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Summary 
 
The consumer’s value-creation is not an option anymore, but imperative to develop engagement, 

brand loyalty, and attachment to ensure a valuable consumer experience. This dissertation is a study 

of how value is created through the podcast experience for the Danish young millennial women. In 

other words, what this value actually is, and moreover, how this value-creation can be improved 

and go beyond what the podcast experience is today.  

 

Through an exploratory study of this phenomenon, in-depth research was conducted, utilising a 

survey with 126 respondents, an expert-interview with the most popular podcast in Denmark, 

Mørkeland, not to mention two exploratory workshops through the framework of the design 

thinking process. By combining these three different varieties of informants and interactions, the 

goal was to develop an in-depth understanding of the value-creation process in connection to 

podcasts. 

 

Listening to podcasts allows the consumer to get a break and thereby create a space for an escape 

or distraction from their everyday stressful life. The findings indicated that the value creation 

happens through several stages of the podcast, moreover, beyond the listening situation itself. The 

podcast captivates the listener with an immersive story, but the findings expressed a need for more 

presence and engagement through immersive experiences both online and physical events, parallel 

with the podcasts and new formats and concepts. With this, motivations and emotional 

gratifications have been developed for young millennial women’s podcast experience. These 

motivations inter alia include Immersion, Informality, Company, Information Seeking, and 

emotional attachment. Moreover, these key implications resulted in co-creation and co-producing 

of ideas for new formats and content with the participants. These ideas encompass immersive 

physical experiences, engaging co-creation and co-producing on online platforms, new formats, and 

ideas for improvement for podcasts. Furthermore, contributions for academic literature and 

business, moreover, future research are embodied ultimately in this thesis.  

 

Keywords: podcasts, value-creation, young millennial women, the podcast experience, true crime, 

dialogue, co-creation, co-production, engagement.  
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1

This chapter has the goal to elucidate

the backdrop of this dissertation.

Before all else, an introduction and

problem statement will set the scene

for this thesis, followed by the research

questions. Hereafter, a clarification of

definitions and a case description will

clarify the focus for this thesis. Lastly,

an illustration will be presented to

outline this thesis.

Setting 
the 

Scene
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Introduction 
 

We invite podcasts with us on our biking trip for transportation, as a companion when we are 

grocery shopping, and into our kitchen, while cooking dinner. I started listening to podcasts in 2017, 

after just having gotten a concussion. I never liked audiobooks, so I didn’t think that I would find 

audio entertainment interesting. But then, several friends recommended me to give Serial a listen. 

I have been listening to podcasts ever since then. I listen to podcasts when I bike, when working out, 

when cooking – any time, I have to myself, really. It gives me a break from University life, work and 

other stressful commitments, and keeps me company. Value-creation is imperative for a fulfilling 

and unique consumer-experience. So, my motivation for this study is to dive into the value-creation 

process for the listeners, what this value actually is, how this value is created. Furthermore, I wanted 

to participate in creating a qualified, creative, and tangible, contribution that creates value for the 

consumers, moreover, for the businesses behind this popular, still relatively new, digital media 

entertainment. I am part of the scope, being a young millennial woman, who listens to podcasts – 

but I am also the ambitious academic and author behind this thesis. Thus; I am academically and 

personally devoted to this phenomenon. 

 

Problem statement 
 
Proceeding from the initial interest and curiosity regarding the value-creation in relation to 

podcasts as a phenomenon, this master’s thesis will examine the following research question: 

 

How and why does the podcast experience create value for young millennial women? 

 

In order to ensure a fulfilling answer to the central research question, the following four sub-

questions have been developed:  

o How can the level of engagement and attachment connected to podcasts be improved? 

And how is this connected to the level of informal dialogue in podcasts?  

o Why is true crime so popular among young millennial women?  

o How does the consumers co-create and co-produce podcasts and the value-creation in 

relation hereto? 



3 
 

 

Definitions of concepts 
 

Co-creation is when a company and consumers in joint creation of value (Prahalad & Ramaswamy, 

2004b, p. 8).  

 

Co-producers are consumers actively participating in the value-creation. It can also be as co-

developing the product or service (Vargo & Lusch, 2008, p. 8).  

 

Consumer experience is the consumer’s reaction to an interaction, and hereby perception with a 

brand, company, product or service (Meyer & Schwager, 2007, p. 2). 

 

A Podcast can be described as Radio episodes on demand (the podcast host, 2019).  

 

The podcast experience is before, during and after listening to podcasts, including the 

engagement, value-creation, and co-creation in relation to podcasts.  

 

Young Millennial women are part of the millennial generation, born between the start 1980s-

1997; thus, in the age of 22-38 years old (Berger, 2018). Young millennial women are defined as 

the scope of this thesis, being between 22-30 years old in 2019.  

 

Value-creation is the value created for consumers, either by a company, in co-creation, or through 

usage of a product or service (Vargo & Lusch, 2008).  

 

Case description  
 
Podcasts – the new aural medium and culture 
 
If podcasts are to be explained to someone, who has never heard of the medium before, podcasts 

are radio on demand. It is either a series of audio episodes or a single-episode podcast (The podcast 

host, 2019). The medium’s popularity has increased exponentially through recent years (Besser, 

Larson & Hofmann, 2010, p. 396). It is an aural space of engaging and personal dialogue or 
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storytelling that combines elements, such as critical thinking, subjective and objective 

communication with room for exploration of new opinions and new digital media genres (Llinares 

et al., 2018). Podcasts can be described as various quality sound, no professional prepared scripted 

speech, but instead, podcasts are often very informal, conversational and spontaneous in its content 

(Besser et al., 2010, p. 396). Podcasts as a medium have been available since the beginning of the 

early 2000s. Apple made it accessible by podcasts available for downloading through iTunes in 2005 

(Llinares et al., 2018, p. 127). Moreover, innovations, such as the iPhone and tablets have made 

podcasts more accessible to consumers. In 2012, the podcast app became available in App Store 

(Ingraham, 2012), followed by many podcast platforms, such as apps and websites. Although 

podcasts have been available for relatively long, the media did not seem to break-through to the 

consumers. But then, a certain podcast changed the media; Serial by This American Life: a podcast 

from 2014, where journalist Sarah Koenig investigates the murder of the high school student Hae 

Min Lee, who disappeared on January 13th, 1999, and was later found strangled in a park in 

Baltimore, USA. The victim’s ex-boyfriend Adnan Syed was charged with her murder and has been 

in prison ever since, even though there was no physical evidence (Yardley, Kelly & Robinson-

Edwards, 2018, p. 2). Serial has been downloaded more than 175 million times (HBO, 2019a), which 

makes it the most popular podcast of all time. The New York Times called Serial “arguably the 

medium’s first breakout hit” (Carr, 2014).  

 

The millennial consumer  
 
The majority of podcast-listeners are millennials (Gade-Nielsen, 2016) – the largest living 

generation. Millennials are identified as young adults between 18-34 years old (Berger, 2018); they 

are in 2019 between 22-38 years old. In order to keep the scope of this thesis as concrete as possible, 

and for the research segment to be somewhat in the same stage in life, the chosen scope of this 

thesis is young millennial women in the age of 22-30. Millennials is a busy generation, and according 

to Engagement Specialist, Gade-Nielsen (2016), they are a part of the on-demand generation, being 

users of digital services, such as Netflix and Spotify – content and time of their own choosing. 

Entertainment Personalisation is a trend that is here to stay, and podcasting is an excellent example 

of this trend. There are all kinds of topics, when it comes to podcasts, e.g. music, comedy, culture, 

sport, true-crime, entrepreneurship etc. As for social media use, Facebook and Twitter have become 
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less popular than before, whereas the use of Instagram, Podcasts and sound, in general, has 

increased. Almost 20% of the public are listening to podcasts every week, which is an increase of 

five per cent compared to just last year (Dohrmann, 2019).  

 

Post-serial 
 
‘Serial’ became the centre of can be described as the golden age of podcasting (Carr, 2014). Since 

podcasting is still so relatively new, there is no common framework used. “Podcasting is still so new; 

there aren’t a lot of rules for how things should be done” – Brian Reed, Creator of the podcast S-

Town (McGrane, 2017). Since 2014, Alasdair Stuart (2016) has constructed the serial-model of 

podcasting; “bad thing happens, a crusading journalist investigates, interviews and discussion 

ensue” (Llinares et al., 2018, p. 82; Stuart, 2016). This can be seen as a subgenre within podcasting 

that has become quite popular within the true-crime podcasting genre.  

 

As for 2019, many podcasts have social media profiles, e.g. Instagram, and Facebook. Furthermore, 

the podcasts often have their own website, where the podcast is available. The podcast-format can 

have various formats and ways of communicating, but one aspect that has become a consistent 

storytelling method is the informal dialogue. One of the many reasons why Serial became such a 

break-through for the podcast media is their playful, informal, personal, messy and funny narrative. 

In an interview with the journalists behind Serial, Sarah Koenig and Julie Snyder talk about the 

storytelling and structure of Serial. Sarah Koenig states: “To me, that’s the pleasure of figuring this 

out. I think the rule of thumb is if it’s interesting to us, we’re going to assume it’s interesting to you. 

And as long as we’re responsible, not throwing stuff out there that’s totally half-cocked, and as long 

as we can corroborate what we’re doing, I think that’s kind of the fun of it” (Kiernan, 2014). The 

technological development in terms of enhanced usage of smartphones, there has been a significant 

increase of podcast-listeners since Serial. Hence, it has become a trend to be in a personal listening-

situation (Llinares et al., 2018). Copeland (2018) argues that podcasting has become an intimate 

aural medium, which is a powerful digital platform that can be used to engage with the listeners by 

challenging the norms of gender, culture, sex and sexuality (Llinares et al.; Copeland, p. 209). 
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Digital media consumption  
 
Every year, the media research group from Denmark’s Radio’s (DR) devise a report on the Danes’ 

digital media consumption habits – ‘The media development 2018’ is the latest report. The digital 

daily digital media use for Danes in the age of 15-75 years old is 7 hours and 16 minutes (DR, 2019). 

DR has identified a change in the media needs, especially among young people regarding podcasts, 

and music streaming, e.g. Spotify, and Smart Speakers, and predicts that the future will become 

even more sound-based, e.g. Google Assistant (Ibid). The researchers of DR find that this 

technological development through recent years makes sound-based entertainment more 

accessible and convenient for the consumer. Furthermore, the product offerings are continually 

getting better, such as personalised playlists on Spotify or thousands of podcasts within your 

interests (DR, 2019, pp. 41-42). So, whether the consumer is working out, cleaning or just want to 

relax, sound-based entertainment has become an escape for me-time to get lost in a podcast with 

an exciting story, or to hear about the newest cultural trends. (DR, 2019, p. 44). Moreover, The 

researchers of DR find that the future of sound will be divided into two segments: navigation and 

content – both trends regards personalisation (Ibid). Navigation concerns the use of smartphones, 

where Smart Speakers and Smart Control is going to evolve and dominate, which will be adapted 

into the consumer’s daily life, instead of touch-screens. Whereas content, such as podcasts are 

becoming so popular that more will listen to their individualised sound-based content (Ibid). 

Moreover, the use of Augmented reality (AR), 3D audio, recording technology and sound technology 

will become be in focus to improve the listening experience for consumers. Hence, the listening-

experience will in the future become further personalised; thus, more emotional (Ibid). 

 

Additionally, YouTube is also a popular media platform. 64% of the 15-24-year-olds, 44% of the 25-

31-year-olds, and 27% of 32-46-year-olds all spend time on YouTube on a daily basis (DR, 2019, p. 

36). When it comes to content preferences, the report showed that young women tend to watch 

content regarding challenges, beauty, fashion, YouTubers, food, music, clips from TV-shows, and 

movies (DR, 2019, p. 37). Whereas the young male consumers prefer content about gaming, 

podcasts, sport, stand-up, news, sport, reviews of products, music or film, pranks, and funny videos 

(Ibid). 
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Moreover, DR’s media research group created a research project in the report regarding young 

people in the age of 15-31, and their digital media habits throughout an entire day (DR, 2019, pp. 

18-19). In the morning, the smartphone is used for updates – on Instagram, news sites, and calendar 

platforms. In order to escape from boredom and waiting-time, while being on the go, young 

consumers distract themselves from society’s performance pressure through Spotify or podcasts, if 

they are on a bike or driving, whereas young consumers using public transportation also includes 

Snapchat and Messenger in their digital media habits - All this media consumption is on their 

smartphone (Ibid). When the young consumers have returned home at the end of the day, young 

men spend time on YouTube for entertainment and updates on their interests. As for the young 

female consumers, their behaviour revolves around Instagram, Snapchat and group-messages on 

Messenger. Young consumers of 15-19 are more heavy users of digital media platforms, since they 

simply have more time than the 25-31-year-olds, given that the youngest part of this segment often 

lives at home, whereas the older part of the segment studies at University or works full time and 

does not live at home (Ibid). The night is for experiences together through streaming on Netflix or 

HBO. They want to be entertained, laugh and feel (Ibid). Mutual for all the young consumers, their 

media consumption is about relations – to be able to keep in contact with your friends and family 

but also to be able to observe the relations of others (Ibid). 

 

FOMO vs JOMO 
 
When it comes to the psychological impact due to media usage, online vulnerability becomes highly 

relevant, which can be described as the aptitude a person has to experience damage, which can be 

both phycological, physical, or in terms of their reputational wellbeing (Buglass, Binder, Betts & 

Underwood, 2017, p. 248). The use of social media does not necessarily affect all users in a 

phycological damaging matter, as there is a lot of benefits of social media usage, such as 

engagement and entertainment. Nevertheless, studies show that these benefits get revoked, if the 

person is experiencing online vulnerability in terms of increased exposure online (Buglass et al., 

2017, p. 249). Buglass et al. (2017) further argue that online vulnerability relies on how the person 

engages and communicates social media platforms. Instagram is a good example since the 

constantly updated feed with exciting content can give the user a psychological need to self-

promoting behaviour, wanting to be socially accepted, relevant and to feel in social control and 
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socially connected (Buglass et al., 2017, p. 249; Carpenter, 2012). This need to stay updated and 

socially accepted and relevant taps into the relatively new concept, fear of missing out – popularly 

referred to as FOMO, which can be defined as “a persuasive apprehension that others might be 

having rewarding experiences from which one is absent” (Przybylski, DeHaan & Gladwell, 2013, p. 

1841). This concept is quite dominating in the digital media consumption, as the excessive level of 

media usage, see the earlier section regarding digital media consumption, makes it easier to stay 

connected to friends, family and to follow the lives of celebrities and other media personalities. This 

constant connectivity and updated feed create a need, especially for young people, to stay relevant 

in this social arena that is social media (Buglass et al. 2017; DR, 2019). 

 

Contradictory to FOMO, a new concept seems to be developing: JOMO –Joy of missing out. JOMO 

can be described as the emotional intelligent response to FOMO (Bariso, 2018). This new concept is 

all about finding a proper balance and setting boundaries in the digital day and age of 2019. 

Behaviour scientist Ashley Williams argues “We see time and time again that the constant 

distraction is making people feel very unhappy” (Phelan, 2018), and people can now look out for 

their digital wellbeing by disconnecting, taking breaks from the feed and enjoy it. Apple and Google 

have already made initiatives in relation to JOMO, such as Apple’s ‘Screen time’ (Phelan, 2018). 

Although, it is still a very new concept that most users still are to become familiar with, since FOMO 

still can be very dominating in the media-usage, especially for young people.  

 

Delimitations 
 
First, this dissertation is deliminated to focus on podcasts and the podcast experience in relation to 

value-creation. It has been chosen not to focus on touch points and the customer journey, as the 

research doesn’t implicate the online app platforms providing these podcasts. The scope of this 

research is deliminated to young Danish millennial women in the age of 22-30. The choice of gender 

is to be as concrete possible, as research shows that there are differences in media and content 

preferences between genders (DR, 2019). The analysis is built from the Thematic Network Analysis 

framework by Atrride-Stirling (2001), although it should be considered that other analysing 

techniques could have been utilized instead, which could have influenced the findings.  
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Outline of the thesis  
 
As a reading guide, the following illustration outlines this thesis, divided into seven chapters: 
 

 
 
An introduction (1) is setting the scene for this thesis, followed by the problem statement, definition 

of concepts, a case description, and this outline of the thesis. The Literature review (2) presents the 

relevant theories, being the research background for this thesis. Afterwards, the philosophical 

perspective (3) elucidates the chosen theoretical paradigms, the ontology and epistemology of this 

research. In Chapter (4), the methodology, the research design, the chosen quantitative and 

qualitative methods, and the reliability and validity assessment are explained and elaborated. The 

empirical analysis (5) includes the data, which will be presented and analysed. Hereafter, chapter 

(6) will discuss these findings, moreover, elucidate the contributions to literature and business. 

Lastly, the chapter will explain the limitations of this thesis. Finally, chapter (7) is concluding this 

thesis. Furthermore, perspectives and ideas for future research will be presented. 

 



10 
 

 

2

The first chapter described the backdrop of
this master thesis. The purpose of this
chapter is to present the relevant
theoretical foundation needed in order to
answer the central and sub research
questions of this thesis. The following will
include a description of respectively
engagement, brand loyalty, attachment,
consumer experience, experience economy,
and co-creation of value.

Literature
review
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Engagement 
 

Engagement has been contemplated by various marketers as a broad term for online devices, which 

creates a competitive advantage, and creates a high level of loyalty (Roberts, 2004). Moreover, 

according to Mollen & Wilson (2009), a UK consumer engagement survey research has found 

engagement to be “repeated interactions that strengthen the emotional, phycological, or physical 

investment a customer has in a brand” (p. 919). Engagement is a relatively new concept within 

marketing, and there are different conceptualisations when it comes to engagement (Brodie, 

Hollebeek, Juric  ́& Ilic,	2011). In order to optimise the research for this thesis, the following will 

include a multidimensional approach, and the most relevant conceptualisations hereto, as the kinds 

of engagement encompasses at least two of the three dimensions (Brodie et al., 2011, p. 254). An 

early definition of engagement was formed by Kahn (1990), regarding a person’s “preferred self” in 

order to enhance the relationship to others in different situations (Kahn, 1990, p. 700; Cheung et 

al., 2011, p. 3). Brodie et al. give an overview of the engagement dimensions from literature (Brodie 

et al., 2011, p. 255). Although, more than 40% of the concepts are unidimensional, and these 

unidimensional perspectives fail to contemplate the full scope of engagement (Brodie et al., 2011, 

p. 254). In addition, Kahn (1990) defines three key dimensions for customer engagement: 1.) 

Physical (Vigor), the amount of energy and mental flexibility and motivation while utilising an online 

social platform. 2.) Cognitive (Absorption), being completely concentrated and captivated in an 

online social platform, and 3.) Emotional (Dedication), a sense of enthusiasm, and inspiration 

regarding an online social platform (Cheung et al., 2011, p. 3). Furthermore, Brodie et al. (2011) 

have created an overview of different types of engagement (p. 256, Table 2), of which the relevant 

for this thesis will be presented in the following.  

Online brand engagement has been defined by Mollen and Wilson (2009) as “A cognitive and 

affective commitment to an active relationship with a brand as personified by the website or other 

computer-mediated entities designed to communicate brand value. It is characterized by the 

dimensions of dynamic and sustained cognitive processing and the satisfying of instrumental value 

(utility and relevance) and experimental value (emotional congruence with the narrative schema 

encountered in computer-mediated entities)” (p. 923). Furthermore, Mollen and Wilson (2009) 

perceive the online setting as a store of information available for brands to create an enjoying and 
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satisfying feeling within the consumers. Mollen and Wilson (2009) deem that online engagement 

must include fulfilling value (utility and pertinence) and experiential value (emotional congruence), 

where an online platform can create this value (p. 924).  

 

Customer Brand Engagement (CBE) is part of engagement within marketing literature and, being 

the link between the customer and the brand through shared values and experiences (Gambetti et 

al., 2012). Engagement can further be described as a customer’s psychological and behavioural 

expressions in regard to a certain brand (Gambetti et al., 2012). Thus; through CBE, the consumer 

can build a strong connection with the brand, that goes beyond the moment of being in direct 

contact with the brand. Furthermore, beyond the dyadic brand-consumer relationship, CBE can be 

an effective tool in order for the brand to create a ‘social creation platform’ for the consumers 

(Gambetti et al., 2012, p. 682). Hence, engagement is important in order for a new product or 

service to become successful and to give the product or service value (Hoyer et al. 2010; Brodie et 

al. 2011).  

 

Customer engagement process encompasses a psychological model by Bowden (2009), which 

demonstrates how the customer forms customer loyalty through the process of going beyond just 

providing the customer with a satisfying service or product, but to engage with the customers on a 

deeper level. This being in order for the customer to keep returning to the brand and hereby create 

brand loyalty (Bowden, 2009, p. 66, Figure 1; Brodie et al. 2011. p. 256, Table 2).  

 

Brand loyalty 
 
In order to grasp and explain, why consumers make the choices they do in relation to brands, one 

is to examine the concept of brand loyalty. Jensen and Hansen (2006) cite multiple research findings 

by Day, Dick and Basu, Assael, Leclerc and Little, and Jacoby (Day, 1969; Dick and Basu, 1994; Assael, 

1998; Leclerc and Little, 1997; Jacoby, 1971). Jacoby (1971) describe brand loyalty as being repeated 

purchases, which explicitly indicate that this behaviour is a utility of emotional processes. 

Ultimately, repeat purchase is not just a random reaction but instead the outcome of proceeding 

influences (for example, psychological, emotional or situational influences) (Jacoby, 1971; Jensen & 

Hansen, 2006, p. 442). Jensen and Hansen (2006) argue that attitude is crucial to create, moreover, 
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determine the level of brand loyalty. Attitude is now essential in order to create brand loyalty (p. 

442). In other words, the level of involvement is key. Hansen and Jensen (2006) further concludes 

that continual purchases of high involvement products mirror a high level of brand loyalty, while 

continual purchases of low involvement products instead reflect regularly purchase behaviour (p. 

443).  

 

McKinsey authors Court, Elzinga, Mulder and Vetvik have developed a model in order to illustrate 

the consumer decision journey. It forms a circle, in which there are four stages, where the marketer 

can either fail or succeed: initial consideration, ongoing evaluation, closure (purchase), and post-

purchase (Court et al., 2009). It is an eternal loyalty loop, where the circle illustrates the experiences 

that the consumer has with the brand, and further, how these experiences create great brand 

loyalty. Constantly, new technologies are emerging with more choices, which alters the consumer’s 

mindset and behaviour. Moreover, social media makes it easy for consumers to gain knowledge 

about what their friends like and are buying. This altering loyalty-behaviour, McKinsey argues for 

more focus on the initial consideration-stage. Given that the consumer continues to revaluate the 

experience to buy from the brand again, it is important to get the consumer’s loyalty early on by 

creating unique consumer experiences (Court et al., 2017).   

 

Attachment  
 
 Park, MacInnis, Priester, Eisingerich, and Iacobucci (2010) find attachment to be the connection 

between the self and a brand. This theory of brand attachment encompasses two central aspects, 

the brand-self connection and brand prominence. The brand-self connection implicates a consumer 

having an emotional and cognitive connection with a certain brand. Thus, the brand becomes a part 

of the consumer, as the consumer identifies with the brand, making the brand representing who 

that person is (p. 2), such as a Bang & Olufsen speaker, or Apple products. As an extension of the 

brand-self connection, Brand prominence is the level and power of the emotional connection 

between the consumer and the brand. The more repeatedly brand-related feelings and positive 

brand experiences come to mind, the stronger the brand prominence is, and these feelings will 

become a part of that consumer’s memory and personality (Ibid). Whether the brand prominence 

is high or low has a substantial effect on the consumer when choosing a product or service. 
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Moreover, consumers having a high level of brand prominence will be more plausible to engage 

more with the brand, than a consumer having a low level of brand prominence, such as sharing 

positive word of mouth about the brand (Park et al., 2010, p. 2). 

 

Consumer experience 
 
The following will be an attempt to explore what a customer experience actually is. Since the 1970s, 

consumption has shifted from a utilitarian consumption pattern towards not only consumption but 

that the brand and image is a central part of the experience with hedonistic values and 

personalisation (Caru & Cova, 2007). The 1980s was about experiential consumption, focusing on 

feelings and fun. Now, experience has developed to an essential component in hedonic consumer 

behaviour (Caru & Cova, 2007, p. 3). Meyer & Schwager (2007) describes, how the consumer 

experience includes all aspects of what the company offers to the consumer – everything from the 

customer journey, advertising, reliability, visual identity and user-friendly features (p. 1). The 

consumer experience can be defined as the consumer’s reaction and hereby perception of a brand 

(Meyer & Schwager, 2007, p. 2). This reaction can be the result of either direct or indirect contact. 

Direct contact is most often initiated by the consumer, e.g. in the purchase situation or through 

usage. Whereas indirect contact transpires in terms of unexpected confrontations, such as 

advertisements, or Word-of-mouth (Ibid). Furthermore, Meyer and Schwager (2007) further argue 

that a successful brand creates a consumer experience that revolves around integrating the 

company’s value proposition in all products, features and services (p. 3). 

 

The technological development has made it possible through, e.g. algorithms and cookies to make 

personalisation an essential part of marketing and branding (Oberoi et al., 2017). Companies can 

hereby through the consumer experience create a product offering, based on the interests and 

needs of the individual consumer (Maechler et al., 2016). Moreover, the consumer experience is a 

way for the consumer to feel in control and get a personalised experience through the entire 

experience, or to make the consumer feel comfortable giving the control to others (Dasu & Chase, 

2013). Dasu and Chase (2013) further describes four factors, which can be used in order to frame 

the consumer’s perception of the brand: 1.) A sequence of events, where the customer’s feelings 

are connected to their memories of previous experiences with the brand. 2.) The duration of the 
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customer experience. 3.) Control and choices, which encompasses two different sorts of control: 

Behavioural control, where the company is in control, and cognitive control, where the consumer 

feels in control. Lastly, 4.) emotions, where the feelings of the consumer effects, how the customer 

perceives the customer experience. The experience today is how the individual is emotionally 

invested, seeking an immersive, narrative, multisensory, and active experience that highlights the 

consumer’s identity - often in thematic sceneries (Caru & Cova, 2007). Caru and Cova (2007) further 

argues that there are different kinds of experiences: 1. Experiences that revolves around small 

objects and experiences in everyday life and mainly takes place individually. 2. Other experiences 

are co-developed with other consumers or companies, which includes, e.g. concerts and other 

events. 3. Experiences that have mainly been created by companies where the consumers are 

having an immersive experience in a hyper-real context with a certain brand or organisation that 

has the consumer’s interest (p. 2). Thus, there is a difference between levels of engagement, 

emotion and immersion, depending on the kind of experience. 

 

“See, Feel, Think, Do” is another interesting concept within consumer experience by Milligan and 

Smith (2008), observing what the consumer is experiencing and hereby comprehend that person’s 

feelings through empathy and problem-solving in order to improve the given experience (p. 19). The 

following illustration outlines the stages of the See, Feel, Think, Do framework:  

 

Each of the four concepts has three stages in this process of improving the consumer experience 

(See Appendix 5 for a full description of the stages). 
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Experience economy 
 
Through time, economists have often associated experiences with services, though, these concepts 

differ, as experiences is a separate economic contribution (Pine & Gilmore, 1998, p. 97). To create 

a unique and memorable experience, Pine & Gilmore (1998) argues for building an experience by 

using a service as the stage with goods as props and with this engage with the consumer in order to 

evolve a memorable experience (p. 98). Thus, we are experiencing a shift into experience economy. 

As a result, goods are tangible, services are intangible, commodities are fungible, and the experience 

becomes memorable (Ibid). According to Pine (2017), this area needs innovation to succeed, e.g. 

Nespresso with their machine and their capsules. The usage of the machine is an experience. You 

can experience their universe through their product – both at home and in the store. Moreover, the 

consumer can become a member of the Nespresso Club, making the consumer feels part of a 

community with George Clooney as a brand ambassador. Thus, creating this memorable experience 

(Pine, 2017). It doesn’t need to be a physical space, though - the experience can also be visual or 

audio-based. Moreover, new technologies make it possible to take immersive experiences to the 

next level, but what is still important is marketing in order to deliver a great experience. When 

designing memorable experiences, the four realms of experience can be applied (Pine & Gilmore, 

1998, p. 102).  

 

The four realms include: 1.) Esthetic, the environment is exciting and engaging, but the consumer 

has minimal effect on the experience. 2.) Educational, the consumer has a better experience, when 

engaging with an experience with a learning perspective. 3.) Escapist, the consumer escapes into an 

immersive experience. 4.) Entertainment, the happiness and sense of accomplishment from the 

experience (Pine & Gilmore, 1998, p. 102). Within these realms, there are two dimensions: 1.) 

customer participation, in one end; passive participation. While active participation is when the 

consumer is in control of creating a unique experience. 2.) the connection. In one end, absorption – 

in the other end, immersion, e.g. if a person hears music in the distance from Roskilde festival, that 

person can absorb the vibe, while a person at the concert is immersed in the atmosphere (Ibid). 

Conclusively, the marketer should try to incorporate all four realms to create the best experience 

as possible (Pine & Gilmore, 1998). 
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Co-creation of value 
 
One of the most important aspects of marketing and branding is consumer value creation (Anker et 

al., 2015). In order to create value for the consumer in the customer experience, it is crucial that the 

consumer engages with the product or service in such manners, which will result in a positive 

customer experience, satisfying the consumer’s personal interests (Anker et al., 2015, p. 533). There 

are many different definitions of value, though this thesis will utilize the following three kinds of 

value creation: service-dominant-logic (SDL), product-dominant-logic (PDL), and consumer-

dominant-logic (CDL) (Ibid).  

 

An alteration of value has developed from focusing on tangible goods to intangibles; thus, a higher 

level of relationships is imperative (Vargo & Lusch, 2004, p. 2). SD-logic suggests that value is co-

created and defined by the consumers, instead of having value being entrenched in output (Vargo 

& Lusch, 2004, p. 6). In addition, Vargo and Lusch have developed 10 foundational premises (FPs) in 

connection to SD-Logic (Vargo & Lusch, 2008; Vargo & Lusch, 2011), the following being the most 

relevant for this thesis: FP4: “Operant resources are the fundamental source of competitive 

advantage”, as a company’s capability and power to create desired alterations encourage 

competition (Vargo & Lusch, 2008, p. 7). FP6: “The customer is always a co-creator of value”, 

suggesting that value is interactionally based (Ibid). FP7: “The enterprise cannot deliver value, but 

only offer value propositions”, meaning that the product or service offering cannot give value in 

itself, as the value creation develops interactively when the consumer engages with the product or 

service (Ibid). FP8: “A service-centred view is inherently customer oriented and relational”, as service 

benefits are customer-determined; hence; co-creation is, therefore, customer oriented and 

relational (Ibid). Finally, FP10: “Value is always uniquely and phenomenologically determined by the 

beneficiary” identifying the value as being idiosyncratic, exploratory, and circumstantial (Ibid). 

 

Product-dominant-logic suggests that products and services provide value to the consumer through 

usage. Therefore, the providers are bringing value to consumers through products (Anker et al., 

2015, p. 533). Lastly, Consumer-dominant-logic is a slightly different viewpoint. When consumers 

are communicating with a product or service, value is created independently (Anker et al., 2015; 

Grönroos & Voima, 2013). The process of value creation is progressing through three spheres: the 
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providers’ sphere (value facilitation), joint sphere (value co-creation), and the consumer sphere 

(value-in-use) (Anker et al., 2015, p. 534). Anker et al. (2015) have further established an overview 

of the value of respectively product-dominant-logic, consumer-dominant logic and service-

dominant logic (p. 544):  

 

 
Hence, value can be created in multiple ways, and there are different kinds of value.  

 

Other vital authors of co-creation of value are Prahalad and Ramaswamy (2004), defining the new 

value creation space as a competitive area, focusing on personalised co-creation experiences, which 

is created through the communication among companies, consumer communities and the 

consumer (Prahalad & Ramaswamy, 2004a, p. 10). As consumers have more choices than ever 

before, consumers seek to interact with companies in order to co-create the value of their consumer 

experiences, focusing on personalisation. Moreover, word of mouth creates a new source for advice 

and viewpoints (Prahalad & Ramaswamy, 2004b, p. 6). Prahalad and Ramaswamy (2004b) further 

argue for companies to adopt personalised co-creation experience as a basis of exclusive value.  

Looking at co-creation from a critical perspective, Randall (2007) pinpoints that Vargo & Lusch’s S-

D-Logic adds nothing new, being too company-centric, and not going enough into depth (Randall, 

2007 pp. 3-4; Prahalad & Ramaswamy, 2004). In addition, Vargo and Lusch acknowledge this 

criticism. Thus, they updated the formulation of the FP’s in 2008 (Vargo & Lusch, 2008) and further 

explained in 2011 (Vargo & Lusch, 2011). 

VALUE ONTOLOGY 

Value Ontology Product-dominant

Logic 

Service-dominant

logic 

Consumer-

dominant logic
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The second chapter gave an overview

of the research foundation. This

chapter aims to elucidate the

structured research strategy of this

master thesis. This chapter therefore
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Lincoln and Guba (2005). Hereafter, an

elucidation of the ontology and

epistemology will follow.

Philosophical
perspective



20 
 

Philosophy of science 
 
In order to determine, which theoretical perspective to utilize for this thesis, the starting point will 

be a presentation of the five paradigms within the philosophy of science. Guba and Lincoln (1994) 

presented four competing paradigms in 1994: positivism, postpositivism, critical theory, and 

constructivism, defined as being “the basic belief system or worldview that guides the investigator, 

not only in choices of method but in ontologically and epistemologically fundamental ways” (Guba 

& Lincoln, 1994, p. 105). Following, the participatory paradigm, and with this a fifth paradigm, was 

presented by Heron and Reason (1997) in 1997. Choosing a fitting paradigm is crucial for the 

worldview and research design for this thesis, although it is also seen as a set of basic beliefs since 

there is no means to determine their definitive accuracy (Lincoln & Guba, 1994, p. 107). 

 

The theoretical perspective of this thesis is divided into two paradigms: participatory and positivism 

– although, the participatory paradigm is the central paradigm for this thesis. Lincoln and Guba 

(2005) argues that “any given paradigm represents simply the most informed and sophisticated view 

that its proponents have been able to devise, given the way they have chosen to respond to the three 

defining questions” (Lincoln & Guba, 1994, p. 108), the three questions concerning the ontology, 

the epistemology, and the methodological question.  

 

The positivistic paradigm plays a role of being introductional in this thesis since there will be used a 

quantitative research method, in order to collect data, testing the scope and focus of podcast 

listeners. Hereafter, these findings will be used later to compare with the findings from the 

qualitative research. The aim for using the positivistic paradigm is, therefore, both to determine, 

how and where to dig deeper, and thereby understand the consumers in depth through interaction 

and qualitative methods, furthermore, for comparison to the findings of the qualitative research. 

Thus, the positivistic paradigm only covers the quantitative part of the research study. The 

participatory paradigm will be the focus and central worldview for this thesis, which Lincoln and 

Guba describe as “an excellent example (...) of the hermeneutic elaboration so embedded in our own 

view, constructivism” (Lincoln & Guba, 2005, p. 164). An overview of the chosen paradigms and 

worldview is relevant in order to establish the philosophical view and logic, and where this social 
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science-based view is placed in relation to the other basic assumptions. The following illustration 

will exhibit an overview hereof:  

 

 

There are many distinctive definitions of constructivism and constructionism. As a result, relational 

constructionism presented by Hosking (2011) seems as the best fit for this participatory paradigm, 

as participation is a relational process being and knowing (Reason, 1994; Hosking, 2011). Relational 

constructionism is a sociological philosophy within social science, focusing on language-based 

relational processes, where interacting goes on. In terms of relations, there are many options: 

narrative, storytelling, conversation, and discourse (Hosking, 2011, p. 52). Furthermore, it revolves 

around relational construction processes in which relational realities are developing, allowing room 

for various existing local realities (Ibid). Moreover, relational constructionism can create hard, soft, 

and minimal self-other differentiation (Ibid). 

 

There are many approaches and paradigms to choose from when conducting research. Therefore, 

it is crucial to be aware and critical of the theoretical perspectives, when deciding a philosophical, 

theoretical approach. Heron and Reason (1997) advocate that a critical point in relation to a 

positivistic view is that it confuses the given cosmos with the developed worldview to form the 

given. Thus, positivism cannot grasp that “the ground, on which it stands to frame its world, is its 

own creation” (Heron & Reason, 1997, p. 275). As for constructivism vs participatory, an essential 
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value that these two worldviews share is that both views are self-reflexive (Heron & Reason, 1997). 

Moreover, a constructivism paradigm advocates that ‘real’ is a product of the individual’s mental 

construction and does hereby not exist beyond the mind of that individual. The participatory 

paradigm, however, is experiential, relative to the given cosmos (Heron & Reason, 1997), which is 

why the participatory paradigm has been chosen rather than constructivism. 

 

Ontology 
 
Ontology is what the nature of reality is (Bryman, 2016). As there is no concrete theory as the 

starting point for this thesis, and the chosen paradigm is participatory with a relational 

constructionism approach, the researcher will approach this research through a relativist 

ontological position. This ontology revolves around socially and experimentally based phenomena 

of intangible mental constructions. Meaning is constructed through interaction; thus, social 

phenomena are socially constructed and are hereby alterable (Guba & Lincoln, 1994; Guba & 

Lincoln, 2005; Bryman, 2016).  

 

Epistemology  
 
Epistemology involves what is or shall be recognized as adequate knowledge (Bryman, 2016). The 

epistemology is significant in order to determine how decisions and this thesis is executed. The 

epistemology concerns participants as co-creators of the findings, moreover, involved interaction 

between the researcher and the participants (Guba & Lincoln, 1994). With relational constructivism 

as the approach within the constructivism paradigm, the epistemology for this thesis is critical 

subjectivity in participation with cosmos, moreover, an extended epistemology of experiential and 

co-created findings (Guba & Lincoln, 2005). 
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network analysis, identified by Attride-
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Methodology  
 
Lincoln and Guba (1994) advocates to acknowledge and value both quantitative and qualitative 

methods (p. 115). As a result, this thesis will conduct a mixed methods study. Although, it is 

important to be critical. Qualitative researchers may commence a limited amount of quantification 

in their data, whereas quantitative sometimes don’t explain the individual experiences in detail. 

However, the two research methods also complement each other, as quantitative in this research 

is used to analyse and to make informed decisions, moreover, used to compare with the qualitative 

data (Bryman, 2016, p. 621).  

 

Research design  
 
Bryman (2016) defines a research design as a framework for the collection and analysis of data (p. 

40). This research design is created to identify possibilities for co-creation and to understand the 

consumers and their value-creation process (Hair Bush & Ortinau, 2009, p. 4). Hence, the research 

design of this thesis is an exploratory design, as the research is to deepen the understanding of the 

consumer’s motivations for listening to podcasts through a variety of participant inputs (Hair et al., 

2009). Thus; the research design for this thesis is an exploratory sequential research design:  

 
The quantitative method (survey), has the purpose of being both the basis of knowledge about the 

young female millennial podcast consumer, guiding the researcher to assess the scope further and 

to compare with qualitative findings. The expert-interview with the podcasters adds a business-

perspective of the podcast experience. The interview combined with the findings from the survey 
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and the exploratory workshops will together make the foundation for the analysis and discussion of 

this thesis. The following illustration provides an overview of the chosen methods for this thesis: 

 
 
Quantitative method 
 
Bryman (2016) describes the quantitative method as a collection of scientific data as an objectivist 

approach to social science (p. 149). This quantitative research is a survey, which has the purpose of 

describing tendencies when it comes to listening to podcasts. In other words, a measurement tool. 

The survey is intended for the scope, young millennial women, who listens to podcasts. Hence, a 

sampling plan is crucial. The sampling plan (appendix 1) is a blueprint with the intension to define 
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procedures for selecting the sample and sampling size (Hair et al., 2009). To ensure reaching as 

many relevant respondents as possible the survey was sent out on the researcher’s Facebook 

profile, making the sampling a probability sample, as the respondents are random among Facebook-

users, although, they are a part of the researcher’s network. The probability sample is moreover a 

stratified random sampling, as gender, age, and demographic is relevant (Bryman, 2016; Hair et al., 

2009). The researcher acknowledges the following concerns and acceptable sampling errors: 1.) the 

researcher aspires to have respondents within the entire age spectrum (22-30), which is preferred. 

2.) The researcher may know some of the respondents personally. 3.) Some participants may answer 

what they think will be perceived as correct. The last will be compensated for, as the researcher 

states that there are no wrong answers. Moreover, the respondents had the opportunity to add 

further comments at the end of the survey. The survey was divided into the following sections: 

introduction, choice of podcasts, Consumer behaviour in relation to podcasts, engagement, value 

and connection to podcasts, and about the listener. The layout of the survey was designed to create 

an excellent initial overview with short texts regarding the next question-category. The qualitative 

survey has acquired 126 respondents and has been coded through Google survey tools (Appendix 

9). The demographics of the participants are mainly from Copenhagen, followed by Odense and 

Aarhus. The rest is living in the rest of Funen, Jutland and Zealand, moreover, London and San 

Francisco. Their occupation the entire age spectrum, since 57,2% of the respondents are studying, 

40.6% is working, and 2.4% is on maternity leave (Appendix 9).  

 

Qualitative methods 
 
The central qualitative methods are divided into two method: a written focused interview and an 

exploratory workshop (Appendix 2 and 3 for sampling plans).  

 

Written focused interview 
 
The written focused interview is defined by Bryman (2016) as an interview using open-ended 

questions for interviewees regarding a specific topic that is in the interest of both them and the 

researcher (p. 201). The purpose of this focused written interview is to attain an expert interview, 

providing a business perspective of creating a popular podcast, and their reflections regarding the 

podcast experience and value-creation. The interviewees are Camilla and Kristine, the two women 
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behind the podcast, Mørkeland, the most popular podcast in Denmark (Appendix 4). Therefore, the 

researcher found it relevant to interview the two women behind Mørkeland. The concept of 

Mørkeland is Kristine and Camilla telling each other about a murder, every Monday. These episodes 

are about an hour long. Sometimes, they launch ‘mini-murders’ - a shorter format of 30 minutes, 

talking about three murders each, in fewer details than regular episodes. Once, they invited a 

prosecutor as a guest-host, telling them about the legal system in Denmark. Furthermore, as a term 

for their podcast-community, they call their listeners ‘mørkelændere’. The questions regarded how 

they engage with the listeners, the format, storytelling, their dialogue in the podcast, critique of the 

podcast, why they think their podcast has become so popular, and the motivation behind the 

podcast. As a physical interview wasn’t possible, the questions for the interviewees were sent to 

them by email, which they answered and sent back to the researcher (Appendix 10). Hereafter, the 

interview was coded through the coding framework (Appendix 7), which is further explained in 

‘Transcription and coding’. As the interview with the podcasters was written, body language and 

tone of voice haven’t impacted the answers of the experts, though, the formulation of the written 

questions will inevitably have a sense of bias, though the researcher tried to be neutral.  

 

Exploratory workshops 
 
The exploratory workshop is an expansion of a focus group interview, centred around a particularly 

relevant topic, where the participants discuss this topic (Bryman, 2016). The choice of the workshop 

instead of a classic focus group interview is to explore possibilities and ideas that only can be 

developed through interactive and engaging dialogue. The goal of these workshops is to evolve the 

podcast experience to what goes beyond the listening situation alone through idea-development 

for new concepts, formats and ideas through design thinking. Tim Brown, the CEO of IDEO describes 

design thinking as: “a human-centred approach to innovation that draws from the designer’s toolkit 

to integrate the needs of people, the possibilities of technology, and the requirements for business 

success” (IDEO, 2019). With this, the researcher deems design thinking as a mindset but also a tool 

(Gobble, 2014). The researcher aimed to explore lived experiences through exploratory workshops. 

As this is a participatory design and an exploratory workshop, the researcher wasn’t not just 

observing but proactively participating in the conversation, engaging with the participants. To utilize 

the most from this participatory design and co-creation process with the consumers it is essential 
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to examine the design thinking process and its phases. I have chosen to distribute the process into 

four stages: Empathize, Define, Ideate, and Prototype and test. The following illustration describes 

the outline and purpose of these four phases:  

 

Planning the workshops 
 
Prior to the workshop, the researcher focused on value creation and pinpointed keywords and 

tendencies from the survey as what the respondents perceived as being valuable to them in their 

podcast experience. Constructed from those keywords, the researcher got an overview of what 

would be essential to explore in the workshops. The researcher wanted to create a workshop that 

gave the participants something that goes further than the workshop for further reflection - what 

value podcasts give them, and how they can use this for creating positive value in their life. At the 

beginning of the workshop, the researcher started with explaining the different stages shortly, but 

she also gave a more thorough explanation prior to each stage of the process. In order to create a 

positive and comfortable sharing space for the participants to share their emotions and opinions, I 

embodied exercises and assignments for the participants to do during the workshops to create flow 

in the conversations and to stimulate creativity. These exercises included post-its, coloured 

cardboard and markers, brainstorming, an essential information design (Appendix 12 and 15) and a 

value-creation design (Appendix 13 and 16), which are ideas for creating an overview in relation to 

the design thinking process. Furthermore, to make a cosy atmosphere, I invited the participants 

home to my flat with loads of drinks and snacks.  
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Selection of participants  
 
Both of these qualitative methods approach the research with a nonprobability sampling with small 

samples (Hair et al., 2009) but in different ways; for the written focused interview, the 

nonprobability sampling is a snowball sampling (Appendix 3), as their podcast is the most popular 

podcast in the country, indicating a certain level of value-creation and relevance (Bryman, 2016). 

The nonprobability sampling for the exploratory workshop was a convenience sample of six-seven 

participants (Appendix 2), being relevant and available to the researcher (Bryman, 2016, p. 187). 

The reason for calling these people ‘participants’ is that they are actively participating in an 

exploratory workshop. Instead of interviewing listeners individually, it can be argued that it would 

be more useful to interview a group of people whom all or some already have socialized (Bryman, 

2016, p. 505), in order to create a social, positive and honest dialogue, which fits with the 

participatory paradigm. To ensure the trustworthiness of the sample, I asked the respondents to 

write their email, if they were interested in participating in the workshops (Appendix 9). 32 

volunteered, eight of which participated in the workshops, making more than 60% of the workshop-

participants. Furthermore, the researcher made sure that all participants listen to podcasts, and half 

of the participants follow podcasts on social media. The following presents the participants: 

workshop 1 
 

Name Age 
Sarah  21 
Stine 22 
Ulrikke 23 
Thilde 24 
Christina 24 
Marie-Louise 24 

 (Table 1: Workshop 1 (Source: own creation)  

Workshop 2  
 

Name Age 
Jennipher 24 
Louise S.  24 
Molly 25 
Louise C 26 
Katrine M 25 
Katrine J 28 
Kristina 29 

 (Table 2: Workshop 2 (Source: own creation)  
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Transcription and coding  
 
Transcription of the exploratory workshops is the process of converting from verbal to written 

format (Kvale & Brinkmann, 2015). When transcribing, memories, feelings, and social aspects came 

to mind, which are acknowledged in the autoethnography (Appendix 6). After the transcription of 

the two workshops (Appendix 11 and 14), the data was coded through a coding framework of 

selected words, developed by the researcher, based on Attride-Stirling (2001) (Appendix 8), to 

decrease these extended interviews of 2,5 and 3 hours of audio to essential themes (Kvale & 

Brinkmann, 2015). The researcher found relevant paragraphs and quotes and used the Nvivo 

programme to conduct the coding - an approach to analyse, compare and categorize data (Kvale & 

Brinkmann, 2015, p. 262).  

 

Ethnography  
 
Ethnography is part of the exploratory workshop, as ethnography is “a study of a culture’s relational 

practices, common values and beliefs, and shares experiences” (Ellis et al., 2011, p. 3). By listening 

and engaging in conversations with the participants, asking questions, observing the behaviour 

within the group, an understanding is developed of the culture and people’s behaviour within that 

culture and phenomenon (Bryman, 2016, p. 424). The critique regarding ethnography regards the 

difficulty taking notes when simultaneously engaging in a social relation (Bryman, 2016, p. 427). 

Moreover, the researcher’s observations cannot be completely objective. To compensate for these 

weaknesses, the researcher is aware of the environment in the workshop. Ethnography cooperates 

with relational constructionism, as the researcher through the workshop participates in a 

community with the group of exploring (Guba & Lincoln, 2005).   

 

Autoethnography  
 
Autoethnography is qualitative tool for processing experiences, by interpreting the experience 

analytically from a social science perspective (Appendix 6). In other words, it is a writing-tool to 

acknowledge and to compensate for the researcher’s influence in the research (Ellis et al., 2011). 

Ellis et al. (2011) further argue that the researcher and participants often already are friends, which 
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makes the relational ethics more complicated (p. 9). Therefore, the researcher wants to accede to 

these conditions through the ‘Think, Feel, See, Do’ process (Milligan & Smith, 2008; Appendix 5).  

 

Thematical network analysis 
 
A thematic network analysis has been chosen as the analysis tool for this thesis, which can be 

described as a thematic analysis of qualitative data consisting of three stages (Attride-Stirling, 2001, 

p. 390). The first stage was to conduct codes from the data (Ibid). Proceeding from the coding, basic 

themes are created from the coded material (Appendix 7 and 8). These themes should be explicit 

but extensive enough to encompass a variety of viewpoints and ideas from the participants (Attride-

Stirling, 2001, pp. 392-293). The third step is to create networks based on the basic themes, as they 

need more elaboration to go in depth (Ibid). Hereafter, the basic themes were divided into 

organising themes by developing clusters of basic themes that further describes these themes with 

broader topics. From these, a global theme was established, which is the core subject of the 

organising themes. Following these three steps, it is imperative to go through the material again to 

refine the thematic analysis (Ibid). These basic, organising and global themes are illustrated visually 

in the empiric analysis, and further analysed. 

 

Reliability and validity assessment 
 
It is vital to ensure the quality of a thesis, especially since studies with a relativist ontology often are 

criticised for not having an absolute truth. The following criteria is utilized for evaluating the 

research with trustworthiness as one of the two main themes of quality: 1.) credibility. 2.) 

transferability. 3.) dependability and 4.) confirmability (Bryman, 2016, pp. 384-386; Lincoln & Guba, 

1985, Lincoln & Guba, 1994). The second central theme is authenticity: 1.) fairness. 2.) ontological 

authenticity. 3.) educative authenticity, and Lastly, 4.) tactical authenticity (Ibid). These quality 

criteria are for evaluating the research. Furthermore, value or axiology is used to acknowledge the 

researcher’s level of knowledge of podcasts, and that the values of the researcher that may 

influence the participants through body language, tone of voice, and dialogue, when interacting 

with the participants (Bryman, 2016, p. 34). Lastly, as a feminist, the researcher will do her utmost 

to avoid sexist, racist and degrading language in this research (Bryman, 2016, p. 663; British 

Sociological Association, 2019a). 
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5

The last chapter explained the chosen
methods and research design. Chapter five
aspires to present and analyse the findings
from the data collected from the survey, the
written focused interview with the podcasters
from Mørkeland, and from the two exploratory
workshops. This empirical analysis will present
a thematic network analysis, going through
the identified global theme, organising
themes, and basic themes, along with the four
phases of the exploratory workshops. Lastly,
the limitations are reflected upon.
 

Analysis of
empirical findings



33 
 

This thesis explores the value of the podcast experience, which therefore is the global theme of this 

thematic network analysis. This global theme will be explained through six organising themes and 

an additional 29 basic themes. The following illustration presents a visual overview of the thematic 

network analysis, which encompasses the data from respectively the survey, the focused written 

interview with the podcast ‘Mørkeland’, and the two exploratory workshops. 
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Organising theme 1: Transform into another universe through your headphones  
 
This organising theme ‘Transform to another universe through your headphones’ encompasses six 

basic themes to be explored and analysed: ‘Podcasts keeps you company’, ‘Headphones gives an 

intense and immersive listening situation’, ‘Practical actions becomes a break’, ‘Storytelling 

captivates the listener’, ‘Podcasts gives you JOMO’, and lastly, ‘Value in episodes on a certain day 

each week’. This first organising theme expresses the very purpose of the podcast experience, which 

is why it is the opening theme. 

 
Exploratory workshop phase 1 – Empathise  
 

Goal: Exploring the participants’ consumer behaviour and value-creation in relation to the podcast 

experience. 

 
The participants were asked to answer five questions on coloured cardboard, and from there, we 

took a round around the table, talking about their listening behaviour and habits. They were asked 

to write down the following: Their favourite podcasts, preference of categories, in which situations 

they listen to podcasts, the value they obtain from listening, and their interaction with podcasters 

and other listeners about podcasts. 

 

Through this first phase, it became explicit that the participants enter another universe through their 

headphones, when listening to podcasts and; thus; the first organising theme. This experience 

transforms practical actions to a break, through the distraction from the podcast. In fact, all of the 

participants listened to podcasts when doing practical errands, such as cleaning, biking or cooking.  

 
Katrine M: “It transforms the action to a break, e.g. cleaning, the bike ride and workouts become a 
break instead of a practical errand. (...) It is a combination of relaxation and diversion for me.” 
 

Jennipher: “Podcasts definitely gives a sense of freedom, I think. It takes you away from your 
everyday life, and you can give yourself a breathing space.”  
 

Kristina: “I listen to it during transportation-time. I always listen, while I bike (...) podcasts give space 

for the sounds around you in traffic. And when I clean – that is a lifesaver!”  
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Molly:” I feel that when I’m driving my car, I have to be careful when listening to something that I 

think is very exciting – because I can get so caught up and immersed in the podcast.” 

 

This transformation to one’s own time results in the podcast keeping the listener company in 

situations, where you want to be kept company - whether if it is while doing practical actions when 

being home alone, or if it is a situation, where you need a distraction.  

 

Kristina. “‘Being kept company’ is an important value for me, if I am home alone or taking the train, 

it is excellent company.” 

 

Marie-Louise: “I always listen to podcasts during transport, and when I go to the gym.”  

 

Katrine J: It gives me value in terms of relaxation. Moreover, it enhances my concentration and my 

ability to focus – both in terms of listening to the podcast, but also in order to be able to focus on the 

sets, I am about to do while working out.” 

 

This tendency for using the podcast experience as a break from everyday life and stressful schedule 

is a pattern that everyone in the two workshops could relate to. Listening to podcasts, therefore, 

gives a sense of JOMO.  

 

Louise C:” I also always listen to podcasts, when I’m taking a walk.”  

 

Christina:” It is relaxing – a haven or sort of area of freedom. But it is also just very exciting.”  

 
The respondents from the survey mainly listen to podcasts while doing practical activities, such as 

during transportation, such as biking, public transport, or by car, when cleaning, cooking, grocery 

shopping, but also when relaxing and when on holiday. Moreover, it is also popular to listen to 

podcasts, while working out or before going to sleep. Furthermore, the respondents from the survey 

appreciate exciting topics (91.3%), good stories (67.5%), and a good host (92.1%), when deciding 

what elements that make a good podcast. When choosing a podcast, the two most important 

factors to the respondents are that it has to be within a category, the respondents find interesting 
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(76.2%), and that their friends have recommended the podcast (55.6%). Additionally, 24.6% finds 

their podcasts among popular networks, such as Politiken and DR, and 23.8% finds it important to 

obtain new knowledge when listening to podcasts. Language does not seem like an important factor 

to the Danish listeners. 38.9% does not find it essential if the podcast is in Danish or not, and 69.8% 

does not mind if podcasts in English. Advertising in podcasts divides the respondents. 50% does not 

want to have advertising in their podcasts, whereas 25.4% does not mind adverting, as long as the 

advertisement is relevant for the podcast, and. 24.6% likewise do not mind advertising, as this is the 

means for podcasts to create revenue and can hereby generate more and better content.  

 

All the participants from the workshop are listening to podcasts through headphones, as the 

headphones give the participants an intense and immersive listening situation. Moreover, 5 out of 

13 participants also listen through speakers when being home alone or driving by car.  

 
Kristina: “There is this certain intensity you get when listening through headphones (..) I think that 
Mørkeland especially does something unique for me when listening to it through headphones.”  
 
Katrine M: “If I am home alone, I listen through speakers – otherwise, I walk around with my 

headphones on.” 

 

Storytelling is another very imperative value for the podcast experience, as storytelling captivates 

the listener into this other listening universe through painting descriptions and sound effects:  

 

Molly: “You are transformed into a whole new world when they are talking about the different cases, 

as they are setting the stage, e.g. ‘The year was 1980, it was a hot summer day on the beach. There 

are children, playing in the water, loads of people sunbathing, enjoying the warm sunlight.” 

 

Kristina:” I love it, when you can hear the wind outside, the squeaking of an old door opening. (..) 

and especially when they integrate these sounds as part of the narrative.”  

 

Storytelling is crucial in podcasts, especially in the true crime category. An example hereof is Camilla 

and Kristine, telling each other stories of murders in the podcast Mørkeland. This podcast hereby 

creates a sense of mystery, excitement and attention to detail in order to intrigue the interest of 
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the listener, creating an experience that gives the listener value, even though it is only sound-based. 

Furthermore, storytelling ensures that the story and experience become memorable and stays with 

the listener. The researcher asked Kristine from Mørkeland about their approach to storytelling: 

 

Kristine: “our goal is of course always to deliver stories, which are interesting to listen to. You can 

say that we are borrowing from classical narrative models from the world of fiction to build suspense 

and to maintain the interest of the listener”.  

 

Having a specific story or podcast to look forward to listening to every week hereby gives the 

participants in the workshops great value, as they always look forward to listening to the podcast 

and getting that immersive podcast experience, the day it is released.  

 

Sarah: “You are always looking forward to the next episode! So, there is always something nice 

happening on Mondays.” 

 

Ulrikke:” I always listen to Mørkeland on that Monday a new episode is released!”  

 

Katrine J: “It has become a ritual to be at the gym every Saturday morning at 9 when Mads og 

monopolet starts – no matter if I’m hungover or not. It is a good motivation.” 

 

Furthermore, 27% of the survey respondents listen to podcasts every day, 23.8% are listening 4-6 

days a week, and 20.6% are listening 2-3 days a week, and 7.1% once a week. Thus, 78.5% of the 

respondents are listening to podcasts every week. The respondents are therefore very active 

listeners or heavy users of podcasts. In relation hereto, it should be made clear that people who 

responded to this survey should be listening to podcasts; hence; this group may be more active 

listeners than the average young millennial woman.   
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Organising theme 2: The podcast experience becomes social value  
 

This organising theme ‘The podcast experience becomes social value’ include five basic themes to 

be examined and analysed: ‘Podcasts is a conversation-starter’, ‘Hyped podcasts create FOMO’, 

‘Recommendations for podcasts happens through Word-Of-Mouth’, and ‘Podcasts gives you new 

knowledge’, and ‘More experts are requested’. The podcast experience is a relatively popular new 

phenomenon, which gives consumers a reason for talking about it with others. There are various 

aspects of the social value that the podcast experience creates for the listeners, which this 

organising theme is all about.  

 
Podcasts are a relatively new and very popular media, which makes it a good conversation-starter.  

Therefore, hyped podcasts tend to create a sense of FOMO for the podcast-listeners, if they haven’t 

listened to a specific podcast or even podcast-episode, as podcasts is a popular conversation topic. 

 

Katrine M:” I talk to my friends and colleagues about podcasts, especially when I have heard 

something exciting. Often, I get to work saying ‘did you hear the episode from yesterday’? (...) It is 

a quite good conversation starter.”  

 

Marie-Louise: “You talk about it during your lunch break, so this requires that you have listened to 

the latest episode, each time another one gets released.” 

 

Additionally, the need to feel updated is furthermore important to the respondents in the survey. 

In fact, 44.4% experience FOMO, if they haven’t listened to a certain popular podcast or podcast 

episode, on the same level as they experience FOMO in relation to popular tv-series, such as Game 

of Thrones. Moreover, 3.2% experience a high level of FOMO, where they must listen to all the 

podcasts that they get recommended from their friends.  

 
Word-Of-Mouth is therefore also the most common way of getting recommendations for podcasts 

from others. Furthermore, the participants are talking to their friends about the podcasts that they 

are listening to, discussing the topics, content, dilemmas and details of podcast episodes.  
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Jennipher: “I have gotten so many recommendations for podcasts, I am almost stressed from having 

to listen to all of them! And it is word-of-mouth, I get these from.” 

 

Ulrikke:” I often talk to my friends about the podcasts that we are listening to ’together’. And I also 

like recommending podcasts to my friends, and I also like to receive recommendations from others.” 

 

The reason why the respondents listen to podcasts is to be entertained, or to obtain new knowledge, 

through either documentaries or getting updated on new trends and popular topics. 

 

Thilde: “(..)The value for me is the new knowledge that I gain from the podcast, and to be able to 

reflect upon it further later on.” 

 

Molly: “I listen to podcasts to be entertained and to develop new knowledge.”  

 

In addition, the participants request more experts, as the participants in both workshops 

appreciated when experts appear as guest-hosts in episodes, sharing their knowledge within a 

certain area of interest to the listener. This gives the listeners social value since they can use this 

knowledge when talking to their friends about that podcast or that topic. 

 

Thilde:” The experts should be in dialogue with the hosts in the episode to shed lights on questions 

or areas that the hosts do not have the answers to.” 

 

Ulrikke: “I especially like when true crime podcasts involve experts, since the hosts often aren’t 

experts themselves.” 

 
These social values are part of the reason why the podcast experience isn’t just a matter of the 

listening situation itself, but how it is an experience that goes beyond the service or product. 
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Organising theme 3: Engagement on social media can extend the podcast experience  
 

This organising theme ‘Engagement on social media can extend the podcast experience’ covers two 

basic themes to be explored and analysed: ‘Instagram content should awake excitement for 

episodes’, and ‘Videos created by hosts with ‘extra material’ would extend the podcast experience’. 

This organising theme is based on a trending pattern among the participants, experiencing a need 

for more engagement as well as intriguing and relevant content that can give value to extend the 

podcast experience beyond the listening situation.  

 
Workshop phase 2 – Define 
 

Goal: To interpret and understand the data collected in connection with the experienced value, 

needs or issues – in other words, the participant’s point of view. 

 

In the Define phase, the participants started with creating a design of essential information from 

the consumer behaviour in relation to the first phase, Empathize, trying to understand, which areas 

had room for improvement and what gives them value. Hereafter, the participants are asked to 

create a value-creation design of podcasts. First, they categorized three-four of their favourite 

podcasts and wrote down words to describe these podcasts. Hereafter, they wrote down all the 

different kinds of value these podcasts creates for them, followed by a brainstorm for further value, 

developed from reflections and discussions about the values first created.  

 

Essential information design  
 
The information design highlights the most imperative tendencies among the participants in relation 

to their podcast experience, including listening rituals and habits, preference in podcasts and 

categories, the value-creation in connection with listening to podcasts, moreover, the engagement 

with podcasters and listeners. The following illustration provides a visualisation of the most 

essential information from phase 1 – Empathise in the two exploratory workshops, colour-

coordinated in connection to the thematic network analysis: 
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When discussing their point of view and potential issues, social media divided the participants. 

About 50% followed their favourite podcasts on social media, e.g. Katrine J. following Fries Before 

Guys on Instagram, because she really likes their personalities, how Kristina is tagging friends in 

memes about their high level of true crime knowledge, and Louise C. tagging her boyfriend in a 

Mørkeland recommendation-post on Facebook about a tv-series on HBO about the Serial case. 

Although, the other 50% didn’t follow their favourite podcasts on social media - and there is a 

reason. The choice to follow podcasts on social, and further, the level of engagement depends on 

the content that the podcasters are utilizing. Here, it became clear that the participants are 

expecting a certain level and amount of content, inviting the participants to be entertained, 

intrigued, and for the podcasters communicate and engage with the listeners. A fascinating pattern 

among the participants was that the podcaster’s profiles on social media should utilize exciting 

content that gives the participant or follower value. Therefore, social media content should create 

entertaining and intriguing value.  
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Christina:” They could improve their Instagram.”  
 
Jennipher:” It could be pictures from a crime-scene or something to that effect, they could post 

after each episode is released.” 

 
Marie-Louise: “It could also be on Instagram; they should be teasing for the next episode.”  
 
In addition, an interesting tendency among the participants was the need of more extra material on 

social media in order to extend the podcast experience, especially visual elements, such as more 

pictures or videos that could be released on either YouTube or Instagram. This content would work 

as extra material from Mørkeland cases. Moreover, it could be follow-up material from Mørkeland 

concerning current cases, such as the case of the murder of the Danish girl Emilie Meng, or as 

updates on dilemmas from Mads og monopolet.  

 

Jennipher: “Videos! It could be videos for Mørkeland on either YouTube or Instagram. It would be 

great too, e.g. discover the crime-scenes. They could make a 10-minute video of themselves, 

pointing out extra material or new interesting facts from the murders. (..) just to add more visual 

elements from the murders.” 

 

Sarah:” Well, they try, but it is really bad. It would be nice, if they posted pictures on Instagram, 

e.g. of photos from the cases, or videos. Because they often mention videos of material from the 

case, but they never link to them.” 

 

Jennipher: “They could also add more follow-ups? That would be a great aspect for further value-

creation, both in Mads og monopolet and in Mørkeland.” 

 

Mørkeland has profiles on Instagram and Facebook in order to communicate with their listeners 

and to post content on. Furthermore, they use these platforms to foster the interest for true crime: 

 

Kristine: “These platforms are ideal in order for us to share information about the podcast with the 

listeners, and to foster the community around the interest for the genre”  
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The podcasters receive several hundred messages each week from the listeners, and they respond 

to all the messages. In addition, the respondents from the survey found it essential for the podcast 

hosts to engage with the listeners. Camilla from Mørkeland commented in relation to engagement: 

 

Camilla: “It is engaging long messages about what value they get from listening to Mørkeland, along 

with suggestions for cases, true crime recommendations, theories on murders, inputs, etc. (..) It’s 

cosy but it is also our fuel.” 

 

In addition, one of the participants in the workshop had a theory that people in their start-20s tend 

to engage more online through messages and tagging than people in their mid-late 20s, which the 

other participants agreed upon.  

 

Katrine M: “We are in a time, where we know that everything we do, gets seen on social media. So, 

the ones who are a bit younger than us thinks that it’s great that everything they do gets seen by 

everyone because it is a way to self-promote yourself.” 

 

Therefore, it seems as Kristine and Camilla are using their digital platforms to engage with the 

listeners in terms of answering messages or sharing listener’s stories that mørkelændere has tagged 

Mørkeland in, rather than updating their social media profiles with content that creates and 

improves engagement in terms of utilizing fascinating content that gives the follower value.  
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Organising theme 4: Personality and honesty drives attachment 
 
This organising theme ‘Personality and honesty drives attachment’ encompasses three basic themes 

to be examined and analysed: ‘It is important for the listeners to feel that they know the hosts’, 

‘Informal dialogue is important for the emotional attachment and sense of a break’, and finally, 

‘Hosts and guests becomes relatable through honesty and personal stories.’  

 
A good podcast host should, according to the respondents from the survey, possess the qualities of 

having a pleasant voice, humour, being honest and personal, have good chemistry with guests, 

having something at heart, and being investigating. These points of an appealing podcast-host 

personality are about to be analysed through the basic themes listed above. In addition, it is relevant 

to examine what gives the millennial podcast-listening woman value, when listening to podcasts, 

which is done through the next step in the workshop.  

 
One of the outstanding values for the participants was the feeling of attachment and connection to 

both the podcast and the hosts. It gives the listener the feeling of being in company with friends, 

feeling that they know the hosts personally when listening to podcasts. 

 

Kristina: ”(..) You feel that you know them.” 

 
Sarah: “You get a strong attachment to the podcast and the hosts.” 
 
Christina: “I actually think that many listeners have a strong attachment or sense of connection 

with the hosts in their favourite podcasts.” 

 
Another central value in Mørkeland is their narrative. Camilla and Kristine’s dialogue are highly 

informal through the entire podcast, both when setting the scene for the murder, discussing the 

legal system and penalties, criminal history, or when just talking together as friends. This informal 

narrative was one of the greatest reasons for why the catalyst and most popular podcast and in the 

world, Serial, became as popular as it did. Sarah Koenig’s relaxed and personal investigative 

reporting as we go-approach and immediate response to the story that created the Serial-addiction 

(Kiernan, 2014). In other words, an informal dialogue is important for the emotional attachment 

and sense of a break for the podcast experience.  
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Besides, the survey also showed that the respondents found it essential for podcast hosts, to be 

honest and personal in their narrative. Thus; the combination of an honest and immediate 

personality and storytelling is the preferred narrative style with the participants. The researcher 

asked Camilla from Mørkeland about their informal dialogue:  

 

Camilla: “If we prepare too much, the authenticity disappears along with the sudden dialogue 

detours that occur in the making. We must be immediate and informal, and that demands that we 

don’t plan our dialogue in advance.” 

 

Moreover, it quickly became explicit in the workshops that the participants found that the 

Mørkeland-hosts’ informal, personal and honest dialogue creates authenticity and emotional 

attachment. It was one of the first points made when Mørkeland came up in the social interaction 

of phase 1 in the workshop: 

 
Sarah: “I really like the informal dialogue. I think it captivates me more. If it was formal, I think I 

might find it boring to listen to.” 

 

Ulrikke:” I think that when I am listening to a podcast while doing something else, it has a positive 

effect that the language is informal.” 

 

Personality also shows in podcasts, as, e.g. Mørkeland’s hosts becomes relatable through an honest 

approach with personal opinions and personal stories. These personal stories leave the participants 

with the feeling of getting to know the hosts better and better for each episode.  

 
Molly:” I really like that you get a little personal information every time. ’They like this, and this, 

and Camilla has lived in the US for five years’.” 

 

Katrine M:” They give a lot of themselves, actually.”  
 
Moving on in the Define phase, the next step in the workshop was to create a value-creation design 

of the participants’ favourite podcasts, and the value these podcasts and hosts are creating.  
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Value-creation design 
 
The value-creation design was created by the participants in the exploratory workshops by choosing 

the three podcasts that they collectively listen to the most and finding adjectives in order to describe 

these three podcasts. From there, the participants had a social and open dialogue, pointing out what 

value these three podcasts give the them in their podcast experience. Hereafter, they were asked 

to revise these values from these favourite podcasts and to create new values from these social 

reflections. The value-creation design hereby highlights the most essential patterns in terms of 

value-creation for the participants in connection with the podcast experience. The following figure 

illustrates an overview of the value-creation concerning the top three podcasts in the two 

workshops, two of them being the same; Mørkeland and Third Ear:  

 

 
 
 
 
 

 MØRKELAND THIRD EAR MADS OG
MONOPOLET

HER GÅR DET
GODTPodcasts

DESCRIBING THE
PODCAST
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Source: Own creation based on the two workshops and The Design Thinking Process (Plattner, 2010) 
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Organising theme 5: Entertainment and horror in one cocktail  
 
This organising theme ‘Entertainment and horror in one cocktail’ covers seven basic themes to be 

explored and analysed: ‘True crime is the most favoured category’, ‘A fascination of brutality’, 

‘Mørkeland is the most popular podcast among young millennial women’, ‘Mørkeland gives 

knowledge about crime, legal system and forensic science’, ‘A sneak peek into the dark’, ‘True crime 

is addictive’, and lastly, ‘True crime stands in contrast to perfect’. This theme tabs into the question 

of why people are fascinated with horrifying acts of cruelty and using it as a source for 

entertainment.  

 
As for preference-patterns in the survey, true crime was the most popular podcast category with 

61.9%, followed by documentaries (54%), society and debate (48.4%), comedy (41.3%), sex and love 

(40.5%), and lifestyle (40·5%). The respondents’ top five favourite podcasts are 1. Mørkeland, 2. 

Mads og monopolet, 3. Third Ear - Kvinden med den tunge kuffert, 4. Fries Before Guys, and 5. Serial. 

These data mean that 3 out of 5 of the favourite podcasts were true crime podcasts, being 

Mørkeland, Third Ear – Kvinden med den tunge kuffert, and Serial, and the other two were dialogue 

based, being ‘Mads og monopolet and Fries Before Guys. True crime is, just as in the survey, the 

most popular category among the participants in the workshops. They share a fascination for the 

dark and the brutality, getting into the mysterious circumstances, where the listener becomes a 

detective and listen intently to the horrific details. This enchantment of horrific crimes and serial 

killers is a very ambivalent feeling, as they agree that they are extremely fascinated by true crime, 

but they do not entirely understand why that is? – it is a fascination of brutality. 

 

Katrine M: “It is quite ambivalent for us because we are obviously deeply fascinated by it.”  

 

Kristina: “The thought that some people that are that sick, that is extremely fascinating!”  

 

Ulrikke: “It is extremely obvious that I like true crime the best.” 
 

Kristina: “Mørkeland taps into the fascination of how a person can step aside to what, we define as 

standard codecs of how to behave. (..) It is the psychological explanation.” 
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Mørkeland is the most popular podcast, being the podcast that everyone was listening to every 

week, except for one in each of the workshops, although one of those two participants are listening 

to other true crime podcasts. One of the reasons for this high level of popularity seems to be the 

fact that Mørkeland is a combination of the popular dialogue-based podcasts, such as Fries Before 

Guys, where two young women are talking to each other, having an interesting conversation. The 

other reason is that it revolves around true crime. Additionally, it was the podcast that the 

participants, without doubt, talked about the most.  

 

Louise C: “I am also a tremendous fan of Mørkeland!” 

 

Katrine M: “Wow. We are really obsessed with Mørkeland.” 

 

Katrine J: “We should listen to all of the cases and talk about them together!” 

 

Moreover, the participants are mostly listening to podcasts that focus on true crime to escape into 

your own space, concentrating on listening to immersive stories. Furthermore, it gives value to the 

participants that Mørkeland makes it possible to obtain knowledge about forensic science and the 

legal system in both Denmark and the United States.  

 
Kristina: “They also tell about a lot of definitions, the difference between to choke and to strangle 

someone, the difference between a serial killer and a mass murderer, putrefaction processes (..) And 

the forensic facts! I love those!” 

 
Molly: “I like true crime – I think it is exciting, and I achieve this excitement through Mørkeland. 

What I like about other podcasts that I listen to is that they are actuality-based.” 

 

Louise C:” You get highly enlightened with factual information. For instance, they’ve also had a 

prosecutor as a guest-host once, telling about the whole process of court cases.”  

 

Even though true crime has been extremely popular in the contemporary mediascape in recent 

years, encompassing, e.g. tv-series, film, and podcasts (Yardley et al., 2018, p. 5), it is also a topic 
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that divides people. Because how can you find it interesting, captivating and entertaining to hear 

about something so bestial and awful as murders?  

 

Camilla: “Yes, we are creating entertainment, and we are talking about murders, correct. 

Entertainment is many things. It makes us laugh, shudder, cry, and to reflect about and to attain 

knowledge. Entertainment is not a bad word in our book. There is loads of phenomenal 

entertainment through time that is based on horrible incidents from reality. There are movies, books, 

art exhibitions on everything from the Utoeya massacre to the book bullshit, which won the Cavling 

price last year. A topic that is serious, important, heavy and horrible can also be entertaining if being 

treated with seriousness and respect.”  

 

Mørkeland is not alone using horror and entertainment in one cocktail. According to the 

participants, many different media types and entertainment-sources also mix this cocktail, when 

trying to create something that intrigues and awakes something in people: 

 

Kristina:” Mørkeland gets a lot of hate on Twitter for creating entertainment that revolves around 

murders, but the tv-series ‘Rejseholdet’ is also created based on real murders – and that is way more 

visual. Many movies are also based on true crime stories.”  

 

True crime podcasts hereby give the listener a sneak peek into the dark of bestial cases of serial 

killers, mass murderers, and other horrific crimes through the media channel that is podcasts, as a 

break from everyday life and a stressful calendar. In relation hereto, this fascination of horror is 

showing itself in a sense that true crime has the effect of being addictive to the participants in the 

workshops.  

 

Katrine J: “It is some sort of addiction. I can physically feel it long after I have listened to an episode 

(..) It is stories, we remember.” 

 

Sarah:” You are definitely listening every Monday.”  
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Furthermore, given that Mørkeland has become the most popular podcast in the podcast app, 

Kristine and Camilla must be touching upon something that gives the listeners value. However, what 

value are they creating exactly?  

 

Kristine: “Judging from the hundreds of messages we receive, we strike a good and respectful tone 

– combined with the fact that we don’t have a fear of touching the darkest corners of life and man. 

We are just us, we make mistakes, and we correct them. Our listeners often let us know that they 

almost perceive us as their friends. They feel that they are sitting in the living room with us when we 

are talking. At the same time, our conversation endorses the completely natural fascination with the 

dark, which many may have ignored or wondered about, which they can now explore. Furthermore, 

Mørkeland is the exact opposite of what takes place on social media: Exotic travels, fitness, career, 

beautiful pictures, home purchases, and fabulous parties. All of which gives bad self-esteem from 

scrolling through. Mørkeland represents – roughly – the opposite. The real. There are no 

expectations for perfection in our universe. (...) Our ‘mørkelændere’ are extremely empathetic – they 

are very affected by the stories and can identify with the victims.”  

 

Based on the findings, it has been found that true crime stands in contrast to perfect, offering what 

is real, honest and immersive, which transforms the listener through their headphones to the couch 

of Kristine and Camilla’s living room, listening to their friends having an exciting and personal 

conversation about murders. While writing this thesis, I couldn’t help wondering, how Mørkeland 

and this podcasting medium will evolve. I asked Kristine and Camilla what their dreams and goals 

are for the future: 

 

Kristine:” Last year, we had full-time jobs concurrently with the production of the Mørkeland 

podcast, which also is a full-time job in itself – in fact, more than that. (..) By creating revenue, we 

can continue to air every Monday and continue to make good content and to develop the format 

further. But it is not easy because it is a new market in Denmark, and only a few can be podcasters 

for a living. It is going to take a few years before there will be proper possibilities to make it a career, 

but we are working on it. That is our goal right now. The next goal is to create new kinds of content 

and to create exciting new things besides the podcast.”  
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Organising theme 6: Immersive experiences as a new form of value-creation  
 
The organising theme ‘Immersive experiences as a new form of value-creation’ covers six basic 

themes to be explored and analysed: ‘A true crime tour’, ‘TV-series based on podcast episodes’, ‘An 

open documentary series podcast with different topics’, ‘Sound design makes the experience 

immersive’, ‘Themes in Mørkeland’, and finally, ‘Lectures and events with podcast hosts.’ In order 

for these ideas for new formats and immersive experiences to serve as a new form of value creation, 

the workshops had to interact collectively and brainstorm for new ideas and need to be fulfilled in 

relation to the podcast experience. Therefore, they continued to phase 3 in the workshop. 

 
Phase 3 – Ideate  
 

Goal: develop numerous ideas to originate and extend the format and value-creation of chosen 

favourite podcasts, and further develop the best ideas into new formats and constructions.  

 

In this phase, brainstorming and idea-development are key, building ideas on top of other ideas. 

Next, they were brainstorming through ‘How might we’ questions that we created together. 

Examples of these questions are: How might we improve the podcast experience? Moreover, How 

might we experience even more thrill in the Mørkeland podcast? The following are examples of 

statements, leading to the final ideas.  

 
Kristina: “Mørkeland is built on the fascination of how a person can step aside from what we define 

as the normal and acceptable code of human behaviour.” 

 

Katrine M:” I just think that the format has so much more potential.”  

Molly:” You’re waiting, hoping for it to get crazier and crazier, and on the other hand, it is horrible 

that this has actually happened to someone. (..) It has to become more and more exciting.” 

 
Phase 4 – Prototype and test  
 

Goal: Create prototypes to test the new ideas and concepts, and from there develop the ideas 

additionally. 
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In the last phase, the participants discussed their ideas for new formats and content, identifying the 

best ideas and tested them in terms of value-creation, execution and attachment. In the end, they 

had co-created the final ideas. What both workshops had in common was ideas for new formats, 

empathizing and extending the immersive podcast experience. The following ideas were defined 

collectively as being the best ideas and new formats in the workshops. 

 

The first of these top ideas for immersive experiences was a true crime tour in Copenhagen. It could 

potentially be in any other cities, where murders have happened. Moreover, it could be applied to 

most true crime podcast, although this idea was developed as an extension for the Mørkeland 

format.  

 

Jennipher:” It would be really exciting to go on a tour around in Copenhagen, e.g. a long Sunday 

walk, listening to a podcast while walking by a series of different crime scenes while telling the stories 

of the murders.”  

 
Kristina: It could be two different formats – one, where the hosts (Camilla and Kristine) are showing 

a group of people around on a walk, and another format that is a podcast. (..) Then, you would also 

get more personality from them that people are requesting. (..) Wasn’t it Gasværksvej, they were 

talking about, where most murders in Denmark had been committed? That could be a great walk!”. 

 

Molly:” And for the tour with the hosts, it could be in groups of 15-20 people.”  

 

Katrine M:” I would go on that tour, and I would love to go with them because they are like me. It 

would give me more value going on such a true crime tour with two young women, rather than three 

old policemen.” 

 

Another idea for a new format in order to create further value for the podcast experience is to 

create a tv-series based on podcast episodes. This way, the podcast experience will get extended 

from audio to a visual framework as well, motivating the listeners, even more, to go into depth with 

the relevant topics or cases for the podcast.  
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Sarah:” I would definitely watch it, if they did a tv-series about the murders. I would love to watch 
that!” 
 
Christina: “With a TV-show and active Instagram profiles, you’d get a whole other attachment to the 

hosts (..) because then, I can follow them various places – also outside the podcast.” 

 

In addition to this serial thinking mindset, another idea was to have a new open documentary 

podcast series within topics that interest millennial women within the same podcast media. 

Furthermore, it doesn’t have to be the same hosts every time. It depends on the topic for that 

podcast series. 

 

Katrine M:” You could create an open podcast documentary series as its own media-channel within 

a certain genre or topic, e.g. crime, or history, or current relevant topics.”  

 

Moreover, sound design plays an imperative part, in order to create an immersive audio-based 

podcast experience. Therefore, the participants thought that all podcasts could benefit from adding 

more details to the podcast experience through sound effects and great audio details, as the sound 

design makes the experience immersive. 

 
Jennipher:” I definitely think that sound effects would add some creepiness to Mørkeland. It could 

be branches in the woods or other sound effects.”  

 

Kristina: Sound design can improve a lot since you get sucked into a universe and sound-wise you are 

kept in this immersive experience because there are so many sound layers to listen to.”  

 

To create even more thrill and suspense to Mørkeland, Kristina came up with the idea to develop 

themes for episodes, e.g. high school shootings. The other participants in workshop 2 instantly loved 

that idea. 

 
Kristina: “I thought it would great to have a thematic approach, creating themes murder-wise for 

some Mørkeland episodes.”  
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Katrine J: “Yes, that’s a great idea! You could define cases and create thematic episodes around 
them.” 
 
Finally, the last of the top ideas and basic themes from the workshops to have lectures or events 

with the hosts from popular podcasts, as events would create an immersive experience, building a 

stronger attachment and connection to both the podcast and the podcast hosts. Moreover, these 

events would be an opportunity for the listeners to engage with the podcast hosts, and to heighten 

the level of engagement and brand loyalty in other contexts in relation to the podcast experience, 

e.g. social media. 

 

Kristina: “It would be interesting to have an event with Mørkeland – in a location that makes sense 

in relation to the podcast, of course, such as the police museum in Copenhagen.” 

 

Thilde:” I would definitely go and listen to a lecture with the hosts from my favourite podcasts.” 

 

Katrine M: “And it would definitely create a higher level of attachment and connection with the 

podcast for me.” 

 

Katrine J:” If they made a live event, they could vote for what topic, dilemma or murder to hear 

about, as Anders Matthesen did in his latest comedy show, where the audience voted between two 

options on their phone. It could be fun to be a part of an event with your favourite podcast through 

that kind of interaction.”  

 

These analysed findings from the thematical network analysis will be the academic foundation of 

the following discussion, and contribution to the academic field, and to business for how to ensure 

the value-creation for young millennial women in their podcast experience. 
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6

Chapter 5 elucidated the key findings
collected from the data. This chapter will
discuss the findings from the thematic
network analysis in relation to academic
literature, moreover, to discuss new
tendencies emerging from the empirical
data in order to answer the research
question and sub questions.
Furthermore, this discussion aims to
deliberate and to shed lights on
millennial women’s value-creation in
connection to podcasts, and herewith
develop a contribution to respectively
academic literature and to business.

Discussion
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Listening to podcasts is an escape from everyday life		  
 
This part aims to discuss organising theme 1 ‘Transform to another universe through your 

headphones’ is connected to organising theme 2 ‘The podcast experience becomes social value’. 

Engagement can, as stated by Cheung et al., (2011) and Kahn (1990), be divided into three 

dimensions of personal engagement to online platforms: Physical (the level of energy, while using 

an online social platform, and motivation to spend time and energy.), Emotional (being captivated 

in an online social platform) and Cognitive (sense of enthusiasm, and inspiration towards the 

platform) (Cheung et al., 2011, p. 3). In the case of podcasts, the physical is listening to podcasts 

through their headphones, emotional being immersed in the podcast experience, and cognitive is 

the enthusiasm towards a specific podcast. In addition, Customer Brand Engagement (CBE) is the 

consumer’s psychological and behavioural expressions in connection with a certain brand (Gambetti 

et al., 2012).  

 

The consumer can hereby build a strong connection with the brand beyond direct contact with the 

brand through CBE (Gambetti et al., 2012). The findings show that the participants and the 

respondents from the survey all have a certain strong connection to one or more podcasts, e.g. 

Mørkeland, Fries Before Guys, or Serial. Some brands, e.g. My Favorite Murder has merchandise 

and event tours, having events across the United States, expressing the strong CBE among their 

listeners, which the participants in the workshops also requested from their favourite podcasts. 

Another interesting factor for engagement is customer engagement processes, which explains, how 

the customer develops customer loyalty through the process of going beyond just providing the 

customer with a satisfying product, but to engage with the customers on a deeper level. This is an 

imperative factor in order for the customer to keep returning to the brand and hereby create brand 

loyalty (Bowden, 2009; Brodie et al. 2011.). From a business perspective, brand loyalty is crucial for 

the podcasters or media organisations in order to get many listeners, good reviews, and to create a 

need from the consumers to listen to podcasts. They will hereby earn the arguments to either 

receive more money from a company or to get sponsored advertising in the podcast in order to 

produce more episodes or entirely new podcasts. The literature explains how attitude and 

involvement are crucial in order to develop brand loyalty (Hansen & Jensen, 2006).  
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Hansen and Jensen (2006) states that repeated purchases of high involvement products reflect a 

high level of brand loyalty, whereas repeated purchases or consumption of low involvement 

products instead reveal regularly purchase behaviour (p. 443). Which match the empirical findings, 

as the listeners in both the workshops and the survey are all listening to their favourite podcasts 

every week, making them loyal consumers of those high-involvement podcasts, as their involvement 

and attitude are highly positive. These feelings were stated time and time again in the workshops, 

using words as ‘love it’ and ‘a highly special relationship’ to describe their connection to their 

favourite podcasts. Although, more random chosen podcasts may be regular consumption 

behaviour, as listening to podcasts is a habit to many young millennial women. To ensure a high 

level of loyalty, McKinsey authors Court, Elzinga, Mulder and Vetvik have developed the loyalty loop 

to elucidate the consumer decision journey. It is an eternal circle of four stages: initial consideration, 

ongoing evaluation, closure (purchase), and post-purchase (Court et al., 2009). Therefore, it is 

important for the podcasters to create unique consumer experiences that will attract consumers 

into the loyalty loop and become continuous listeners.  

 

In order to create a unique podcast experience for the consumers, the experience has to be 

memorable, which may explain why the participants experience that their favourite podcasts 

contain stories, which they remember. To create these memorable and unique experiences, Pine 

and Gilmore (1998) suggest using the four realms of experience. To put the four realms into context 

with the findings, listening to a podcast should be Esthetic, as the listening experience should be 

exciting and engaging, even though the consumer is listening without impact on the content, e.g. as 

a break or distraction for the consumer, as the findings proved a valuable podcast experience to be. 

Furthermore, the participants from both workshops emphasised the importance and value-creation 

gained from an Educational perspective to the podcast through obtaining new knowledge, such as 

new tendencies, history, news, forensic science or legal systems. Moreover, the experience should 

contain the Escapist realm, thus: the experience needs to be immersive, as findings showed that the 

participants appreciate an immersive story with exciting details, personal hosts, good storytelling, 

and to be transformed into another universe through their headphones, escaping from the 

trivialities or stress in their everyday life. Finally, empirical findings show that one of the ultimate 

reasons for the consumer to listen to a podcast was with the goal of it being Entertainment (Pine & 
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Gil more, 1998). The podcaster or business should, therefore, strive to include all four to create the 

best possible unique consumer experience. 

 

For podcasters to create an experience that frames a positive perception of that podcast, Dasu and 

Chase (2013) presents four factors: 1.) Create a series of events or episodes, which consumers feel 

emotionally attached to. These could be episodes, engagement and content on social media or the 

co-created idea of an open podcast with different topics that interest the consumers. 2.) Other 

experiences that are co-developed with consumers, such as events, live-episodes on location, true 

crime tours, as the findings state were important needs and co-creation ideas developed by the 

participants in the exploratory workshops. The sense of control and personalised choices is divided 

into two: Behavioural control, where the podcaster is in control, and cognitive control, where the 

consumer feels in control. When creating podcasts, it is always an active choice to hear that 

particular podcast, but themes or votes for topics could be a co-creating imitative to make the 

consumer feel more in cognitive control. Finally, 4.) emotions in connection to the consumer 

experience is imperative for a positive and value-creating podcast experience, whether if that 

feeling is identification, horror and adrenalin, excitement, entertainment, or to feel relaxed because 

there are many feelings and motivations involved in a podcast experience. 

 

Literature states that JOMO is the emotional intelligent response to FOMO (Bariso, 2018). Behaviour 

scientist, Ashley Williams, argues “We see time and time again that the constant distraction is 

making people feel very unhappy” (Phelan, 2018). The millennial women describe again and again, 

how they use listening to podcasts as a distraction, while doing practical actions or as a break from 

everyday life, moreover, they enjoy these breaks. Thus; listening to podcasts creates a sense of 

JOMO for the participants, as they escape to another universe through their headphones, listening 

intently to a good story or conversation. Simultaneously, podcasts furthermore give the millennial 

women a sense of FOMO, as popular podcasts become a must to listen to every week. These popular 

podcasts hereby create a need for millennials, to stay relevant in their social arena through word-

of-mouth (Buglass et al. 2017; DR, 2019). Examples of these popular podcasts are Mørkeland, Mads 

og monopolet, Third Ear, Fries Before Guys, and Serial, as these are the most popular podcasts 

among the participants and in the survey. This hype related to a certain podcast is mainly created 
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through word-of-mouth, which Prahalad & Ramaswamy (2004b) argues create a new source for 

advice and viewpoints. This argument is consistent with empirical findings, as both the participants 

from the workshops, and the respondents in the survey got recommendations regarding new 

podcasts to listen to from their close network. These recommendations and conversations about 

podcasts create a certain level of engagement with the podcasts. Moreover, word-of-mouth gives 

the consumers social value. 

 

How can the level of engagement and attachment connected to podcasts be improved? 

Moreover, how is this connected to the level of informal dialogue in podcasts?  

This section aims to discuss how organising theme 3 ‘Engagement on social media can extend the 

podcast experience’ and organising theme 4 ‘Personality and honesty drives attachment’ is 

interrelated. Boiling and Hull (2018) states that within the podosphere, the consumers can choose 

podcasts from an extensive archive of options, and unlike television or live radio, podcasts are on-

demand, and hereby; always available for the consumer. Furthermore, it is also possible for the 

consumers to engage with the podcast-hosts or other listeners on social media, which half of the 

participants from the workshops do. 

Online Brand Engagement is a multidimensional approach (Brodie et al., 2011), and function, 

according to Mollen and Wilson (2009), as an online store of knowledge available for the consumer 

in order to develop a pleasant experience with the brand, which the podcast in itself can be, as the 

podcasts give this new knowledge. Furthermore, social media can provide information through 

content to give this entertaining and positive feeling towards the brand or podcast. In relation to 

brand loyalty, social media, especially Instagram, makes it highly accessible for consumers to obtain 

information about what their friends likes, buys, their interests, and what they are listening to. 

Instagram stories are especially an easy access to insights to the behaviour and preferences of your 

friends. As specified by Court et al., (2017), these insights alter loyalty-behaviour, which is why 

McKinsey authors argue for more emphasis on the consideration-stage. As the consumer frequently 

revaluate the experience, it is crucial to achieve the loyalty of the consumer early on in the process 

by creating unique podcast experiences. 
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Boling and Hull (2018) further argue that the true crime podcast audience primarily interacts on 

social media, as listeners often ask questions about the cases on social media. This point is not 

applicable for this research, the participants, as they did not write to the podcasts, although, some 

were engaging with the podcasts through tagging friends in memes or posts in relation to podcasts. 

One could argue that these messages could occur among Gen-Z, or other either young or older 

millennial women, as these findings are based on a limited number of millennial women. Instead, 

there was expressed a clear need for updating the podcasts’ social media profiles with content that 

creates and improves engagement in terms of utilizing fascinating content. New and exciting 

content gives the follower value that evokes intriguing motivation for listening to that podcast, or 

to engage with the podcast beyond the listening situation by checking for extra material, new posts, 

teasers, or follow-ups on social media. Moreover, they requested more personality and personal 

posts on social media, for millennial women to identify with the posts and find the content 

interesting and relevant for them. If these requests for more and better content on social media is 

met, perhaps more millennial women will engage more with other listeners and podcasters on social 

media. Furthermore, these ideas for improvement of social media can be transferred to other 

podcasts on social media platforms.  

A strong attachment to the podcast and hosts is crucial to create value for the listener through 

content that brings more content that is teasing, with updates, extra material and personal posts, 

as requested in the empirical data. Park et al., (2010) identifies attachment as the connection 

between the consumer and brand, which covers two qualities: brand-self connection and brand 

prominence. The brand-self connection involves a consumer with an emotional and cognitive 

connection with a brand. Hence, through identification with the brand, it becomes a part of the 

consumer’s personality (p. 2). Brand prominence is the level and power of the emotional connection 

between the consumer and the brand (Ibid). These two aspects are highly relevant to create a strong 

value with podcasts and hosts, as the millennial women express that it is crucial for them to identify 

with the hosts. Whether it is other millennial women from, e.g. Mørkeland or Fries Before Guys, or 

if it is their favourite famous people in Mads og monopolet, they need to relate to them on a 

personal level. The findings obtained from the workshops revealed that their attachment is the 

reason why millennial women feel that they know the podcast-hosts, moreover, that they, 

therefore, are being kept company by friends, when listening to their favourite podcasts. 
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Additionally, the millennial women believe that most listeners have a strong attachment to their 

favourite podcasts. 

A fascinating issue is that there seems to be a gap in academic literature, when it comes to the 

impact of informal dialogue in podcasts, although that appears to be present in most popular 

podcasts. This thesis, therefore, seeks to identify what impact informal and personal dialogue has 

for the value-creation in the podcast experience. Journalist and podcaster Sarah Koenig is the 

woman behind the world’s most popular podcast Serial, and her approach to a successful and value-

creating podcast is a personal, honest, and informal narrative: “To me, that’s the pleasure of figuring 

this out. I think the rule of thumb is if it’s interesting to us, we’re going to assume it’s interesting to 

you. And as long as we’re responsible, not throwing stuff out there that’s totally half-cocked, and as 

long as we can corroborate what we’re doing, I think that’s kind of the fun of it – Sarah Koenig” 

(Kiernan, 2014).  

According to the findings, it can be argued that this informal and honest dialogue with personal 

stories drives attachment and authenticity as value-creation for the millennial woman as a listener, 

as personality, honesty and being informal in their dialogue was highly important for the value-

creation and in order to create a high level of attachment. This search for value-creation was the 

reason for developing the value-creation design (See the analysis), which describes and illustrates 

the participants’ top podcasts, and the value-creation in connection hereto, which confirms Sarah 

Koenig and the researcher’s hypothesis that informal dialogue and personality creates value in the 

podcast experience. What might further confirm and explain this phenomenon is the empirical 

findings, as the podcasters Camilla and Kristine behind Mørkeland further states that they are being 

themselves and that they sometimes make mistakes. Their listeners furthermore often let them 

know that they perceive Kristine and Camilla as friends. Additionally, a shared interest makes the 

hosts relatable, as, e.g. Mørkeland’s hosts endorse the fascination of the dark, which the listeners 

can explore through their podcast. 

Thus, the more continually positive podcast-related feelings and experiences come to mind, the 

stronger the brand prominence will be, and these feelings in regard to that podcast will become a 

part of that consumer’s memory and personality, e.g. Mørkeland, Third Ear or Mads og monopolet. 

Thus, the level of the brand prominence is highly important for the consumer in the decision-making 
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situation, when choosing a podcast to listen to. Additionally, consumers with a high level of brand 

prominence will hereby be more likely to engage on a high level with the brand, e.g. engage with 

the podcast on social media or go to events with the podcast, and to share positive word of mouth 

about the brand (Park et al., 2010, p. 2). The findings confirm this theory, as the participants 

expressed that they would follow and engage more with the podcast and the hosts, if their requests 

and wishes for content would be met by the podcasters. The participants wish to engage more and 

to make the podcast a part of their life beyond the listening situation through initiatives that will 

extend the podcast experience, which will be elucidated in the next section.  

Why is true crime so popular among millennial women?  

Empirical findings express a tendency and paradox: millennial women find the dark fascinating. That 

may seem curious, because how can people find it entertaining or fascinating to listen to horrifying 

stories of murders and serial killers? The participants found it ambivalent being drawn to brutal 

details of gruesome murders. However, is this really a paradox? Why is true crime so popular among 

millennial women? The literature describes, how this fascination with brutality isn’t a new 

phenomenon. Professor of Phycology David M. Buss at the University of Texas argues that it is 

possible that the fascination of brutality is as ingrained in human history as long as humans have 

lived and murdered (Buss, 2005; Vicary & Fraley, 2010).  

Furthermore, true crime is often in the top of the New York Times Best Seller List (Vicary & Fraley, 

2010; The New York Times, 2019). Since the podcast Serial in 2014, the “Serial Effect” was the 

catalyst for both podcasts as a media, but also for true crime (Boling & Hull, 2018, p. 93) – both for 

podcasts but also for tv-series, movies and documentaries, such as ‘Making a Murderer’ on Netflix 

or ‘The Case Against Adnan Syed’ on HBO. Moreover, podcasts become a fictional-like narrative, 

which obliterates the distinction between entertainment and horror (Boling & Hull, 2018). This 

media representation of crime is identified by Rafter (2011) as popular criminology – presentations 

of crime in media channels, such as film, tv-series, novels, music (p. 415), and now also podcasts. All 

of these correlates with the findings, as the participants finds true crime addictive, fascinating, and 

exciting, moreover; they find other true crime stories beyond the podcasts itself highly appealing, 

such as tv-series.  
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De Haan and Loader (2002) argues: “In order to have a more rational debate about crime and 

criminal justice, we paradoxically need to pay more attention to their emotional dimensions” (p. 

250). This sharing of emotions is essential, as access to a crime or a victim’s feelings plays a vital role 

in the narrative. In the podcast Serial, the host Sarah Koenig read from the victim Hae Min Lee’s 

diary and made it part of the narrative. Furthermore, the friends of both the victim (Hae Min Lee) 

and the convicted (Adnan Syed) spoke to Sarah about the case, which raised interesting emotional 

perspectives and created a personal storytelling, making the listeners obsessed with feelings about 

both Hae and Adnan, without ever having met them (Yardley et al., 2018, pp. 12-13). Furthermore, 

true crime podcasts strive for the truth and solving conclusions. However, instead they end up with 

seeking consolation in new findings, immediate gratifications, and new details of the case for the 

consumer to be temporarily obsessed with (Yardley et al., 2018; Ferrell et al., 2015), which is a 

narrative tool in order to keep the listener interested in the story.  

However, why is the dark so popular among young millennial women? And is true crime more 

popular among men than women? Many of the true crime stories involve horrific details, which 

paints incredibly detailed word pictures, which could be assumed that especially women would find 

appalling, as these details regard abduction, rape, torture and murder (Vicary & Fraley, 2010, p. 81). 

Vicary & Fraley (2010) conducted two studies, based on reviews from Amazon.com reveal that 

women are more drawn to true crime than men, despite being the least violent gender whereas 

men are more likely to be interested in war. Vicary and Fraley (2010) have in relation hereto 

examined this paradox. The theory suggests that women enjoy true crime because of the wish to 

prevent becoming a victim of a gruesome crime, getting escape tactics from survivors, as women 

fear to become a victim more than men (Buss, 2005). Hence, women experience an intensified fear 

of crime (Vicary & Fraley, 2010), which the findings also stated, as the participants experienced 

intensified fear after listening to Mørkeland.  

Furthermore, theory states that women are drawn to information regarding the motives and 

phycological aspects of the killer, which men aren’t experiencing to the same extent (Vicary & 

Fraley, 2010). This theory is confirmed by the empirical findings, as the participants stated that they 

are highly interested in physiological, forensic knowledge and the legal system concerning murder 

cases and other true crime stories, whereas only Louise C’s boyfriend understood this fascination. 
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Louise furthermore pointed out that he isn’t nearly as obsessed with the brutal details as she is. 

Moreover, several of the millennial women expressed a certain level of addiction for listening to 

true crime podcasts, even though they experienced an increased fear of becoming a victim after 

listening to the upsetting stories. E.g. how a boyfriend needed to check Kristina’s apartment, before 

going to sleep, or several participants having a physical reaction in the body of adrenalin, feeling 

‘prepared’ after listening to a Mørkeland episode. Although, somehow, this fear made the addiction 

even stronger. 

Mørkeland has gotten quite a lot of critique throughout April 2019 from the Danish radio station 

24/7, regarding the issue of using murders as entertainment (Nielsen, 2019). Therefore, Mørkeland 

made a special episode with a special guest, physiologist Mette Bratlann regarding why some people 

are fascinated by true crime, and why this phenomenon for some is a no go. According to Bratlann, 

the fascination of true crime has its roots in the executions of people, gladiator battles etc, where 

people saw the crime happen in real life. Whereas now, there is a greater distance to the 

disturbances (Mørkeland, 2019). Something in the human mind is fascinated by the brutality in 

some people.  

An important point for Bratlann is that people today are so focused on the light in our lives, whether 

if it’s your carrier, family, relationships, education etc. Therefore, the horrific details make it 

relatable to the listener, how it must feel to be in such as a scary and life-threatening situation that 

awakes this horror feeling – where you as the listener can see the situation before you, but in a 

controlled environment (Ibid). True crime hereby sheds light on your everyday-life problems, and 

that you are going to be okay (Ibid). An interesting aspect in relation hereto is that this theory is 

confirmed by the findings from the written focused interview with Mørkeland. It was identified that 

Mørkeland offers the opposite of what social media, e.g. Instagram has to offer, with everything 

being perfect and staged, which results in bad self-esteem and high expectations. Whereas 

Mørkeland represents the opposite – the real, and there are no expectations for perfection in true 

crime. The researcher, therefore, argues that you don’t compare yourself to others in true crime, as 

you constantly do at Universities, in your job, or on social media platforms – and that can be a reason 

for why true crime especially appeals young millennial women. Bratlann further identifies that the 

dark can also help as a distraction or relief, if you are experiencing something dark yourself, e.g. 
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depression or stress, especially when it is being done through an everyday conversation-approach 

(Appendix 17 for Mørkeland’s listener-messages about their value-creation; Mørkeland, 2019), 

which correspond with the findings, as the participants request this informal dialogue-approach in 

their podcasts.  

It can seem cynical to use darkness as entertainment, but is it? Bratmann argues that this question 

depends on the approach. It can be to shed lights over new evidence, to solve the case or to make 

nuanced profiles of a victim or perpetrator. It can also be with the purpose to remember the victims 

and to talk about horror and approach it on a level, you can talk about with others, which gives true 

crime its entitlement (Mørkeland, 2019). Besides, true crime film, tv-series and especially podcasts 

have created a community. Bratmann argues that people always seek to be part of a community. 

This community is not revolving around perfection and superficial interests, such as Instagram (Ibid). 

It can be argued that true crime hereby gives value to focus on something else than perfection is 

important. That is a part of life, which can be valuable life lessons. To be able to live with the aspects 

that aren’t perfect and accept that we cannot be perfect on all parameters in all aspects of life. 

How do the consumers co-create and co-produce podcasts and the value-creation in 
relation hereto?  

This section aims to discuss how Organising theme 5 ‘Horror and entertainment in one cocktail’ and 

organising theme 6 ‘Immersive experiences as a new form of value-creation’ is connected. Firstly, 

the co-created ideas from the findings contained both general improvements for the podcast 

experience, but true crime was the most dominant category for the co-creation ideas. This is 

correlated to the findings of the respondents and participants, as the most popular podcast and 

genre was true crime, as young millennial women especially are captivated by the dark, and informal 

dialogue-based podcasts. 

One can argue that listening to podcasts is within Customer-dominant-logic (CDL), as it is concerning 

communicating with a product or service to create value without communicating with the providers 

(Anker et al., 2015; Grönroos & Voima, 2013). Although, one of the needs expressed from the 

findings were participants wanting the podcast hosts to engage more on social media and other 

physical events and initiatives to extend the podcast experience. Furthermore, since CDL is the latest 
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addition to the theoretical framework, one could argue that this theory isn’t as in-depth, as the 

other dominant logic theories. Therefore, it can be argued that the podcast experience also revolves 

around product-dominant-logic, as value currently is created mostly through usage (Anker et al., 

2015), but also service-dominant-logic, as SDL “implies that value is defined by and co-created with 

the consumer rather than embedded output” (Vargo & Lusch, 2004, p. 6).  

The findings show a need for more engagement and value-creation parallel with the podcast, which 

entitle the incorporation of service-dominant-logic. In relation, the chosen FPs are essential in order 

to develop and manage the best value possible through co-creation. In co-creation processes, 

brainstorming and need expression from the consumers is key, which connects to FP6 “The 

customer is always a co-creator of value”, as optimal co-creation builds on value-creation that is 

interactionally based with the consumer (Vargo & Lusch, 2008, p. 7). As the findings express, there 

was a clear need for more engagement beyond the podcast, physical events and extra material 

connected to the podcasts for value-creation on a deeper level. Therefore, FP7: “The enterprise 

cannot deliver value, but only offer value propositions”, becomes highly relevant for this thesis, as 

the podcast cannot create all the value in itself, as the value creation develops interactively as the 

consumer engages with the product or service (Ibid). 

As value should be created both through usage and engagement that goes beyond the podcast itself, 

there are many parameters and ways to differentiate your podcast in order to stand out and appeal 

to the consumers. Therefore, FP4 is relevant: “Operant resources are the fundamental source of 

competitive advantage”, as a company can make use of co-creating and co-producing as a tool for 

making alterations that will appeal to the consumers, and thereby encourage competition on the 

podcast market (Ibid). However, these alteration processes are currently not being encompassed in 

companies’ development, which they need encompass to satisfy the consumers, according to the 

empirical findings. 

Denmark is relatively new on the podcast market. Therefore, differentiating and exciting content is 

important to create a popular podcast. This differentiation will be received best, if the consumers 

have been co-creating these alterations and unique formats, events or initiatives with the podcast 

or company. Therefore, FP8 becomes highly relevant: “A service-centred view is inherently customer 

oriented and relational”, as benefits are customer-determined; hence; co-creation is, therefore, 
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customer oriented and relational (Ibid). When having co-created with the consumers, a new value 

is created for the consumers. Hence: FP10: “Value is always uniquely and phenomenologically 

determined by the beneficiary” finding value idiosyncratic and exploratory (Ibid). 

The personalisation tendency (Gade-Nielsen, 2016) is a way for the millennial consumer to feel in 

control and that they are co-producing their own experience (Dasu & Chase, 2013). Hence, co-

producing is an important part of the co-creation process of idea-development to improve the 

podcast experience (Prahalad, 2004b). This point relates to Prahalad and Ramaswamy’s (2004) 

argument for personalised co-created experiences, developed through communication between 

companies, consumer communities and consumers. They define the personalisation as how the 

consumers interact with the product (Prahalad & Ramaswamy, 2004b), whereas the researcher 

defines personalised co-creation as both being that, and when consumers are co-creating ideas for 

how the companies should alter their service or product to satisfy the consumers’ needs.  

 

The podcast experience is how the consumer is emotionally invested, requesting an immersive, 

multisensory, and active experience, which often is thematic (Caru & Cova, 2007). Caru and Cova 

(2007) further argues that there are different kinds of experiences, which can be connected to the 

findings: 1. Experiences in everyday life that takes place individually, e.g. listening to a podcast. 2. 

Experiences, co-developed with other consumers or companies, e.g. the live episode-recordings on 

location, or voting for themes for a podcast. Finally, 3. Experiences, created by companies, where 

the consumer is having an immersive experience with a podcast of the consumer’s interest (Caru & 

Cova, 2007). The participants had the idea of a true crime podcast, where the consumer is walking 

by the crime scenes that are mentioned; a co-created idea, all participants found interesting, being 

both interesting, immersive, engaging and exciting. 

 

Uses and Gratification are described by Perks and Turner (2019) as an approach to understand 

consumers’ media consumption and experience (p. 98). Researchers have through time developed 

various gratifications (Whiting & Williams, 2013; Malik et al., 2015), although these were developed 

for other mass mediums than podcasts, except Kim & Chung (2015), researching gratifications for 

true crime podcasts. The researcher has developed the following 18 gratifications and motivations 

for young millennial women’s podcast-experience, based on the findings of this thesis: 
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Contribution to academic literature 
 
The current theory is describing frameworks and terms of what gives value (e.g. product, service, 

co-creation, or value) but in broad and overall terms. Therefore, this contribution aims to offer a 

nuanced and more in-depth examination of value-creation. The motivations and emotional 

gratifications for young millennial women for listening to podcasts can be divided into different 

organising themes, as they are based on the findings. The following illustration will give an overview 

of how these gratifications are connected to the organising themes: 

 
The value-creation process happens throughout the time travel that a podcast takes you on. Several 

different values are created throughout an episode, depending on the genre, content, the hosts, 

and the individual consumer. The podcast can be divided in many different ways, as the process of 

value-creation is nuanced and rather complex, as it depends on the individual. With inspiration from 

the Uses and Gratifications framework by Blumler and Katz (1974) for understanding a medium (p. 

20), the following is a qualified example of the steps through the value creation process:   

Engagement

on social

media

Immersive

experiences

Transform to

another

universe 

Entertainment

Podcasts

becomes

social value

Entertainment

and horror
Personality

drives

attachment

Company
Intensity

Fascination Informality

Emotional

attachment

Community

seeking

Pass time

Information

Sharing

Information

Seeking
Adrenaline

kick

Habit

Immersion

Arousal

Addictive

Escape Convinience

Illustration 12: Gratificatoons connected to the organising themes. (Source: Own creation)

Engagement
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As an example, the world’s most popular podcast Serial will be used to explain this value-creation 

process of seven stages: 1.) You are listening, because you are going somewhere, using the podcast 

as a distraction, a break, or to be kept company. 2.) Sarah Koenig, journalist and podcaster of Serial, 

is setting the scene for the episode, creating a comfortable place for you to be the next 45 minutes, 

and you escape into the story through your headphones. 3.) Establishes what we are going to 

investigate in this episode, creating an intriguing value of excitement and entertainment. 4.) Value 

of immersion and fascination. 5.) the climax value depends on the genre, but for a true crime 

podcast, it is often an adrenaline kick or a high level of intensity. 6.) Finding a new detail to get 

obsessed with for the next episode, giving a value of a sneak peek to the next episode. 7.) Sarah 

creates a value of addiction, being excited for the next episode, creating positive word-of-mouth.  

 

Contribution to business 
 
These findings have been analysed and discussed in order to develop and create a new contribution 

to the business sector. Empirical findings establish that there are needs from young millennial 

women involving more presence and engagement through immersive experiences both online and 

physical events, parallel with the podcasts that are not being met. This contribution has the goal of 

changing the podcast medium with insights, tendencies that businesses didn’t know was needed to 

be acted upon to improve the podcast experience for young millennial women. Since having 

concluded that there are various nuances in the value-creation process throughout the podcast-

experience, what do these findings and discussions implicate for the business sector? When it comes 

to the possibilities for creating value for the consumer, Vargo & Lusch (2004), propose three main 
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perspectives to choose from. With their framework as the foundation, the researcher will present 

the concrete contributions to business. 

 
We are experiencing a shift, where value is a result of an implied co-operation between the 

company and the consumer (Prahalad, 2004b). As illustrated, the recommended position in relation 

to value-creation for businesses is between service-dominant-logic and consumer-dominant-logic, 

as the businesses should co-create value, new formats and initiatives with the consumers. However, 

the consumer should furthermore also be able to be prosumers and co-produce their own value 

through this intangible product and the related value-creating initiatives happening parallel with 

the podcast, to create a more fulfilling and complete podcast experience. 

 

Taking the immersive experience beyond the listening situation 
 
These concrete ideas are co-created and co-produced with the participants during the workshops. 

The ideas are divided into the following categories: New formats, Physical experiences, 

Improvements of podcasts, and Online platforms. 

o New format - Immersive podcast through Copenhagen  

A podcast, produced by Mørkeland, where the listener is taking a walk on a specific route in 

Copenhagen while listening. The podcast consists of 2-3 different stories about murders, 

while simultaneously walking by the crime scenes and other locations relevant to the stories. 
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This new format gives greater value-creation for the podcast experience by being on a 

location related to the podcast, while listening. 

 

o New format - Podcast documentary  

An idea for a new podcast is an open documentary podcast. The concept is to introduce new 

topics every week or month that interests young millennial women. For each new topic, 

there will be new hosts to cover that particular topic. The listeners will send in requests for 

topics, and with this co-create and co-produce their experience and value. Examples of these 

topics could be forensic science, true crime, future technology, and sustainability.  

 

o Physical experience - Mørkeland tour through Copenhagen  

Just as the suggestion above, the Mørkeland tour involves walking a specific route through 

Copenhagen to different crime scenes, but in company with the hosts Camilla and Kristine, 

along with a group of 10-15 people. An example could be through Gasværksvej at Vesterbro, 

where many murders have been committed.  

 

o Physical experience - Live tour  

With inspiration from Fries Before Guys and My Favourite Murder, podcasts should make a 

live tour through the country; recording episodes live on locations. The participants 

suggested Mørkeland to create a live-event at the police museum in Copenhagen. Moreover, 

at these live-events, there should be a vote among the participants for which theme or 

murders to hear about at that live event, creating an opportunity for the participants to co-

produce their experience. Furthermore, to create a higher level of brand-loyalty, 

merchandise, e.g. t-shirts, shopping nets and coffee mugs will be sold at these live-events 

 

o Improvements of podcasts - Sound design  

More and improved sound design with more relevant effects, e.g. the sound of branches 

breaking in the woods, wind, music, squeaky floorboards etc. will make the experience more 

immersive and intense for the listener. 

o Improvements of podcasts – Experts 
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A significant part of the value-creation is to obtain new knowledge; thus, the listeners are 

requesting more experts as they create a sense of authenticity to the experience. 

 

o Improvements of podcasts – personality drives attachment  

When creating a podcast, an informal, honest and personal host is imperative for the 

consumer to develop a strong attachment to the podcast and brand.  

 

o Improvements of podcasts - Themes in Mørkeland 

By incorporating themes into different episodes of Mørkeland, it would create a higher level 

of personalisation for the consumers, when choosing a podcast to listen to, depending on 

the consumer’s interests and mood. 

 

o Online platforms - Tv-series based on podcast episodes 

DR or TV2 should collaborate with true crime podcasts to produce a true crime documentary 

tv-series, based on podcast-episodes, e.g. different murder cases or focusing on one case. 

 

o Online platforms - Social media content and engagement  

Podcasts should be present on Instagram posting content that, e.g. teasers for episodes, 

extra material with photos and recommendations for further content connected to the 

episodes. On YouTube, there should be videos where the hosts talk about both content 

related to the podcast episodes and personal content. This higher level of content will create 

stronger engagement and attachment to the podcast and hosts. 

Limitations  
 
This thesis has been limited in terms of access to the population, as it hasn’t been possible for the 

researcher to reach all Danish young millennial women. Thus; the findings are based on the possible 

reach of relevant respondents and participants. This thesis is limited to only one expert-interview 

with podcasters because it was assessed to be adequate, but furthermore due to lack of space and 

time. Finally, limited time and financial restraints are the two main limitations of this thesis. 
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7

The last chapter discussed the
findings from the empirical
analysis. Chapter seven aims to
answer the research question by
concluding on the main findings
of this master thesis. Moreover,
this chapter aspires to portray
recommendations and ideas to
inspiration for future research.

Conclusion and
future research
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Conclusion 
 
The purpose of this thesis is to explore the value-creation process for young millennial women in 

connection to podcasts. This research is built from the Thematic Network Analysis, as the foundation 

for answering the three sub-questions, and the central research question. In addition, the 

researcher has developed emotional motivations for young millennial women’s podcast experience. 

One of the key implications of this thesis is that listening to podcasts creates an escape from 

everyday life, which the thematic network analysis, as well as the motivations expresses. The central 

motivations and themes are: Escape, Intensity, Entertainment, Company, Convenience, Pass time, 

Storytelling, JOMO, Practical actions become a break, Value in episodes are released each week, all 

of which involves being transformed to another universe through your headphones. 

 

The first sub research question seeks to determine, how the level of engagement and attachment 

connected to podcasts can be improved, and how this is connected to the level of informal dialogue 

in podcasts. This question is answered, as it is imperative for the listeners to feel that they are in 

company with friends, using informal dialogue and personal stories, through which the hosts 

become relatable and authentic. These drivers for attachment and need for improvements are 

interrelated with the motivations for listening, being: Emotional attachment, Informality, 

Engagement.  

 

The second sub research question aspires to understand, why true crime is so popular among young 

millennial women. This question of horror as entertainment is a rather curious paradox. However, 

it is answered by both the literature, stating that this phenomenon is ingrained in history, and that 

women are more drawn to true crime than men. Furthermore, the answer lies in the findings, as 

themes from the empirical analysis includes: true crime stands in contrast to perfect, fascination of 

brutality, Mørkeland being the most popular podcast, which also gives knowledge about forensic 

science and the legal system. Moreover, the relevant identified motivations are: Adrenaline, 

Addictive, Fascination, and Habit.  

 

The last sub research question seeks to identify, how the consumers co-create and co-produce 

podcasts and the value-creation in relation thereto. This thesis is a question of a nuanced value-
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creation process, as the key implications of tendencies and motivations resulted in the co-creation 

and co-producing of ideas for new formats and content with the participants. These ideas 

encompass immersive physical experiences, engagement, co-creation and co-producing on online 

platforms, new formats, and ideas for improvement for the podcast format.   

 
In conclusion, value-creation is a rather nuanced and complex process. The central research 

question for this thesis is: How and why does the podcast experience create value for young 

millennial women? Various perspectives of value emerge through several stages throughout the 

podcast and beyond, as consumers seek to personalise their experience for it to become unique and 

valuable. Moreover, to satisfy the consumer’s needs and motivations for listening. These findings 

conclude that the participants express a need to extend the podcast experience, creating value 

beyond of the listening experience – in the sweet spot between joint co-creation between the 

consumer and company through value-creating initiatives happening parallel with the podcast, and 

for the consumers to be prosumers and co-produce value by themselves to create a more fulfilling 

and complete podcast experience. 

 

Future research 
 
The goal of this thesis is to explore the value-creation process of the podcast experience for young 

millennial women. The researcher aspires that these findings will encourage future research within 

value-creation and the phenomenon of podcasts. Value-creation is a complex process, which can be 

applied to various other phenomena and contexts, e.g. the value-creation process for Beyoncé as a 

brand and phenomenon. As this an entirely different topic, the findings of this value-creation could 

be at variance. It could be of interest to research value-creation in relation to podcasts for young 

millennial men, or Gen Z, as these segments are also active listeners of podcasts. Another research 

possibility is to extend the research of the two most popular podcast categories in a further 

comprehensive study; 1. dialogue-based podcasts, to go more into depth with informal dialogue 

and the meaning of personal, honest and authentic content, moreover, 2. true crime, going further 

into depth with the fascination of horror as entertainment. Lastly, it could be relevant to study how 

podcasts as a medium will evolve through time.  
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Appendix  
Appendix 1: The sampling plan of the quantitative research (Survey) 

 

 
 
 
 

Given the research questions and problem 
identification, who would be the best sample 
approach? 

Probability sampling – stratified random sampling 

Kind of research in practice  Survey  
Demographic  Danish women in the age of 22-30, who listens to 

podcasts. It can both be heavy and light users, 
although heavy users are preferred.  

Location of the research  On the digital platform, Facebook. 
How to ensure it is representative  It would be preferable to have participants within 

the entire age-spectrum, scattered across the 
entire country. It cannot be entirely 
representative, as that would require that close to 
all millennial Danish women responded to the 
survey.  

Data quality concerns and acceptable levels of 
sampling error  

- The respondents will probably be in the 
age range of the researcher, as the 
respondents are part of the researcher’s 
network on social media. 

- Another factor is that the researcher likely 
will know some of the respondents 
personally  

- Perhaps, some respondents will answer 
what they think will be perceived as 
correct, trendy or what the researcher 
wants to hear.  

- People outside of the target group might 
answer the survey 

How to compensate for these concerns - The last concern will be compensated for, 
as the introduction states that the 
participant should be honest and that 
there are no wrong answers 

- In the end of the survey, the respondent 
will have the opportunity, if they have 
anything to add to their answers. 

- Although some of the participants may be 
around the same age as the researcher, 
they are still part of the target group (22-
30) 

- If the respondents are not in the age 
range of 22-30, the survey will end.  
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Appendix 2: The sampling plan of the qualitative research (Exploratory Workshop) 
 

Given the research questions and problem 
identification, who would be the best sample 
approach? 

Nonprobability sampling – convenience sampling 

Demographic  Danish women in the age of 22-30, who listens to 
podcasts. It can both be heavy and light users, 
although heavy users are preferred. Preferably 
from all parts of the country (Jutland, Funen and 
Zealand).  

Kind of research in practice  Exploratory workshop, based on the design 
thinking process. 

Location of the research  In my friend Marie Louise’s apartment in the 
Center of Copenhagen.  

How to ensure it is representative  It would be preferable to have participants within 
the entire age-spectrum, scattered across the 
entire country. It cannot be entirely 
representative, as that would require that close to 
all millennial Danish women participated in these 
workshops, which cannot be done due to lack of 
time and resources.  

Data quality concerns and acceptable levels of 
sampling error 

- The participants will probably be in the 
same age range of the researcher, as the 
participants are part of the researcher’s 
social network. 

- Another factor is that the researcher likely 
will know some of the participants 
personally, which can affect the 
researcher’s behavior towards the 
participants 

- Perhaps, some participants will answer 
what they think will be perceived as 
correct, trendy or what the researcher 
wants to hear. 

- Participants may be shy and not share all 
of their thoughts with the group and 
researcher.  

How to compensate for these concerns  - The researcher will take time to make an 
introduction in the beginning of the 
workshop, letting the participants know 
that it is a space for exploration and 
dialogue, and that the researcher 
encourages the participants to speak their 
mind and to be honest. And that there are 
no wrong answers.  

- The researcher will use the fact that she 
knows some of the participants in a 
positive manner to make the participants 
feel comfortable in the workshop 
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environment but try not to let the 
researcher’s bias affect the participants 
otherwise.  

 
 
Appendix 3: The sampling plan of the qualitative research (Written Focused Interview with Mørkeland) 
 

Given the research questions and problem 
identification, who would be the best sample 
approach? 

Nonprobability sampling – snowball sampling 

Demographic Kristine and Camilla, whom are the two female 
podcasters behind the podcast, Mørkeland. They 
are both from and based in Copenhagen.  

Kind of research in practice  Written focused interview  
Location of the research Written interview by email.  
How to ensure that it is representative  It cannot be representative for all podcasters, as 

there are thousands of podcasters with different 
mindsets, podcast topics and other interests and 
motivation behind the podcast, moreover with 
another target group than Mørkeland. Although, it 
is an actuality-representation of what is popular in 
Denmark among millennial women in 2019, as 
their podcast currently is the most popular in the 
country.  

Data quality concerns and acceptable levels of 
sampling error 

- They might want to be presented or 
appear in a certain way that perhaps will 
make them answer more politically correct 
than what might have been their answers 
in another context.  

- They may have interesting points that are 
not in the written interview, if the 
researcher does not include that question 
or interpretation in the interview. 

- As the most popular podcast in Denmark, 
they might have a quite stressful and busy 
work schedule, which means that they 
might not spend so much time answering 
the interview-questions. 

How to compensate for these concerns - The researcher has asked the interviewees 
to go beyond the questions, and to feel 
free to add comments, thoughts, feelings 
or other interpretations that the questions 
doesn’t lead up to.  

- The researcher has let the interviewees 
know that they can get access to the 
results of the workshop and master thesis 
after the hand-in, which hopefully will 
make them interested in spending time on 
their interview.  
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Appendix 4: Mørkeland on Apple’s Podcast app hitlist. 

 
 
 
 
 
 
 
 



88 
 

Appendix 5. Model of See, Feel, Think, Do process by Milligan and Smith (2006).  
 

Concept Stage Suggested action 

See Expert eyes  

interpreting from the 

researcher’s own experiences 

and then making sense of these, 

trusting your own judgement.   

 

Go through the customer 

journey of the experience/brand. 

Use a notebook to make 

observations about what you see 

and experience. Then go back 

and examine each step through 

expert eyes. 

See  Soft focus 

“Experience” what the 

consumers are experiencing. 

 

Accompany the consumers as 

they experience your brand. 

Observe what delights them, 

makes them angry, and satisfied. 

Talk to them as other people, not 

as consumers. Identify a problem 

with the thought “How can we 

make this better?” 

See Big picture 

Link what you see to the bigger 

picture. 

 

Focus on what the consumers 

like.  

Feel Emote 

Don’t be shy about expressing 

emotions  

Write down your feelings and 

share how you feel.  

Feel Engage 

Ask consumers to express their 

emotions 

Interview the consumers about 

their experience, and offer drinks 

and snacks, which makes the 

consumers relax and open to 

share their emotions. Give them 

the option to write you after the 

interview for further comments. 
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Feel Empathize 

Distinguish between what the 

consumers feel and how you feel. 

Reflect upon the last dialogue 

with the consumer and what 

they said. Furthermore, think 

about the situation from the 

consumer’s perspective. 

Think Cause and effect 

Interview as a child of how 

aspects are affecting the 

customer experience. 

Keep asking why until you get to 

the cause of the issue. Create an 

atmosphere where new ideas can 

be developed and discussed. 

Think How might we? 

Test how these ideas can bring 

the consumers value 

Brainstorm with ‘how might we’ 

Think Perfect world 

Think outside the box. How can 

we give the consumers the 

perfect experience? 

Brainstorm for ideas to make the 

experience better.  

Do Magic dust 

How to make the consumers 

excited about the new 

initiatives? 

Make the consumers think of 

ways to communicate these 

initiatives to each other. Make 

the new experience alive for the 

consumers.  

Do Is it working? 

Can this succeed?  

How much is the brand value 

increasing to them? 

(Milligan & Smith, 2006, pp. 177-186). 
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Appendix 6. Autoethnography  
 
This autoethnography is a tool for me as a researcher to ensure that the participatory method is executed in 

a favorable manner with an authentic academic quality. Moreover, the objective with this autoethnography 

is to acknowledge and to compensate for the researcher’s subjectivity and influence in the research (Ellis et 

al., 2011). 

Planning the workshops 
 
Planning of the exploratory workshops is quite extensive. I want to create a workshop that actually gives the 

participants something that goes further than the workshop – something to reflect upon. How their habits 

of media consumption affect them, what value it gives them, and how they can use this for something 

positive in their life. I started to look within my own network, asking the participants in the survey to write 

their email, if they wanted to participate in the workshop. Many signed up (both people I know and don’t 

know) but there is a lot of logistics that has to work out, e.g. the location of the workshop being in 

Copenhagen, the date and time etc. I wanted to plan two workshops with 6-8 people in each. I wanted to 

make a little experiment in relation to the set-up of the participants in these workshops. So, in the first 

workshop, all of the six participants know each other, since they have been studying abroad together in the 

US. Thus, they have a social setting, where they are all comfortable talking to each other and has a social 

frame of reference to all involved, including me – the researcher. The other workshop is a mix of different 

networks, together in one group. Therefore, the participants are in the age of 21-29, so all the 20s are 

represented through all years, although, it hasn’t been possible for the researcher to find any participants in 

the age of 30. The reason being that I don’t have that many people in my personal network at 30, as they 

often are very busy with work and kids, whereas people in their early-mid 20s have more time to help out 

other students or friends. 

Looking back at the workshops 
 

The idea behind the workshop is to create new ideas and formats for how to improve the podcast experience 

for the listener. I will use the framework of See, Feel, Think, Do by Smith & Milligan (2006) to process my 

experiences with the participants and the execution of the two workshops (appendix 5).  

 

See 

o Expert eyes: Go through the customer journey of the experience/podcast. Make observations about 

what you see and experience. Then go back and examine through expert eyes. 

The (6-7) participants are sitting together around the long table, eating snacks and drinking beverages, 

while talking to each other and writing on colored carboard and post-its. Their consumer experience is 
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very much a-like with a few differences. They all use headphones, and use podcasts when doing practical 

things, such as transportation, cooking or grocery shopping, as a break or distraction. Furthermore, 

around half of them also listens to podcasts out-loud through speakers at home, when being home alone.  

They all listen to true crime, and from there it is a mix of lifestyle, comedy, news, documentaries, and 

love. The different stages were all interactive and participatory, which made the workshop more fun for 

the participants to be a part of in order to engage, communicate and share their feelings, behavior, habits 

and opinions through all four steps. I was especially a bit nervous for the brainstorm and idea-

development, but by then, they felt so comfortable that they just ran with it. The workshop was 

scheduled to be two hours, but because they were so interactive and social that workshop 1 went 30 

minutes over time, and workshop 2 went an hour over time. They told me again and again that they were 

having fun and that it was exciting for them to be a part of.  

o Soft focus: Accompany the consumers as they experience your brand. Observe what delights them, 

makes them angry, and satisfied. Talk to them as other people, not as consumers.  

We all have a dialogue about what they like about different podcasts. It delights the participants, 

when a new episode their favorite podcasts becomes available, to listen, to learn, to be entertained, 

to be distracted, to experience the podcast as company in a situation, where you are alone. As a plus, 

because the participants are part of my personal network, it was easy to make them feel welcome 

and comfortable in my home, knowing that they all are very social, outgoing and nice people, who 

are good at communication with others. Therefore, I also talked to them like other people, friends – 

not as consumers.  

 

o Big picture: Focus on what the consumers like. 

The hosts, the guests, the content, voices, sound effects, stories, informal dialogue, to learn, being 

kept company, being entertained, exciting stories, funny comments, personality, the distraction, the 

sense of escaping everyday life and practical errans, etc.  

Feel  

o Emote: Write down your feelings and share how you feel. 

I feel a sense of both belonging and being observing. Because, I am surrounded by people that I know 

and like, and it is clear that they get along. Both the first workshop, where everyone knows each 

other, but also the second workshop, where only a few people know each other. They clicked on a 

personal level, they laughed, it is obvious that they actually think that the topic is interesting, they 

like to write on the post-its and use the different colours. And it makes me feel that I have found the 
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right people for the workshops. I wrote the participants after the workshops, sharing my feelings of 

gratitude.  

 

o Engage: Interview the consumers about their experience, and offer drinks and snacks, which 

makes the consumers relax and open to share their emotions.  

This is part of the first phase Empathize. We explore all the participant’s consumer behavior and 

listening rituals regarding podcasts. I have given them plenty of snacks and beverages in order to 

make the participants feel comfortable. Furthermore, I told them that were more than welcome to 

write to me after the workshop, if they have any further comments after the workshop has ended.  

 

o Empathize: Reflect upon the last dialogue with the consumer and what they said.  

When talking about podcasts that the participants have in common and like, they laugh, make jokes, 

talk about the podcast and different episodes, the hosts, funny comments, exciting facts etc. But 

when someone is talking about a podcast that the others don’t know, it is like being at a lecture at 

CBS; They sit quietly, smiling and nodding – and the fact that they haven’t experienced that podcast 

is obvious. And it is clear on their faces, if they find that podcast interesting or not. Moreover, in the 

second workshop, Katrine J. And Louise S. were both listening to the podcast ‘Fries Before Guys’, and 

they like it a lot! But because the other participants didn’t like it, that podcast wasn’t really talked 

about that much, other than being mentioned as one of the favourite podcasts from the essential 

learnings-map, as two out of seven participants really liked that podcast. In other words, it could 

have been interesting to have gotten more into depth with ‘Fries Before Guys’, as it just like the most 

popular podcast ‘Mørkeland’, revolves around two young women having a dialogue, which also is 

very similar to ‘Mads og monopolet’, as that podcast also is dialogue-based. But the two participants 

were affected by the social negative attitude from the other participants in the workshop. 

Think  

o Cause and effect: Keep asking ‘why’, until you get to the cause of the issue. Create an atmosphere 

where new ideas can be developed and discussed. 

I asked why-questions. In order to go into depth, creating room for reflection and realizations about 

their podcast experiences. E.g. ‘why is that podcast your favorite’, ‘why is it exciting to hear about 

murders’, ‘why do you prefer an informal dialogue?’, ‘Why is it important for you to feel that you 

know the host?’, ‘Why is it important with personal stories through the podcast?’, ‘Why are or aren’t 

you following your favorite podcast on social media?’ etc. 

o How might we? Brainstorm with ‘how might we’? 
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I asked the participants ‘How might we’-questions in order to inspire, to stimulate creativity and to 

kickstart a mindset of reflection and idea-development by brainstorm upon how to improve the 

podcast experience with new ideas and concepts. The questions were:  

- How might we improve the podcast experience for Mads og monopolet? 
 

- How might we experience even more thrill in Mørkeland podcast?  
 

- How might we develop a stronger connection to Mørkeland? 
 

- How might we improve the podcast experience?  
 

- How might we make the affiliation and connection with the podcast stronger? 
 
 

o Perfect world: Brainstorm for ideas to make the experience better.  

Using coloured pieces of cardboard and post-its’ to inspire and stimulate creativity, the participants 

wrote down their own ideas first, based on the ‘how might we’ questions. Then, we all talked about 

their ideas and collectively further brainstormed and co-created ideas and new concepts together.  

Do  

o  Magic dust: Make the consumers think of ways to communicate these initiatives to each other. Make 

the new experience alive for the consumers. 

We took a round with their ideas and from there co-created and co-produced new ideas and 

concepts together. The participants were really good at further develop on each other’s ideas, 

coming with ad-on’s, or got inspired from an idea to create another.  

 

o Is it working? How much is the brand value increasing to them? 

At the end, we went through all of the best ideas to make sure that the value increase was sufficient 

to make a difference for the participants in their podcast experience. Furthermore, to ensure that 

these initiatives would create better content, a better connection with the podcast and the hosts. 

Furthermore, the listening-situation, and the communication with the other listeners through a 

better podcast community could be created and hereby create even more value to the podcast and 

for the consumer.  

Appendix 7. Coding framework for written interview with Mørkeland – from codes to themes.  
 

Codes  Issues discussed / answered  Themes identified 
Engagement  
Engagement on social media 

o Instagram  
o Facebook 
o Communication with 

listeners  

(Base of knowledge from 
a business perspective)  
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o Hundreds of messages 
every week  

 
Storytelling 
Narrative 

o Episodes every week 
o Format  
o Thoughts behind the 

storytelling and narrative  
 

o Storytelling captivates 
the listener  

o Value in episodes 
released on a certain day 
of the week  

True crime  o Mørkeland 
o Fascination  
o Popular category  
o Paradox: crime as 

entertainment  

o True crime is the most 
favoured category  

o A sneak peek into the 
dark  

o A fascination of brutality  
 

Mørkeland  o Camilla and Kristine 
(hosts)  

o Format  
o Thoughts behind the 

podcast 
o Content  
o Cases  

  

o Mørkeland gives you 
knowledge about crime, 
legal system and forensic 
science 

o Mørkeland is the most 
popular podcast among 
young millennial women  

 
Dialogue 
Informal dialogue  
Connection to podcast and hosts 

o The listeners feel that 
they know Camilla and 
Kristine  

o Relatable 
o Honesty   
o Informal  
o Relaxed  

o It is important for the 
listeners to feel that they 
know the hosts  

o Informal dialogue is 
important for the 
emotional attachment 
and sense of a break  

o Hosts and guests 
become relatable 
through honesty and 
personal stories  

True crime as entertainment  o Critique of Mørkeland 
and the use of crimes 
and entertainment  

o True crime is the 
opposite of social media  

o True crime stands in 
contrast to perfect  

 

Appendix 8. Coding framework for workshops: From codes to themes  
 

Codes  Issues discussed Themes identified 
Engagement  
Engagement on social media 

o Social media 
engagement needs 
improvement  

o Instagram  
o Facebook 
o Content  

o Instagram content 
should create 
entertaining and 
intriguing value  

o Videos created by hosts 
with extra material 
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would extend the 
experience  

Storytelling 
Narrative 

o Headphones vs speakers 
o Listening rituals and 

habits 
o Value from listening 
o Episodes every week 

o Storytelling captivates 
the listener  

o Value in episodes 
released on a certain day 
of the week  

o Podcasts give you JOMO 
Value o Escape  

o Break  
o Distraction  
o Companion  
o Intense 
o New knowledge  

o Practical actions become 
a break  

o Podcasts keep you 
company  

o Headphones gives an 
intense and immersive 
listening situation  

o Podcasts gives you new 
knowledge  

True crime  o Mørkeland 
o Third Ear  
o Sound design  
o Fascination  
o Popular category  
o Addictive  
o In contrast to perfect 

and Instagram  
o Paradox: crime as 

entertainment  

o True crime is the most 
favoured category  

o A sneak peek into the 
dark  

o A fascination of brutality  
o True crime is addictive  

Mørkeland  o Camilla and Kristine 
(hosts)  

o Format  
o Thoughts behind the 

podcast 
o Content  
o Cases  
o Addictive  
o Intense  
o Fear  
o New knowledge  

o Mørkeland gives you 
knowledge about crime, 
legal system and forensic 
science 

o Mørkeland is the most 
popular podcast among 
young millennial women  

o True crime stands in 
contrast to perfect  

Dialogue 
Informal dialogue  
Connection to podcast and hosts 

o Feeling of knowing the 
hosts  

o Discussions  
o Dilemmas 
o Relatable 
o Honesty   
o Attachment  
o Informal  
o Relaxed  

o It is important for the 
listeners to feel that they 
know the hosts  

o Informal dialogue is 
important for the 
emotional attachment 
and sense of a break  

o Hosts and guests 
become relatable 
through honesty and 
personal stories  
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Ideas for improvement  o Social media  
o Physical experiences  
o Events  
o New formats  
o Extra material  
o Sound design  
o Immersive experiences 
o Ideas for new formats 

o Tv-series based on 
podcast episodes  

o Lectures and events with 
podcast hosts  

o Sound design makes the 
experience immersive  

o True crime tour in 
Copenhagen  

o Themes in Mørkeland 
o More experts are 

requested  
o Podcast documentary 

with different topics  
Podcast consumer behaviour  o Practical actions  

o Break  
o Relaxation  
o Distraction 
o Being kept company  
o Mørkeland 
o Mads og monopolet 
o Third Ear  
o Her går det godt  

(Base of knowledge for the 
development of the themes 
created)  

JOMO vs FOMO o ‘Have you heard the last 
episode?’  

o Conversation-starter 
o Lunch break at work  
o Word of Mouth 

o Podcasts is a 
conversation-starter  

o Hyped podcasts create 
FOMO 

o Recommendations for 
podcasts happens 
through Word-of-Mouth  

 
USB 
 
On the attached USB, the following appendices are saved and stored:  

Appendix 9 – Survey data.  

Appendix 10 – Written focused interview with Kristine and Camilla from the podcast ‘Mørkeland’.  

Appendix 11 – Transcription of exploratory workshop 1  

Appendix 12 – Essential information design, workshop 1  

Appendix 13 – Value-creation design, workshop 1  

Appendix 14 – Transcription of exploratory workshop 2  

Appendix 15 – Essential information design, workshop 2 

Appendix 16 – Value-creation design, workshop 2 

Appendix 17 – Messages from Mørkeland’s listeners about their value-creation  


