it is a relaxing time… and as I said the view of the fjord is part of plan to go 
here.. I think that is a big part of it 

- The fjord is part of the itinerary. People take the Osloferry to see the fjords 
- Experience realms: esthetics   

 
K: would you recommend this trip to friends and family? 
A: yes yes I always do it is a nice trip 

- positive emotions  
 
K: yes.. lastly, is there anything you would like to improve on this cruise? 
A: I.. I think it is a good cruise… but I think sometimes that there is not that much to do here 
on the cruise and the music in Columbus bar can be better.. for guests who don’t drink there 
should be more things to do.. and when we go to see the fjord in the morning there could be 
more.. shopping.. like breakfast on the deck or something 
K: do your guest ask for something to drink or eat on the sun-deck? 
A: yes they do actually ask for food or tea… so I think that would be very nice  
K: so you think they would pay for it? 
A: yes because we could eat and drink a little thing here before going to breakfast buffet 
later  

- Would like to improve the experience when watching the view.  
- Customer sacrifice: there is nothing to eat when watching the view in the 

morning  
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K: I will let you join your guests now.. thank you so much for your time.. and enjoy the rest of 
your trip. 
A: thank you 
 
 
 
 
Transcription of interview with Sam from Indonesia  
 
K: So as I said this will be concern getting to know more about people from Asia’s perception 
of the Oslo ferry. In broad terms we would like to know what you think about the experience 
offered on board, and also know the reasons, or satisfaction, with the chosen mode on 
transportation. 
S: Sounds good, let’s do it. but… I don’t know how much time I have 
K: We’ll just make it short then  
K: to begin with could you introduce yourself? 
S: My name is Sam, i am from Indonesia and this is my second time in Denmark and my first 
time sailing with the ferry. I am 23 years old. 
K: Cool. Who are you travelling with? 
S: I am going on this trip with my mom. We like to travel together.. 
K: Alright. Why are you taking this ferry? 
S: Actually, i come with a group tour… So, thats why.. and my mother always wanted to go 
and see scandinavia, so that i why we take this trip. 
K: So, like packaged tour? 

- Travelling with a group 
- Uncertainty avoidance, maybe. 

S: Sure, sure 
K: How would you describe the perfect vacation? 
S: Relaxing… And convenience as well… With the travel at least. And i want to see amazing 
things and I would like to be together with my family.  

- Escapism. Aesthetics  
- Collectivism  

K: What do you expect from the Osloferry? 
S:  I would like it to be very comfortable and have excellent service when we go around the 
cruise. And i would like to see the amazing view! 
K: So, would you consider this trip as a travel to a destination or a part of the overall vacation 
experience in itself? 
S: Yes! The last part. The brochures we have seen from it, it is amazing view and nice place 
to be… So relaxing and amazing in the same time 
K: If you know anything about it, which activities are you looking most forward to aboard the 
ferry? 
S: I think that I’m will like to go to some of the bars here, and then maybe clubbing with some 
of the people we are travelling with… and then me an my mom will go and see the view 
when we come closer tomorrow to…? 
K: … when you come to Oslo? 
S: yes that’s right.. and then we also like to maybe go and do shopping here.. and maybe 
buy some things. they have nice things here  
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K: okay, sounds great. Then you have a lot of things to do. In connection to the tour leader 
are you like closely connected to him? Are you, how should I say.. following him closely? 
S: Hmm no! Well, i don’t… Maybe some others do… 
K: Could you explain more? 
S: I dont follow him… I have visited Denmark and Scandinavia before with my school. So, I 
don’t mind going on my own with my mother. 
K: but you say that others do? 
S: yes.. I see other we travelling with likes to be very close to him, and go all the time with 
him. But we eat dinner with the other and the guide.. and that’s nice I think  
K: Why are you visiting Scandinavia? 
S: I have been here before, but my mom has not. So i wanted her to experience it 
K: Why? What do you want her to see in Scandinavia? 
S: The nature is awesome! I have been here before, but she wants to see mostly nature. So, 
we see the nature in Norway and we are going to Iceland to see that as well… and as I said 
she will like to see when we come to Oslo where we sail into the city.. we have seen that this 
should be very pretty  
K: That sounds nice. So you seem happy about the trip so far? 
S: yes I feel that.. 
K: Is there anything you would like to have more of or something which is missing? 
S: no I don’t really think so right now.. but maybe tomorrow I have something (haha) 
K: (haha) okay.. 
S: I’m sorry but I think I have to go to my group now… if that is okay 
K: yes of course. Thank you very much and have a nice trip.   
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Transcription of Interview with Nedapad Panomsap  
 
K: Kristian  
 
N: Nedapad Panomsap (Tour Leader) 
 
K: Thank you so much I know you don’t have that much time. Firstly, I will just give you a 
short briefing about the interview, where I would like to focus on your perception of the 
experience on the Osloferry. In short, our research, me and my thesis partner - thi guy over 
there, pertains to people originating from the South-East Asia, and how they perceive the 
Osloferry - both concerning the experience offered in generaland also know the reasons, or 
satisfaction, with the chosen mode on transportation. 
We are interested in your opinion concerning the experience that is offered aboard the ferry, 
and we would like to gain insights into their expectations and how people taking the ferry 
experiences it, and how they feel that their expectations are met. 
 
The interview will be an open conversation, where we will be asking questions about your 
own reflections on the subject at hand. Therefore, we will be asking broad and open-ended 
questions, since we are interested in your own personal opinion, and to find out what you 
value as important. There are no right or wrongs, it is your personal understanding we are 
interested in. If you say anything that you regret, you will always have the opportunity to 
retract that particular statement. 
 
K: What is your name? Could you please introduce yourself? 
N: So my name is Nedapad Panomsap from Thai people.. from Thailand.  
K: Did you come directly from Thailand? 
N: yes we fly with Thai Airways to Copenhagen 
K: How would you describe you job as a Tour leader? 
N: It is work for me to.. I am at work so I need to take care of them around Scandinavia.. 
K: In what way do you take care of the guests? 
N: I have all the tickets and I know where we are going all the time. I make sure that all my 
guests are happy. I have to know where they are  

- Taking care of guests  
- uncertainty avoidance  

 
K: What tourist agency are you working for? 
N: a Thailand tourist agency.. from Bangkok…  
K: Have you taken this trip before? 
N: I have been on this trip many times.. maybe 20-30 times..  
K: wow that is a lot of trips… Is this part of packaged trip? So where you pay one time for 
everything? and where are you going after Oslo?  
N: Yes only one time you buy.. so my group by 12 days in Scandinavia.. so we go 
Copenhagen, Oslo and then some fjords in Norway… then Stockholm to Helsinki. 
K: sound nice and relaxing..  
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N: yeah for my group not for me (haha) no but it is more relaxing on the cruise than in 
Copenhagen or Oslo… because people on the cruise cannot get away and I relax more 
K: So you feel that your guests can go by themselves here?  
N: yes yes 
K: Okay. Do you like being tour leader? 
N: yes.. yes very much I love it.. 
K: What about i do you love? 
N: I love travelling and meeting new people.. and i like the people here and the nature   

- Tour guide for a packaged tour. Travelling around all Scandinavian countries. He 
likes his job. Have a lot of experience with taking this trip. He can relax more in the 
cruise because the guests can take care of themselves here 

- Important for packaged cultures to have a knowledgeable guide.  
- Uncertainty avoidance  

 
K: That’s great.. it is always good to love what you do... So when you take the cruise do you 
collaborate with DFDS in any way?... do you get any information from DFDS about the 
cruise? 
N: yes yes.. I been here many times so the staff knows me.. and I get information about 
things on the cruise..  
K: what kind of information? 
N: like.. restaurants and new things  
K: and does your guest get the same information? 
N: no.. not the same.. but some plan of what we will be doing. Then they know what we have 
to when we are travelling and they know where they have to be 

- Get informations about the cruise, in order to be informed by DFDS. His guests 
receive information prior to purchase  

- Guide is knowledgeable 
- Uncertainty avoidance: Asian guests like to know what they will be doing at all 

times     
 
K: okay.. Do you see the cruise as a good part of the trip? 
N: yes.. my groups like to relax.. so it is nice to have some time to relax and eat and do 
things.  
K: What do you want your group to see? like things on the cruise? 
N: yeah … I make list of things.. after they go to room we meet outside to see the view when 
we leave… and we go to the tax-free shopping and then dinner..  

- Have an itinerary for what they will do, however, guests have some “free time” to 
what they like  

 
K: Where do you eat dinner? 
N: the buffet.. always the buffet 
K: do you like the food? 
N: yes yes very nice.. and groups like the food.. there is.. something everyone likes.. many 
of my guests eat the shellfish.. it is different from Thailand and something Thai peopel like to 
try 
K: okay.. Do you feel that your groups are entertained on the cruise? are they bored or.. 
N: no they like the different things.. there is a lot to do.  

- Asians seem to always eat in the buffet restaurant. Something for everyone.  
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- Uncertainty avoidance: less contact with staff for the guests if the group 
leader can order e.g. 20 buffets instead of everyone having a different dish.  

- Cultural differences in food   
  

K: what do they seem to like the most.. I mean the offerings? 
N: many like food and many like the tax-free shopping.. after dinner some go to the bars and 
drink or on outside and look at the view. Many like the view when we come to Oslo some 
hours before.. it is very nice and beautiful to see the view of fjords.. and my groups are very 
relaxed here  
K: is it like a little break in the holiday (haha) 
N: (haha) yes yes people are relaxing.. cannot go anywhere and have to stay and relax   
K: do you go in one big group around the cruise? 
N: in the beginning yes.. after dinner my group have free time to do what they want.. I go 
with some of them to the bar or we go again to tax free shopping. They like the 10% discount 
on shopping 

- The group eat dinner together but after this people can do what they want. He seems 
to enjoy/and the guests enjoy the food, drinks and the view from deck.  

- Uncertainty avoidance: guests can go around on their own  
- Experience realms: escapist esthetics, entertainment    

 
K: So you eat dinner with them? 
N: yes always.. also breakfast  
K: okay.. do you feel that asians are treated different than other guests? 
N: no people are very nice but thai people do not talk that much with other guests here. They 
like to be in the group 

- Cultural differences. Uncertainty avoidance 
- Collectivism   

 
K: Good.. why do you think that this cruise is part of the trip? 
N: it is nice for the group to relax after being on sightseeing in Copenhagen 
K: So would you have preferred to go by plane or bus? 
N: no we travel long time from Thailand and flying is not relaxing.. so it is good to have time 
to shopping and drinking and eating 

- Tend to prefer this mode of transportation than plane: plane is not comfortable 
- Experience realms   

 
K: so it is an important part of the trip to do the cruise? 
N: yes yeah.. very much.. and we have another cruise from Stockholm-Helsinki.. so very 
important. my groups like to go on the cruises.. it is very relaxing  
K: You said you have taken the cruise many times before, how would you describe the most 
memorable thing about the cruise?  
J: yes I think this is a better cruise, because this cruise have the shopping and good food 
and everything (haha)... and also we go in the morning up to the deck and watch the… 
K: the fjord? 
J: yes yes.. the fjord and it is very pretty and my groups take many pictures from there.. it is 
very different from Thailand 

- Shopping is important to Thai people. The view is a common denominator for Thais 
- Experience realms: esthetics and escapism   
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K: should something be improved? 
J: well everything is very nice.. you know rooms, food, bars but for Thai and asians there 
could be more shopping.. shopping is good but not big enough (haha)  
K: Do you think other thing could be better, we heard some other guides express that it 
would be great to have breakfast on deck in the morning, what do you think? 
J: yes… I think I would like that.. because… I think the buffet opens later so it could be nice 
with just some tea or coffee 

- Possibility for further satisfaction 
K: Okay, good point. would you recommend this trip to family and friends? 
N: yes I do all time… I say to friends that they should come with me..  
K: Did any of your friends come with you? 
N: yes three friends come  

- Recommendations.  
- Word of mouth 
- Positve emotions 

 
K: that’s great… are there anything else you would like to say? 
N: no no.. yes I like the cruise… my groups always say it has been a good time..  
K: well thank you very much for doing this. I hope you are going to have a nice trip around 
Scandinavia.  
N: thank you  
 
 
  
 
Interview with unknown female guest from China.  
S: Hello. To begin with i would like to explain the purpose of the interview. 
G: …. Ok. 
S: We would like to get to know more about people from Asia’s perception of the Osloferry. 
In broad terms we would like to know what you think about the experience offered on board, 
and also know the reasons, or satisfaction, with the chosen mode on transportation. 
G: Ok. 
S: So, to begin with could you please introduce yourself.  
G: mmmmh… Do you want my name?  
S: If you don’t mind? 
G: No 

- You cant get my name 
- Uncertainty avoidance 

S: Alright, it is not strictly necessary, and you of course can refuse to answer any question 
that you do not like to answer. 
G: Okay 
S: Who are you travelling with? 
G: My husband. And the group. 

- Travelling with group and husband 
S: Why are you taking this ferry? 
G: It is part of the packaged tour 
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S: How would you describe the perfect vacation for you? 
G: I don’t know… it is our first day here 

- Language barrier…  
S: Well, it does not have to be about this trip. Just in general. 
G: I like to see new stuff…… attractions.  

- … 
- Experiences.. Maybe esthetics..  

S: As we have just boarded, we have not seen anything of the ferry yet or the trip. So, what 
is your expectations for the trip? 
G: Sightseeing. Nice view.  

- Experience realms: Esthethics 
S: Anything else? Do you know anything about what the ferry has to offer? 
G: I look forward to shopping. Danish design. And food buffet.  

- Shopping and food is being looked forward to 
- Packaged cultures: Danish design and the shellfish buffet; part of Danish 

culture 
S: What do you think of the interior on the ferry? 
G: It is hard to find way. Took 20 minutes to find our room. 
S: Haha, that is annoying… I had the same problem. What about your group-leader. Are you 
closely connected with him? And what do you use him for? 
G: We like our group leader. He is helpful. We cannot talk easy to many people, so he helps. 
And it is his job to show the country. 

- Hard to communicate with locals. 
- Uncertainty avoidance. Cultural differences and difficulties.  

S: Why are you visiting Scandinavia? 
G: Beautiful countries. Have a nice view. And for shopping. 

- Estethics… Packaged cultures.  
S: Why, as you see it, dont you just take an airplane to go to Oslo? 
G: Don’t know. Maybe this is breaking. Like relaxing. And we get good view and better 
photos. And we take ferry to Sweden, Norway, Iceland. 

- They love ferries apparently.  
- Escapism. Estethics. 

S: Thank you for your time. That was all i needed. 
G: Ok, goodbye. 
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(A: 14) - Meaning condensing matrix  

Respondents			 Entertainment		 	
Zara	 I don’t think so… I mean, 

some people, who are not 
travelling with children might 
get this feeling… And, I have 
taken the ferry with personal 
friends, where we took it both 
ways. On the way back it was 
kind of boring in the end. We 
had experienced everything 
there was. But, I think it is not 
necessarily a bad thing, it 
really got me relaxed not 
knowing what to do… We 
had to play cards most of the 
time on the way back, and in 
the end it was really 
satisfying to have done 
nothing. I was eager to get 
back to the everyday life I 
live… But, maybe, I mean 
most of the evening activities 
involve, if not drinking, then 
people drinking. And we don’t 
drink as much from where I 
come from… So maybe it 
could be. But, as said, people 
from Hong Kong do not 
complaint, at least not to my 
face… And I have not heard 
any complaints from my 
employer yet, and I have 
been doing this trip for three 
years now. So it does not 
seem as such… 
	

Lack	of	entertainment		
	
May	create	boredom		

Dim-Kan	 well, now that you ask. This 
ferry seems like a good mix.. 
I mean we get to be relaxed 
on this ferry, our kids are 
entertained and we are – for 
now at least… I hope they 
will for the entire trip. I seems 
a little long time to be on a 
ferry. Maybe it is just me. 
 
I don’t know… Maybe there 
is a little entertainment for 

Children	are	entertained		
	
The	ferry	may	be	boring	
because	lack	of	
entertainment		
	
	
	
	
Not	enough	entertainment	
for	adults.		
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grown ups… At least if you 
don’t appreciate drinking as 
much as the Danes or 
Norwegians… 
 
 
Not that it bothers me that 
they drink, I guess I could 
just drink some more haha, 
but i wont because of my 
children. But, I think that the 
main thing people do on this 
boat is to enjoy time together, 
but there could be something 
other than the arcade, the 
bars, casino or arcade… 
Maybe it is just me, but I 
think it is limited as to how 
much time one can spent 
doing those things… 
Hopefully there will be some 
good live music tonight! Then 
I might grab a drink and 
enjoy that… Otherwise, it is 
fine for now. Now I am just 
enjoying doing nothing. 
  
we get to go from a to b. 
Without having to try to keep 
the kids to stay quiet in an 
airplane, when the pressure 
gets their ears to hurt and 
make them sit still… 
 
 
	

	
	
	
 
Customer	sacrifice.	If 
entertainment	(live-
music)	is	living	up	to	
expectations,	they	are	
entertained	
(entertainment	realm)  
	
	
	
	
	
	
	
	
	
	
	
	
	
Kids	are	entertained.		

John		
	
	
	
	
	
	
	
	
	
	
	
	
	

I want to drink... yes.. and I 
heard there is a swimming 
pool so I want to go to that.. 
 
 
 
 
 
 
well so we looked at the view 
when we sailed from the 
habour and then we have 
been walking around the 
cruise to see things and later 

Expects	that	the	Oslo	ferry	
can	provide	proficient	
entertainment.		
If	it	does	not	succeed	it	
may	create	customer	
sacrifice	for	John	
	
	
	
John	wishes	to	use	the	
entertainment	as	a	place	
to	drink	and	have	fun	
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we will eat at the.. the buffet 
and then I will drink (haha) 
 
	
	
	

	
	
	
	

Damrun		
	
	
	
	
	
	

	
yes some people go to bar 
after dinner and some people 
go to casino after dinner 
haha they are very happy 
about the bar and casino.. 
(haha) 
 
 

	
	
They	use	the	
entertainment	aboard.	Is	
there	enough?	
	
	
	
	

Anurat	
	
	

 
 
and for guests with children it 
is difficult to go by fly 
because the children get 
bored.. 
 
 
yes because some like to just 
relax and maybe take a nap 
or walk around the ship.. do 
shopping.. and then some of 
my guest like to go to the 
bars or the dance club in the 
night and maybe have 
drinks.. and I also like that 
(haha).. and in my group who 
have children they can let 
their children run around.. 
and there are thing to do for 
them.. i know that they can 
do treasure hunt and there is 
swimming pool and games.. 
that is good 
 
 
	

	
	
Children	are	entertained	
on	the	ferry.		
	
	
	
	
	
	
Seem	that	his	guests	feels	
entertained.		
Cildren	are	entertained	
and	there	are	activities	for	
them	to	get	involved	in.	

	 Escapism	 	
Zara		 But, this trip offers an 

escape. An escape from 
having to go to all sorts of 
places in as little time as 
possible, as we only have 10 

Escapism:	Forced	
relaxation	for	guests	=	a	
good	thing,	which	
contributes	to	satisfaction		
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days to show people 
Scandinavia. But, 10 days on 
the run, can be very stressful. 
But, people from Hong Kong 
do not show that they are 
stressed or worn out, they 
keep running around to see 
everything the tour has to 
offer… And… I mean. I am 
not sure that this is why it is a 
part of the trip, but, in my 
opinion it is an amazing part 
– people are forced, so to 
say, to relax. 
 
I think what people enjoy is 
the escape from the 
everyday lives… And, after a 
few days of rushing to one 
attraction after the other 
people could be a little tired. 
So, onboard a ferry, there are 
only so many things to do. 
And I think that this is what 
our guests really appreciate, 
of course without ever saying 
it out loud 
 
	

	
	
	
	
	
	
	
	
	
	
	
	
The	trip	is	seen	as	a	break	
from	everyday	life.	
Further,	a	break	from	
“rushing”	around	in	the	
city	

Dim-Kan	 This ferry seems like a good 
mix.. I mean we get to be 
relaxed on this ferry, 
 
 
 
Well, as I said about the 
“perfect vacation”, I would 
like a mix between relaxing 
and going around 
sightseeing… On this ferry 
we get to relax, as there is 
only so much to do.  
 
 
we get to go from a to b. 
Without having to try to keep 
the kids to stay quiet in an 
airplane, when the pressure 
gets their ears to hurt and 
make them sit still… 

The	ferry	provides	an	
escaping	and	relaxing	
character	
	
	
	
	
	
	
	
	
	
	
	
Children	are	entertained,	
thus	provides	a	way	for	
parents	to	relax		
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We have only been on the 
ferry for 3-4 hours now, so 
we have just been relaxing, 
my husband and I, while we 
have let the kids run loose… 
And, I guess, this is what we 
had been hoping for…  
 
 
Otherwise, it is fine for now. 
Now I am just enjoying doing 
nothing. 
 
Well… that is a good 
question. To begin with I 
would want my family with 
me! Maybe I want a mix 
between relaxation and seing 
stuff. 
 
 
Otherwise, I think that many 
people, who are doing such 
packaged tours, tend to get a 
little stressed – I mean, if we 
weren’t capable of speaking 
English, and if the locals 
weren’t either, we would 
have been following our tour 
guide everyday all the time. 
That would have meant that 
we would have never had a 
minute to relax… And I think 
that this trip is a great way to 
get some time off, withour 
feeling that you are wasting 
valuable time that could have 
been spent going to see 
some castle or whatever… 
 
 
	

	
	
	
	
	
	
	
	
Doing	nothing	acts	as	
break	
	
	
	
	
	
	
	
	
	
	
	
	
Relaxation	seem	as	a	
motivator	for	travelling		
	
	
	
	
	
	
	
The	ferry	functions	as	
break,	since	the	Asian	
tourists	seem	to	get	
stressed.		
They	are	able	to	walk	
around	the	ferry	alone	
without	the	tour	leader,	
which	gives	a	sense	of	
relaxation		

Damrun	  	
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because when we fly with the 
plane you don’t have relaxing 
time.. only you go to the 
airport and then you fly one-
ten hours and then you finish. 
But for… when we go on the 
cruise we have 12-14 hours 
for relaxing, shopping, for 
walk, for sightseeing, for the 
view and I think it is good. 
	
 
 
 
 
 
 
 
 
 
	

	
	
	
More	relaxing	to	take	the	
ferry.		
	
	
	
The	cruise	functions	as	an	
relaxing	time	for	the	
guests.	They	get	to	do	
what	they	want	and	
escape	from	everyday	life.	
An	overall	good	
experience	(like	a	break	in	
the	holiday) 
	
	
	
	
		

Anurat		 Like here they can’t get lost 
(haha) so they can walk 
around alone and just drink 
tea o coffee, go shopping or 
go to deck and look at the 
sunset and the ocean… 
escpecially my guest like the 
view  
 
 
 
 
 
 
 
 
I think that it is a nice break 
from going around and see a 
lot of things.. my people 
wants to see a lot of things 
and take a lot of pictures that 
they can show their family 
and friends.. so sometimes it 
can even be a bit stressful for 
them to go sightseeing all the 

They	relax	and	can	walk	
alone	around	the	ship.	
Uncertainty	avoidance	
minimized?	
	
	
	
	
	
	
	
	
	
	
	
Offers	an	escape	and	a	
break	from	sightseeing.	
Recharge	batteries	
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time. The cruise is a good 
way to make them relax.. 
 
 
we want to relax and have a 
good time before going to 
Oslo  
 
 
 
 
 
no because that is not 
relaxing and my guest would 
not get a good break… they 
would also not see all the 
nice things like sailing in the 
Oslo fjord and do shopping.. 
and for guests with children it 
is difficult to go by fly 
because the children get 
bored.. 
	

	
They	want	to	“recharge”	
before	going	to	another	
city.	The	break	inside	the	
holiday	
	
	
	
Anurat	prefer	the	Oslo	
ferry	rather	than	flying:	it	
offers	a	relaxing	character	
and	an	escape.		
	
Children	are	not	bored	on	
the	ferry.	

John	 	
	
the perfect holiday… we 
should not do anything in a 
hurry and everything needs 
to be relaxed.. yeah.. we 
should spend all the money 
we have to make us happy..  
 
 
good memories and being 
somewhere else… than just 
back in Thailand.. not being 
home is nice sometimes    
 
 
 
 
we want to have a relaxing 
time, and the other rooms for 
four people were not nice 
and very small  
 
 
 
	

	
	
A	good	trip	were	they	do	
no	need	to	do	anything	
other	than	relax.	
	
	
	
	
Being	somewhere	else	
(escaping)	gives	a	nice	
experience.	
	
	
	
	
He	wishes	to	relax.	Buy	
bigger	rooms	in	order	to	
relax	better.			

Sam	 Relaxing… And convenience 	
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as well… With the travel at 
least. And i want to see 
amazing things. 
 
 
Yes! The last part. The 
brochures we have seen 
from it, it is amazing view and 
nice place to be… So 
relaxing and amazing in the 
same time 
 
	

	
	
	
	
Wants	a	relaxing	trip.	It	Is	
expected	that	the	trip	will	
be	relaxing	and	an	escape		
	
	

Nedapad		 yeah for my group not for me 
(haha) no but it is more 
relaxing on the cruise than in 
Copenhagen or Oslo… 
because people on the cruise 
cannot get away and I relax 
more 
	
	
yes.. my groups like to relax.. 
so it is nice to have some 
time to relax and eat and do 
things.  
 
 
 
yes yes people are relaxing.. 
cannot go anywhere and 
have to stay and relax  
 
 
 
 
no we travel long time from 
Thailand and flying is not 
relaxing.. so it is good to 
have time to shopping and 
drinking and eating 
 
 
yes yeah.. very much.. and 
we have another cruise from 
Stockholm-Helsinki.. so very 
important. my groups like to 
go on the cruises.. it is very 
relaxing  
	

	
	
	
	
	
	
	
	
	
	
Functions	as	an	relaxin	
element	during	their	
Scandinavian	round-trip	
Since	people	relax	more	
here.	They	escape.	
	
	
	
	
	
	
Rather	this	mode	of	
transportation	than	
airplane.	Seems	that	the	
airplane	is	more	a	force	of	
circumstance	that	a	want?	
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Unknown	respondent		 Don’t know. Maybe this is 
breaking. Like relaxing. And 
we get good view and better 
photos. And we take ferry to 
Sweden, Norway, Iceland. 
	

Think	the	ferry	is	part	of	
the	itinerary	because	of	
it’s	relaxing	character	

	 Esthetics		 	
Zara	  

And on the same time they 
see one of the best views 
that Scandinavia has to offer, 
from deck – and I always 
recommend people to on 
deck, both when leaving 
Copenhagen, where they can 
see Elsinor Castle, but 
especially when we enter the 
Norwegian fjords. That is 
amazing!  
	
	
So, they enjoy these “ferry-
brakes” a lot I believe! And, it 
is also here where they can, 
without question, get the best 
pictures from there entire trip 
to Scandinavia, and I highly 
believe that it much valued. 
 
 
 
 
 
 
 
As said, from where I come 
from we love your nature. 
When we sail into Norway, 
up the fjords and everything, 
this is what I think people like 
the most. 
 
	

	
	
	
	
	
	
	
	
	
	
	
Likes	the	views	from	the	
Oslo	ferry,	and	sees	this	as	
a	great	feature	of	the	ferry.	
	
	
	
	
	
	
	
	
	
	
	
	
Seems	that	the	view	is	a	
main	driver	for	Asian	
tourists	to	visit	
Scandinavia		

Dim-Kan	  
But also we get to see, at 
least we were promised, to 
get the perfect view of the 
beautiful landscape in 
Norway..  
	

	
Something	expected:	the	
view		
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Well, we got some good 
pictures of the famous 
Hamlet Castle when we left 
Denmark, so that was great. 
 
 
 
I don’t know… Fake gold and 
everything. I guess it is nice 
enough, but not a thing I had 
given thought until you asked 
 
 
 
 
 
 
 
 
We wanted to experience 
something entirely new… We 
come from Bangkok, so we 
wanted to experience some 
place different and use our 
money to get away for some 
time! We got the impression 
that Scandinavians are nice 
and welcoming people with a 
very rich history and beautiful 
nature… So these are the 
main reasons. 
 
If what I have been told about 
the view from the deck, and 
what I saw when we left 
Copenhagen, I think that that 
is one of the main reasons. 
Not to sound racist or 
anything, but we all know 
how much especially 
Chinese, but I general all 
tourists, like taking pictures. 
And I definitely hope to get 
some great ones to show 
when we enter Norway.  
 
We are moving from a to b, 
but also experiencing a part 

	
	
	
Kronborg	castle	functions	
as	an	offering,	which	can	
be	seen	from	the	ferry	
	
	
	
No	impressed	with	the	
interior	design		
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
The	nature	and	the	view	
seem	to	function	as	a	main	
driver	for	travels		
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of this ferry, and getting to 
see the beautiful landscape 
in one and the same time… 
 
 
 
  

Damrun	Pon		  
for me.. I am happy for the 
food and the view and the 2-
3 hour before Oslo we can 
sail through the fjords and 
that is very beautiful… 
	
	
I think… I think it is both 
cruise and Scandinavia… we 
go on two cruise everytime - 
DFDS and Silja Line - so it is 
big part of the trip.. and the 
view is very nice both places  
	

	
	
The	favourite	part	of	the	
trip	is	the	view		
	
	
	
	
A	big	part	of	the	driver	
behind	going	to	
Scandinavia	is	the	view		

John	  
 
 
yes.. and I heard there is a 
swimming pool so I want to 
go to that.. 
 
 
Yes we did.. so we could get 
some nice pictures for family 
and friends  
 
 
 
 
 
yes.. well so we looked at the 
view when we sailed from the 
habour and then we have 
been walking around the 
cruise to see things and later 
we will eat at the.. the buffet 
and then I will drink (haha) 
 
 
 
 
yes it is very nice and pretty.. 

	
	
Wants	to	take	pictures	of	
the	view.	The	view	is	an	
expected	part	of	the	trip,	
and	thus,	seem	to	be	a	
main	driver	for	buying	
this?	
	
	
	
	
	
	
Be	on	deck	during	
departure	and	arrival	seem	
as	a	must	do	thing	
	
	
	
	
	
	
	
The	ferry	interior:	is	fine.	
Ambiguous	comment		
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Anurat		  

like here they can’t get lost 
(haha) so they can walk 
around alone and just drink 
tea o coffee, go shopping or 
go to deck and look at the 
sunset and the ocean… 
escpecially my guest like the 
view  
 
 
I think that many of my guest 
like to go for the shopping.. 
they like to buy Scandinavian 
design.. and then again many 
of my guests like to get up 
early in the morning and see 
the view of the fjord.. some 
like to drink.  
 
and then we watch the view 
together in the morning 
 
 
and as I said the view of the 
fjord is part of plan to go 
here.. I think that is a big part 
of it 
 
 
 
	

	
	
	
Asians	tourists	go	to	the	
deck	to	see	views.	They	
enjoy	the	view.		
	
	
	
	
	
	
	
Likes	to	different	things.		
Does	this	entail	they	
expect	there	to	be	different	
things	to	do?	
(Customization?)	
Get	early	up	in	the	
morning	to	see	the	view	

Sam	  
Relaxing… And convenience 
as well… With the travel at 
least. And i want to see 
amazing things. 
	
 
 
Comfortable. Excellent 
service. And, an amazing 
view! 
 
 
 
The nature is awesome! I 

	
Motivator:	relaxing	and	see	
things.	Nature	and	views.	
	
	
	
	
	
	
	
Are	expecting	to	see	an	
amazing	view.	Already	
knows	that	there	are	
stunning	views	to	be	seen	
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have been here before, but 
she wants to see mostly 
nature. So, we see the nature 
in Norway and we are going 
to Iceland to see that as 
well… and as I said she will 
like to see when we come to 
Oslo where we sail into the 
city.. we have seen that this 
should be very pretty  
 
 
	

Nedapad		  
I love travelling and meeting 
new people.. and i like the 
people here and the nature  
 
 
 
yeah … I make list of things.. 
after they go to room we 
meet outside to see the view 
when we leave… and we go 
to the tax-free shopping and 
then dinner..  
 
 
many like food and many like 
the tax-free shopping.. after 
dinner some go to the bars 
and drink or on outside and 
look at the view. Many like 
the view when we come to 
Oslo some hours before.. it is 
very nice and beautiful to see 
the view of fjords.. and my 
groups are very relaxed here  
 
 
	

	
Likes	the	nature.	A	driver	
for	working	as	a	tour	
leader		
	
	
	
	
Have	an	itinerary	for	what	
to	see.	Watching	departure	
and	arrival	is	a	part	of	this	
itinerary	
	
	
	
Enjoy	the	view	from	deck.		
The	main	driver	is	the	
view	of	the	Oslo	fjord.	

Unknown	respondent		 I like to see new stuff…… 
attractions. 
 
Sightseeing. Nice view.  
 
Beautiful countries. Have a 
nice view. And for shopping. 
 
Don’t know. Maybe this is 

	
	
	
	
	
Driver	for	going	to	
Scandinavia:	view	
Nicer	to	take	the	ferry	than	
flying.		
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breaking. Like relaxing. And 
we get good view and better 
photos. And we take ferry to 
Sweden, Norway, Iceland. 
 
 
	

	 Sacrifice/Negativity		 	
Zara	 I mean, as we have limited 

time to show everything for 
our groups, one could argue 
that the Osloferry is a bit 
slow. But, another part of the 
trip is the ferry from 
Stockholm to Helsinki. I think 
what people enjoy is the 
escape from the everyday 
lives… And, after a few days 
of rushing to one attraction 
after the other people could 
be a little tired. So, onboard a 
ferry, there are only so many 
things to do. And I think that 
this is what our guests really 
appreciate, of course without 
ever saying it out loud… I 
mean, they are visiting 
Scandinavia to see as much 
as possible and come home 
and be able to tell about it… 
So, maybe the fact that it 
maybe a little 
understimulating onboard, 
don’t get me wrong people 
have a good time – but 
understimulating as opposed 
to running around in big 
cities… So, they enjoy these 
“ferry-brakes” a lot I believe! 
And, it is also here where 
they can, without question, 
get the best pictures from 
there entire trip to 
Scandinavia, and I highly 
believe that it much valued. 
	
	
But, maybe, I mean most of 
the evening activities involve, 
if not drinking, then people 

	
Feels	that	the	ferry	lacks	
things	to	do.	Which	is	both	
a	ggod	thing,	however,	also	
can	make	the	ferry	seem	
boring	and	under	
stimulating	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
Risk	of	negative	emotions.	
Ferry	might	seem	boring		
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drinking. And we don’t drink 
as much from where I come 
from… So maybe it could be. 
But, as said, people from 
Hong Kong do not complaint, 
at least not to my face… And 
I have not heard any 
complaints from my employer 
yet, and I have been doing 
this trip for three years now. 
So it does not seem as such 
	
	
Maybe there are too much 
time doing nothing. 
Especially when there are no 
children and we do not drink. 
	
	
Yes. I think it could be a real 
risk, that some people are 
scared by this. But, then 
again, if anything real 
happens, someone from the 
staff will interact. But, of 
course, someone from other 
cultures, might be offended 
or a little scared, without the 
staff noticing, because they 
might see as some “teasing”, 
where the guests could see it 
as threatening… But, to my 
experience, it has not 
happened – maybe because 
if have become more like you 
guys during my time here… 
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
Differences	in	culture	
might	cause	negative	
emotions		

Dim-Kan	 But, the other guests from 
our group are much more 
dependent on the guide. 
They cant even order a cup 
of tea without getting the help 
of someone with English 
language.. This also means 
that they go on all the tours 
offered in the package, 
where we have chosen to 
take some days away from 
the group. But, that is not 
even a possibility with the 

The	matter	of	difficulties	
with	language	may	create	a	
negative	vibe,	since	it	
limits	the	guests		
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others people from the group. 
 
 
I don’t know… Maybe there 
is a little entertainment for 
grown ups… At least if you 
don’t appreciate drinking as 
much as the Danes or 
Norwegians… 
 
 
Not that it bothers me that 
they drink, I guess I could 
just drink some more haha, 
but i wont because of my 
children. But, I think that the 
main thing people do on this 
boat is to enjoy time together, 
but there could be something 
other than the arcade, the 
bars, casino or arcade… 
Maybe it is just me, but I 
think it is limited as to how 
much time one can spent 
doing those things… 
Hopefully there will be some 
good live music tonight! Then 
I might grab a drink and 
enjoy that… Otherwise, it is 
fine for now. Now I am just 
enjoying doing nothing. 
 
 
 
I honestly don’t believe that it 
would be easy for them… If 
they were to get any help 
they would have to get help 
from our guide. It is not that 
the staff wont help, it is just 
that they cannot 
communicate… because of 
language. 
 
 
	

	
	
	
	
	
	
	
	
	
She	does	not	feel	
entertained	enough,	which	
create	a	negative	feeling.	
Being	entertained	was	
expected		
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
Difficulties	with	
communicating	might	
create	negative	emotions	

Damrun	Pon	  
actually… for shopping is not 
so much.. it would be good 
with more shopping... like 

	
Want	there	to	be	better	
opportunities	for	shopping		
Could	mean	that	the	Oslo	
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Silja.. Silja Line they have big 
shopping… and it I think free 
Wifi could be better.. there is 
bad wifi..  
 
 
but actually for improving.. no 
shop is open when we go on 
deck and it would be nice to 
have something to drink or 
eat when we looking at the 
view.. many from my group 
ask me for tea or snack.. so 
sometime I buy something 
before like nuts so they can 
have something..  
 
 
no no.. (haha) but I have the 
responsibility for them and 
make sure they get to places 
on time… sometimes I also 
translate for them because 
they… they sometimes feel a 
bit… maybe frightened to talk 
with strangers here in 
Scandinavia  
 
 
	

ferry	does	not	get	good	
recommendations	
	
	
	
	
Negative	that	they	are	no	
able	to	eat/drink	anything	
when	they	look	at	the	view	
in	the	morning.	Should	this	
be	improved	
	
	
	
	
	
Differences	in	culture	can	
create	negative	emotions			

John	  
no it is good… no I don’t like 
the internet.. that you have to 
pay money for it.. and the 
connection i very bad. That 
can be better I think  
	

	
Overall	feeling	is	that	the	
ferry	functions	as	a	good	
experience,	yet,	paying	for	
internet	is	negative	

Anurat	 I.. I think it is a good cruise… 
but I think sometimes that 
there is not that much to do 
here on the cruise.. for 
guests who don’t drink there 
should be more things to do.. 
	

	
Lack	of	things	to	do	=	
negative	emotions	towards	
the	cruise	

Nedapad		 yes… I think I would like 
that.. because… I think the 
buffet opens later so it could 
be nice with just some tea or 
coffee 
 

	
Improving	the	offering	on	
the	sundeck	could	be	
beneficial.	To	avoid	to	high	
level	of	negativity		
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well everything is very nice.. 
you know rooms, food, bars 
but for Thai and asians there 
could be more shopping.. 
shopping is good but not big 
enough (haha)  
 
	

	
The	shopping	is	not	
expected	to	be	that	limited,	
which	might	create	
dissatisfaction	

	 Uncertainties/risks/cultural	
differences		

	

Zara		 But Scandinavia is so unlike 
what most guests have ever 
experienced before. Our 
guests needs to be taken 
care of. Of course they are 
capable of doing things on 
their own, but to our 
knowledge, they want to 
experience as much of the 
Danish and Scandinavian 
culture as possible in the little 
time they have here – it is not 
like they come back – not in 
most cases anyways. So, 
make sure that they see as 
much of the countries as 
possible and make sure that 
they never feel insecure 
 
 
 
Of course, I can see how it 
can be misunderstood. What 
I mean is not that people feel 
threatened, but that people 
are visiting a place very 
unlike anything they have 
ever come across. People 
behave differently than what 
people are used to from 
where they come. 
 
 
Sure… For example in 
Denmark people are very 
polite, however, they are also 
very direct in how they 
approach people – take for 
example you guys, coming 

	
Differences	is	culture	
create	a	risk	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
Differences	might	infer	
negative	emotions,	since	
people	have	different	ways	
of	reacting	in	situations.	
The	tour	leader	is	there	to	
avoid	this	from	happening	
and	avoid	the	negative	
emotions	
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up to me and addressing me 
with this interview. I don’t 
mean to say that you were 
impolite, but in Hong Kong.. 
In Hong Kong in honestly 
don’t think that it would have 
ever happened, that two guys 
would ask for this… I mean, 
not like on the spot or how to 
say it. Maybe, we would have 
communicated back and forth 
and then made an 
appointment. A scheduled 
interview. If you look at it this 
way, people from Hong Kong 
can experience this as kind 
of face threatening… They 
do not ever want to be 
caught of guard. In 
connection to this, people 
from Hong Kong do not have 
the same.. for example 
queueing culture as you 
have… This could result that 
Danish people get angered 
about our “cultural” behavior. 
In turn people from Hong 
Kong would feel “threatened” 
that a Danish person would 
actually take the argument 
face-to-face in public with this 
particular person… So, my 
job is to make sure that this 
does not happens too often – 
and my guests are to a some 
extent aware of this fallacy, if 
not they get to know it at 
some point in during their 
visit, so they want me to be 
close to them most of the 
time… 
 
 
 
And, of course, I let them 
know where I will be during 
the trip, so they can always 
get a hold of me in case 
something should happen or 
they want some 

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
The	guest	need	to	know	
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recommendations. 
 
 
 
 
 
Yes. I think it could be a real 
risk, that some people are 
scared by this. But, then 
again, if anything real 
happens, someone from the 
staff will interact. But, of 
course, someone from other 
cultures, might be offended 
or a little scared, without the 
staff noticing, because they 
might see as some “teasing”, 
where the guests could see it 
as threatening… But, to my 
experience, it has not 
happened – maybe because 
if have become more like you 
guys during my time here… 
	

where	the	guide	is	at	all	
times:	they	are	uncertain	
about	how	to	do	things	on	
their	own	
	
			
	
	
	
	
	
	
Interaction	between	staff	
and	guest	may	create	a	risk	
	

	
	
Dim-Kan		

 
 
 
I travel with my family, my 
two sons and my husband. 
But, we four are travelling in 
a larger group – I think we 
are around 25 people in all. 
 
 
 
Definitely. I think I, or my 
family have a big 
advantage… Usually we 
don’t book packaged tours, 
but usually we don’t travel 
this far away from Thailand. 
But,  don’t think that it has 
been as necessary as we 
believed it would be… 
 
 
But, the other guests from 
our group are much more 
dependent on the guide. 
They cant even order a cup 

	
	
	
Travelling	in	larger	group.	
Is	it	a	perceived	risk	to	
travel	alone?	
	
	
	
	
Be	far	away	from	home:	
tourists	want	to	be	safe,	
thus	they	are	attached	to	a	
tour	guide			
	
	
	
	
	
	
	
Language	is	a	barrier.	May	
result	in	less	relaxing	trip.			
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of tea without getting the help 
of someone with English 
language.. This also means 
that they go on all the tours 
offered in the package, 
where we have chosen to 
take some days away from 
the group. But, that is not 
even a possibility with the 
others people from the group. 
 
I honestly don’t believe that it 
would be easy for them… If 
they were to get any help 
they would have to get help 
from our guide. It is not that 
the staff wont help, it is just 
that they cannot 
communicate… because of 
language. 
 
 
 
 
 
 
I have been working for the 
red cross, so I kind of had to 
learn it… And I am so happy 
that I did. I really like talking 
to other people. For example 
you. And that is not 
something that many other 
Thai tourists get to do. 
 
 
I had no trouble getting the 
help I needed… I have 
bought some perfumes, less 
than 100 ml of course. And 
they were perfectly friendly, 
and very willing to help me. 
 
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
Thai	tourist	lack	language	
skills:	make	it	seem	more	
difficult	for	them	to	
communicate.		
	
	
	
	
	
	
	
	
	
Help	on	the	Oslo	ferry	
seem	to	be	good.	If	the	
staff	gives	friendly	service	
it	may	lower	uncertainties	
for	Asians	and	give	them	a	
more	relaxing	trip	

Damun	Pon		 yes.. I am a Tour leader, so I 
go with the group all the trip.. 
I have tickets and make sure 
everyone is safe.. 
 
 

	
	
The	tour	leader	has	a	
function	in	the	interaction	
between	guests	and	staff.	
Tourists	see	it	as	a	risk	
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no no.. (haha) but I have the 
responsibility for them and 
make sure they get to places 
on time… sometimes I also 
translate for them because 
they… they sometimes feel a 
bit… maybe frightened to talk 
with strangers here in 
Scandinavia  
 
yes yes they do.. we have 
different types of trips… 6 
days, 10 days and more and 
then the guest choose the 
one they like most 
 
Yeah yeah, for this group I 
have. We have booking time 
in the restaurant. 
 
 
yeah yeah.. I eat with the 
group always I do everything 
with my group.. but they also 
go around alone.. but mostly 
Thai people like to do things 
in group.. and I also think that 
that is nice to not be alone.. 
right!? 
 
 
well actually I come to DFDS 
many times before I don’t see 
too many chinese groups. 
That I think is good for us 
(haha)... that is good for us… 
but sometimes it is difficult for 
my guests to understand the 
english language when 
maybe the staff ask them 
questions… or sometimes 
Scandinavians are not so 
patient with Thai people 
because of the language 
difficulties so my guest can 
be a bit frightened to talk with 
people from other 
countries..   
 

communicating	with	locals	
and	staff.	
	
	
He	helps	and	guides	if	any	
issue	will	occur	for	his	
guests	
	
	
	
	
	
	
	
	
	
	
By	travelling	on	a	a	
packaged	tour	they	know	
what	to	expect	=	this	can	
lower	risk	and	avoid	
uncertainty		
	
	
	
His	guests	know	where	he	
are	at	all	times		
	
	
	
	
	
	
	
	
Language	acts	a	barrier	
and	is	difficult	when	
communicating.	The	tour	
guide	acts	as	a	mediator	
between	staff	and	guest		
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John	  
yeah well we are going to 
Oslo.. Norway.. we want to 
see the difference in living 
over their.  
	
he have tickets and make 
sure that we are safe and 
have everything we need.. 
 
	
no no no, but this is very 
different from my country 
(Thailand) so I its good for 
me to have someone who 
knows where to go and so 
on..  
 
 
Actually I don’t know 
anything.. my guide and has 
planned everything.. but the 
cruise seems good so far and 
it is good to be with family 
and friends… 
 
	
	
	

	
	
Travel	motivator:	to	see	
the	difference	in	cultural	
differences	
	
	
Tour	guide	is	expected	to	
keep	tourists	safe	(and	be	
knowledagble)		
	
	
There	are	an	inherent	risk	
in	travelling	to	places	with	
a	different	culture		
	
	
It	expected	that	the	tour	
guide	provide	an	excellent	
trip	

Anurat		 no but they expect me to take 
take care of them.. it can be 
a bit stressful sometimes 
(haha) but not unsafe.. 
Scandinavia is very different 
to Thai and I want to give my 
guest a 
relaxing holiday.. so they 
don’t have to think about 
anything 
   
 
yes when they bye they get 
information about what they 
will see and where we go 
	
	
yes I eat with them at the 
buffet and I also go out to the 

	
Different	region:	why	they	
have	a	tour	guide.	Takes	
care	of	things	for	the	Asian	
tourists	
	
	
	
	
Posssibly	to	avoid	risk	and	
uncertainties		
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bar with the ones who like to 
drink.. and then we watch the 
view together in the morning.. 
but I don’t go around with 
them all the time they go 
alone to shopping and 
sightseeing on here… but 
they know where they can 
find me… but many like to 
have me with them because 
they don’t speak that good 
english 
	

Sam	  
I am going on this trip with 
my mom. We like to travel 
together..  
 
 
Actually, i come with a group 
tour… So, thats why.. and my 
mother always wanted to go 
and see scandinavia, so that 
i why we take this trip. 
 
 
yes.. I see other we travelling 
with likes to be very close to 
him, and go all the time with 
him. But we eat dinner with 
the other and the guide.. and 
that’s nice I think  
	

	
Asians	tend	to	like	doing	
things	together		
	
	
Signs	of	collective	attitude		
	
	
	
	
	
Some	follow	the	guide	
closely,	yet	there	are	
exceptions		

Nedapad		 	
It is work for me to.. I am at 
work so I need to take care of 
them around Scandinavia.. 
 
 
I have all the tickets and I 
know where we are going all 
the time. I make sure that all 
my guests are happy. I have 
to know where they are  
 
 
eah for my group not for me 
(haha) no but it is more 
relaxing on the cruise than in 
Copenhagen or Oslo… 

	
	
	
The	guide	fills	an	
important	role:	making	
sure	people	are	“safe”	=	
minimizing	risks	and	
uncertainties		
	
	
	
	
	
	
The	place	is	more	“safe”	
and	thus	minimizes	
uncertainties	and	risks		
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because people on the cruise 
cannot get away and I relax 
more 
K: So you feel that your 
guests can go by themselves 
here?  
 
 
no.. not the same.. but some 
plan of what we will be doing. 
Then they know what we 
have to when we are 
travelling and they know 
where they have to be 
 
 
no people are very nice but 
thai people do not talk that 
much with other guests here. 
They like to be in the group 
 
 
	

	
	
	
	
	
Asian	seem	to	like	to	know	
what	they	will	be	doing	=	
lowering	risks		
	
	
	
	
	
Minimizes	risksby	staying	
with	the	group	

Unknown	respondent		  
You cant get my name 
	
	
	
	
 
 
I don’t know… it is our first 
day here 
 
 
 
 
 
 
 
We like our group leader. He 
is helpful. We cannot talk 
easy to many people, so he 
helps. And it is his job to 
show the country. 
 
	

	
Will	not	give	her	name:	
does	this	tell	us	something	
about	Asians?	=	maybe	
trying	to	avoid	the	
uncertain?	
	
	
Massive	language	barrier.	
Very	difficult	to	
communicate.	
	
	
	
	
The	guide	helps	
minimizing	the	risks.	They	
feel	uncertain.	They	have	
expectations	to	the	guide.	
Attractions	of	Asians	are	
possibly	connected	to	the	
guide	as	well?	

	 Collective	
nature/togetherness		
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Zara		 There are. People at least 
pay up front for the evening 
and morning buffets. Most 
of the time people are 
there, but sometimes 
people want some alone 
time and choose to eat at 
different restaurants, but 
rarely… Otherwise, I mean, 
I tell people what the boat 
has to offer, and the get 
some printed papers where 
they can see what the boat 
has to offer and then we 
just let people run loose… 
And, then we join in the 
evening for dinner… That’s 
pretty much it. And, of 
course, I let them know 
where I will be during the 
trip, so they can always get 
a hold of me in case 
something should happen 
or they want some 
recommendations. 
	

but most of the time people 
are travelling in big groups 
	

	

	

	

Likes	to	stay	together		

Dim	Kan	 To begin with I would want 
my family with me! Maybe I 
want a mix between 
relaxation and seeing stuff. 
	

Well… I don’t know… It is a 
part of the packaged tour 
we are doing in 
Scandinavia and Northern 
Europe… 
 
Otherwise, I think that 
many people, who are 
doing such packaged tours, 
tend to get a little stressed 
– I mean, if we weren’t 
capable of speaking 

	

	

	

People	are	possibly	
together	in	a	different	way	
when	travelling	in	a	
packaged	tour?	
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English, and if the locals 
weren’t either, we would 
have been following our 
tour guide everyday all the 
time. That would have 
meant that we would have 
never had a minute to 
relax… And I think that this 
trip is a great way to get 
some time off, withour 
feeling that you are wasting 
valuable time that could 
have been spent going to 
see some castle or 
whatever… We are moving 
from a to b, but also 
experiencing a part of this 
ferry, and getting to see the 
beautiful landscape in one 
and the same time… 
 
	

Damrun	 Yeah yeah, for this group I 
have. (...) We have booking 
time in the restaurant, 
dinner and for breakfast 
too. (...) we eat at the buffet 
every time. 
 
“in my group who have 
children they can let their 
children run around and 
there are thing to do for 
them.. i know that they can 
do treasure hunt and there 
is swimming pool and 
games.. that is good 
 
 
for me.. I am happy for the 
food and the view and the 
2-3 hour before Oslo we 
can sail through the fjords 
and that is very beautiful… 
but actually for improving.. 
no shop is open when we 
go on deck and it would be 
nice to have something to 
drink or eat when we 

	

Like	doing	things	together	
and	with	their	children	as	
well		

	

	

	

	

	

	

	

	

They	go	to	the	deck	



109 

looking at the view.. many 
from my group ask me for 
tea or snack.. so sometime 
I buy something before like 
nuts so they can have 
something..  
 
eah yeah.. I eat with the 
group always I do 
everything with my group.. 
but they also go around 
alone.. but mostly Thai 
people like to do things in 
group.. and I also think that 
that is nice to not be alone.. 
right!? 
 
 
Yeah yeah, for this group I 
have. We have booking 
time in the restaurant.  
dinner and for breakfast 
too.   
 
the buffet restaurant.. we 
eat at the buffet every 
time..  
 
 
	

together		

	

	

	

	

	

Always	eat	together	in	the	
buffet	restaurant.	Pre-
booked	and	paid	

	

	

John	 	 	

Anurat	  
I think they very much 
enjoy being able to spend 
time together with more 
close family, and not entire 
group all the time 
	

yes I eat with them at the 
buffet and I also go out to 
the bar with the ones who 
like to drink.. and then we 
watch the view together in 
the morning.. but I don’t go 
around with them all the 
time they go alone to 

	

	

	

Asians	enjoy	time	together,	
yet	not	always	in	the	
groups	but	together		
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shopping and sightseeing 
on here… but they know 
where they can find me… 
but many like to have me 
with them because they 
don’t speak that good 
english 
	

They	always	eat	together		

Nedapad		 no people are very nice but 
thai people do not talk that 
much with other guests 
here. They like to be in the 
group 
	

Togetherness	is	preferred		

Sam	 And convenience as well… 
With the travel at least. And 
i want to see amazing 
things and I would like to 
be together with my family. 
	

I am going on this trip with 
my mom. We like to travel 
together.. 
 
 
Actually, i come with a 
group tour… So, thats 
why.. and my mother 
always wanted to go and 
see scandinavia, so that i 
why we take this trip. 
 
 
But we eat dinner with the 
other and the guide.. and 
that’s nice I think  
 
 
	

	

	

	

	

	

Family	ties	and	
togetherness		
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Observational studies  

(A: 15) - Field notes 
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Statistics  

 

(A: 16) - DFDS 

 

 
TOTAL GROSS VALUE DKK PER PAX 
DFDS 
RUSSIAN FEDERATION 

UNITED STAT 

Total 2018 

Total 2014 

Total 2015 

Total 2016 

Total 2017 

total 2017 

Natal 2017 
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(A: 17) - Tourism by mode of transport 
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(A: 18): DFDS Oslo færgen front-page (website) (31/7 - 2018) 

(www.dfdsseaways.dk/oslobåden) 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


